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who will benefit

FROM READING THIS BOOK?
1.

2.

Financial advisers, who serve as
representatives of financial services
providers - those who engage with
clients and render financial advisory
and intermediary services

Supervisors, who coach and guide
financial advisers in their client
engagement

3.

4.

Key individuals, who oversee
representatives providing advice and
intermediary services

Practice managers, who assists
representatives and key individuals to
optimise their business

5.

6.

Compliance officers, who monitor
compliance in the client engagement
process

IT Support Specialists who are
responsible for the automation of and
digitisation of processes and systems

7.

8.

Regulators, who engage with financial
services providers and regulate them

The Office of the FAIS Ombud

foreword
As I reflect on my career over the last 30
years in the financial services industry, the
one thing I know for sure is that it is much
tougher to enter the market as a financial
adviser today than it was 30 years ago.
Since joining the industry in June 1989
I have studied, read books, attended
seminars and workshops, engaged with
industry stakeholders, conducted market
surveys, participated in industry forums,
wrote books and white papers, delivered
presentations on industry platforms and
still, after all that effort, I am overwhelmed
with how much more there is to learn.
My heart goes out to financial advisers
who are entering into the business
of financial planning and advice in
the midst of Covid-19, political and
economic uncertainty globally, poor
business
confidence,
extremely
challenging investment markets and
an unprecedented wave of regulatory
reform. These conditions are not only
affecting new entrants to the industry, but
also proving to be extremely demotivating
for experienced financial planners. I can
say without hesitation that I have not
experienced so many challenges at the
same time in over three decades in the
financial services industry, serving in
various capacities. I salute every adviser
in this time.

At the same time, just as it seems that
there is no hope, I am reminded by the
authors of many of the business books
that I have read over the years, that
leaders arise in difficult circumstances.
One of the authors that made an
incredible impression on me over the
years proclaimed:
Greatness is not a function of
circumstance. Greatness, it turns out, is
largely a matter of conscious choice.
- Jim Collins
Author of Good to Great 1

In another publication he maintained that
the main message of their work remains:
We are not imprisoned by our
circumstances, our setbacks, our history,
our mistakes, or even staggering defeats
along the way. We are freed by our
choices. 2
Inspired by these messages, I have
decided that providing a professional
and consistent framework to financial
advisers will help them to focus on the
things that they can control, which will
contribute to their success regardless

1 - Jim Collins: Good to Great, HarperCollins Publishers Inc 2001, p 11
2 - Jim Collins: How the Mighty Fall, Random House Business Books 2009, p 120
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of the external factors that threaten the
sustainability of many financial advisers
in the market.
The reason for publishing a book on
the elements that financial advisers can
control, is founded on the comment
made by one of the world’s greatest
golfers of all time. When he was asked
how he handled tournaments played in
poor weather conditions, this is how he
replied:
I do not clutter my mind with the things
that I cannot control. I focus on the
things that I can control.
- Tiger Woods

The principles in this publication are
completely within your control. This
publication aims to guide and encourage
representatives of financial services
providers, who deal with clients on a dayto-day basis, to establish a healthy client
base, grow their business and manage
their client engagements within a
consistent framework which is ultimately
designed to make them successful,
regardless of market conditions.

- ANTON SWANEPOEL
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introduction
The only way to build, establish, grow,
and sustain an advisory practice, is to
master the client engagement process.
This book offers a timeless framework
of professional client engagement for
financial advisers.
The ten steps of professional client
engagement as explained in this
publication will lay the foundation of
every transaction that you conclude as
a financial adviser, and it will ultimately
determine
whether
you
will
be
competitive in our industry.
Although there are many aspects that
will help you to become successful, as

the illustration below highlights, it is
within the ten steps of professional client
engagement that you must earn the trust
of your clients to conclude transactions
and build your practice.

the ten-step process

practice management

Prospecting

People

Set up appointment

Business infrastructure

Professional introduction

Systems and processes

Gather information

Marketing

Agree on services

Training

Conduct an analysis & prepare report
Present the proposal

Risk management &
compliance

Agree on solution(s)

Administration

Implement the solution(s)

Remuneration

Ongoing advice & services

Financial management

Income / remuneration

profit
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The ten-step process of professional
client engagement and the six-step
process of financial planning

The ten-step client engagement process
must not be confused with the sixstep process of financial planning as
The ten-step process of
client engagement

highlighted by the Financial Planning
Institute of Southern Africa. The six steps
of financial planning are all included
in the ten-steps of professional client
engagement as the table below will
illustrate.

The six-step process of
financial planning

STEP 1: Prospecting
STEP 2: Set up an appointment
STEP 3: Professional introduction: First meeting
STEP 4: Gather information

STEP 2: Collecting client information

STEP 5: Agree on service(s) to be rendered

STEP 1: Establish the professional relationship

STEP 6: Conduct an analysis & prepare a report

STEP 3: Analyse and assess the client’s financial status

STEP 7: Present the proposal
STEP 8: Agree on the solution(s) to be implemented

STEP 4: Identify suitable strategies, recommendations,
and solutions

STEP 9: Implementation

STEP 5: Implement recommendations

STEP 10: Rendering ongoing advice and services

STEP 6: Review the client’s situation

The only difference between the tenstep process of professional client
engagement and the six-step process of
financial planning is that we believe that,
to establish a successful practice financial
advisers must consider the entire client
engagement process, which includes
the financial planning process. The one
focuses on financial planning, whilst the
other focuses on the building blocks of
establishing a successful practice.
Legal requirements

Every financial advisory business must
have processes and procedures in place
to ensure that the business can operate
effectively and that clients are protected.
Page 2
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The FAIS General Code of Conduct
prescribes the following:

11. Control measures
A provider must at all times have and
effectively
employ
the
resources,
procedures and appropriate technological
systems that can reasonably be expected
to eliminate as far as reasonably possible,
the risk that clients, product suppliers
and other providers or representatives
will suffer financial loss through theft,
fraud, other dishonest acts, poor
administration, negligence, professional
misconduct or culpable omissions.
12. Specific control objectives
A provider, excluding a representative,
must, without limiting the generality of
section 11, structure the internal control
procedures concerned so as to provide
reasonable assurance that(a) the relevant business can be carried
on in an orderly and efficient manner;
(b) financial and other information
used or provided by the provider will
be reliable; and
(c) all applicable laws are complied with.

Interpretation and comments

The Oxford Dictionary defines ‘process’
as a series of things that are done in a
particular order to achieve a particular
result. 3 Synonyms for procedures include
actions, processes, ways, practices, and
methods. 4 With the help of the Oxford
Dictionary and Thesaurus I would define
‘process’ through the eyes of an adviser
as a series of activities that are done in
a particular order to ensure that the job
that needs to be done is successfully
completed. However, if you set your
mind on excellence, the definition would
read as follows:
Process is a series of activities that are
done in a particular order to ensure
that the job that needs to be done is
successfully completed in the most
effective and efficient way.
When engaging with advisers on the topic
of practice management, I usually ask the
following question:
“From a business point of view, does it
make sense to have processes in place
to ensure that business is concluded
effectively and efficiently?”
Without exception the answer is
yes, absolutely! From many years of
experience as a manager in business, my
only conclusion is that the best businesses
all have processes and procedures in
place which help them to be effective,

3 - See Oxford Advanced Learner’s Dictionary, 7th Edition 2005, p 1157
4 - Thesaurus
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efficient and reduce risks. Therefore, the
provisions in the FAIS General Code of
Conduct merely confirm what the best
businesses in the world do anyway.
One code of conduct for all
products

It is important to note that the Regulator
published one Act 5 with one General
code of conduct that applies to all
client engagements, regardless of
which financial product category apply
when advisers provide advice and/or
render intermediary services to clients.
As a result, the ten-step process of
professional client engagement applies
to all product categories, with specific
reference to:

• Investments
• Long-term insurance
• Short-term insurance
• Medical aid products
• Employee benefits
Sales process or client engagement
process?

The client engagement process is the
heartbeat of every single FSP in the world.
Some people refer to this process as the
sales process, and there is a lot of merit
in this reference, because traditionally
insurance products were sold, and to a
large extent that still holds true today. The
reality is that nothing happens anywhere
in the world until a transaction takes
place and it is the “salesperson” who
brings in the business. Selling is what we

5 - The Financial Advisory and Intermediary Services Act
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do in its simplest form, but the definitive
action in any transaction is that someone
chooses to buy. Selling needs to support
our clients’ buying process, providing
them with information and insight that
will ultimately guide them to make
informed decisions that benefit them.
Many professionals do not like the term
“selling” because the industry is tainted
with so many insurance and investment
miss-selling.
Whatever your view of whether one
should refer to the client engagement
process as the sales process or not, I
found the publications of international
bestselling authors on the subject of
professional selling extremely helpful to
illustrate the fundamentals of practice
management for Representatives.
There are those authors who assert that
everything is selling. Attorneys sell their
legal expertise to their clients, doctors sell
their medical expertise to their patients
and auditors sell their auditing skills
to their clients and by the same token I
guess it can be said that professional
financial advisers sell their financial
planning expertise to clients.
Again, whatever your view, I am sure
you will see that the fundamentals of
professional selling, and what financial
advisers do in their process leading up
to a transaction is very similar, and there
is absolutely nothing wrong with selling
as long as it is done honourably and
professionally.

INTRODUCTION

At the outset, I believe it may be useful
using sales guru Zig Ziglar’s analogy
comparing the “sales process” to a
baseball match, although I prefer to refer
to it as the “helping process”.
When you get a qualified lead, you
are on first base, and when you make
an appointment, you are on second
base. When you make an effective
presentation, you are on third base. 6
Closing a deal is not an event; it is a
process of assisting clients through their
own decisions finding ways that add
value. If you are not seeing the process
through the “eye of the buyer” and
prepare yourself to interact in this way,
it will be difficult for you to be successful
over the long term. Do not start with a
closing mindset. Closing is a one-sided
attempt to force your will. Closing is a
selling principle, and clients do not want
to be sold to.
Always remember:
Prospects buy when they are ready to
buy, not when you need to sell.
- Eric Taylor and David Riklan 7

Professional and Accountable

This publication goes beyond selling. It
is about acquiring and retaining clients,
and about managing your business as a
financial adviser who focuses exclusively

on establishing and maintaining his or
her client base. The client engagement
process, as highlighted in this publication,
includes both business requirements and
compliance requirements that financial
advisers must consider to be able to
conduct their business with clients
professionally.
Financial advisers who manage to
continuously
improve
their
client
engagement process are those who
become financially successful. The
best financial advisers in the industry
can all execute the steps in the client
engagement process professionally and
effectively whilst complying with all the
relevant legislation at the same time.
Later in this publication, you will see
that the compliance requirements as
published in the FAIS General Code of
Conduct are simply reinforcing what
the best books on professional selling
advocate anyway. If professionalism is
your benchmark, compliance should not
be such a big deal.
The financial services industry is one of
the most competitive industries in the
world and if you want to be competitive,
professionalism is not an option, but
rather a basic business imperative.
This manual will provide you with a
framework that will enable you to build
and establish a sustainable business in a
highly competitive industry.

6 - Zig Ziglar, Secrets of closing the sale, Fleming H. Revell, Baker Publishing Group 2003, page 45
7 - Eric Taylor and David Riklan, Mastering the world of selling, page 63
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professional

CLIENT ENGAGEMENT

Professionalism

According to the Oxford Dictionary, a
professional is connected with a job that
needs special training or skill, and one
that needs a high level of education.8
Professionalism includes acting with
skill, competence, expertise, proficiency,
experience, and effectiveness. 9 According
to the FPI Code of Ethics, professionalism
requires behaving with dignity and
showing respect and courtesy to clients,
fellow professionals, and others in

business-related activities, and complying
with appropriate legislation, regulations,
rules and professional requirements.
Professionalism
requires
financial
planners, individually and in co-operation
with peers, to enhance and maintain the
profession’s reputation and public image
and its ability to serve the public interest.
Professionalism refers to conduct that
inspires confidence, trust and respect
from clients and the broader community,
and embodies all the other Principles of
Conduct. 10

8 - Oxford Business English Dictionary, page 430
9 - Thesaurus
10 - FPI Code of Ethics and Practice Standards
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The other principles of conduct as
recorded by the FPI 11 are:
Clients first

Which for me is beautifully captured
by the following timeless insights by
Mahatma Gandhi:
A customer is the most important visitor
on our premises. He is not dependent
on us. We are dependent on him. He is
not an interruption of our work. He is
the purpose of it. He is not an outsider
in our business. He is part of it. We are
not doing him a favour by serving him.
He is doing us a favour by giving us an
opportunity to do so.
The benefit of putting clients first is that
clients will appreciate you and trust you.
Integrity

Integrity is the quality of being honest
and morally upright. According to John C.
Maxwell, the benefit of integrity is Trust!
Objectivity

Being objective means demonstrating
the ability to evaluate information and
circumstances without letting one’s own
emotions or competing priorities (such
as compensation) cloud judgment. The
benefit of being objective is that client’s
will never doubt whether you have
any hidden agendas, which leads to
confidence and trust.

11 - FPI Code of Ethics and Practice Standards
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Fairness

Fairness is the state, condition, or quality
of being fair, or free from bias or injustice.
Fairness is also defined as just and
reasonable treatment in accordance with
accepted rules or principles. The benefit
of fairness is appreciation, peace of mind,
and trust.
Competence

The Oxford Advanced Learner’s Dictionary
defines competence as having enough
skill or knowledge to do something well
or to the necessary standard. The benefit
of competence is that it instils confidence
and builds trust.
Confidentiality

When we consult with our doctor,
accountant, or lawyer, we expect him
or her to keep our information in the
strictest confidence and only disclose
information with our permission or as
required by law. Consumers of financial
products and services have a right to the
same level of professional conduct from
their financial planner. The benefit of
keeping clients’ information confidential
is peace of mind and trust.
Diligence

According to the New Oxford Business
English Dictionary, diligence is also
defined as careful and thorough work or
effort. According to Steven K Scott, The
Richest Man Who Ever Lived, diligence is

PROFESSIONAL CLIENT ENGAGEMENT

a learnable skill that combines: Creative
persistence, a smart-working effort
rightly planned and rightly performed in
a timely, efficient, and effective manner
to attain a result that is pure and of the
highest quality of excellence. According to
Scott, the benefit of diligence is that while
others fight to be noticed, the diligent
are sought out by people of authority or
prominence.
Professionalism and accountability

Professionalism and accountability go
hand in hand. You cannot claim to be
professional if you do not comply with
the minimum standards required by law.
Professional sports people play their
game in accordance with the rules of the
game. They know that their living depends
on their level of professionalism and
their ability to play the game within the
framework of the rules. To be a leading
financial adviser will require careful
analysis of every activity in the client
engagement process and the challenge
is to develop adviser-client-friendly
experiences, whilst complying with
onerous and sometimes time-consuming
regulatory obligations. But, as you will
see again, it is a matter of mindset.

Legal requirements

According to the FAIS General Code
of Conduct, a provider must... (a) in
making contact arrangements, and in
all communications and dealings with a
client, act honourably, professionally and
with due regard to the convenience of the
client. 12 I also believe that the Regulator
provided an excellent framework for
professionalism in the General Code,
which states that a provider must at all
times render financial services honestly,
fairly, with due skill, care and diligence,
and in the interests of clients and
the integrity of the financial services
industry.13

In February 2008 former CEO of the
Financial Planning Institute of Southern
Africa, Ben Rossouw, wrote an article for
the FSB Bulletin on the topic, FAIS and
Professionalism – a challenge for the
Financial Services Sector. I firmly believe
that his message on professionalism
cannot be repeated enough, and
therefore I have decided to include parts
of his article again in this publication. In
my view, the principles are timeless and
worth repeating. Rossouw wrote:

12 - See section 6(a) of the FAIS General Code of Conduct
13 - See section 2 of the General Code
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“The reality is that FAIS, like all other
legislation, has to do with compliance
to minimum standards e.g. minimum
standards
of
honesty,
integrity,
competency, and operational capability.
All legislation is, in essence, about
complying with minimum standards
and compliance always has to do with
that which “I have to do” – mostly with a
primary motivation of wanting to stay out
of trouble!
In contrast, “professionalism” has to
do with what I choose to do – that
which I do voluntarily! It has to do with
commitment rather than compliance.
Whilst compliance is about doing the
minimum – only that which I must do,
commitment is about doing that which
is right – that which I want to do - and
about setting higher standards. A true
professional will hardly be concerned
about the compliance aspects of a law
as that would be considered a given.
The true professional would rather want
to be differentiated by the two pillars
of professionalism – ethical conduct
and competence – and will therefore
always strive to demonstrate adherence
to higher standards of conduct and
competency than what the law requires.
One cannot claim to be professional
if both pillars – ethical conduct and
competence – are not in place. If I am
competent but unethical, I will most likely
take my client for a ride – I will know how!
If I am ethical but incompetent, I will make
mistakes. In both scenarios, the client will
pay the price.”

14 - Thesaurus
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Ben Rossouw’s message is one that should
be echoed from one generation to the
next as it highlights several fundamental
truths about the importance of making
the right choices if we desire to be
recognised as a professional. However,
no organisation, institute, designation,
or legislation will make you professional.
To be professional is a personal choice
and to be recognised as one is one of the
greatest contributions you can make to
our industry and one of the greatest gifts
you can be to your clients.
The benefits of professionalism

If we consider the components of
professionalism, such as acting with
skill, competence, expertise, proficiency,
experience, effectiveness, 14 honesty,
integrity, objectivity, fairness, putting
clients first, confidentiality, diligence
and acting in the best interest of clients
there can only be one outcome and that
is high trust! That is why I agree with Ben
Rossouw when he states:
All this points to the fact that professionalism is profitable.
How do you think about professionalism? I
am impressed by true professionals. They
instil confidence and trust. I do not know
about you, but that is how I want to be
perceived by the people I serve. I would be
devastated if my clients did not consider
me to be a professional. The desire to be
a professional comes from within and it is
not driven by any legislation. I know that,
if I conduct myself as a professional, the

PROFESSIONAL CLIENT ENGAGEMENT

work and the money will follow, and as
a result, I will be inspired. I do not need
legislation to force me to comply with
minimum standards, because then I must
expect a minimum wage. If, however, I
meet professional standards, I know that
I deserve professional remuneration.

Practice standards

I
will
address
professional
and
accountability standards that apply
to each of the ten steps in the client
engagement process.

Page 11

You can either
watch it happen
or be a part of it.
Avalon is aiming higher than ever before
and you do not want to miss it.

Launch your practice to a whole new level with Avalon. Visit
www.avalon.co.za to sign up for a free month. Watch as we
continuously innovate and improve the system that will
change your practice forever. Inspire your clients to reach
their goals with the powerful financial engineering provided
by Avalon.
We have reimagined the financial planning system and
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step 1:

PROSPECTING

Activity

To prospect means to seek, or search for, potential clients.

Business requirement

Management guru, the late Peter
Drucker, said that the purpose of any
business is to create and keep customers.
Bestselling business author, Brian Tracey,
added to it by stating that all business
activities must be focused on this central
purpose. Creating customers means

turning people into prospects and turning
prospects into paying customers. In
financial planning terms it simply means
that your main purpose as an adviser is
to identify individuals or businesses as
prospects and turning them into clients,
and then keeping them. Simply put,
without prospects, you have no chance of
building or growing your business.
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One of the main problems that new
advisers have is the inability to fill their
diaries with new potential clients.

home base, you must first get to 1st, 2nd
and 3rd base. It is a process, and every
step is equally important.

Networking

If you get a qualified prospect you are
on first base.

The most successful financial advisers
are those who manage to build good
relationships with people and establish
influential networks. This takes diligent
effort in the beginning, but those
who are disciplined in this area reap
wonderful rewards. However, according
to International best-selling author and
sales guru, Zig Ziglar, the sales process
can be compared to a baseball match,
where there is a first base, a second
base, a third base and a home base. We
all know that the home base is where all
the glamour is, but you cannot take any
short-cuts. Before you can get to the
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Referrals

Experienced financial advisers and
intermediaries will testify that the best
referrals you can get are “word of mouth”
referrals from clients who believe that
they have received good advice and
service from you. Receiving a referral
from someone in your network is an
indication that people trust you to do
a good job for the person that they are
referring you too. It is a privilege to
receive referrals from other people, but it
does not happen overnight.

STEP1: PROSPECTING

When meeting new people, it will serve
you well to have an authentic interest
in other people. Listening to what they
do and how they do it may just open
the door to opportunities for building
relationships that can eventually lead to
future business opportunities. This does
not mean that every person should be
targeted as a potential client but having
the ability to build relationships when
networking is always a good start when
trying to build a sound business network.
A key focus for new-to-industry advisers
is that of obtaining names and contact
details of potential clients.
Prospecting is arguably a “new-toindustry” financial adviser’s biggest
challenge as he or she embarks on this
fascinating journey of rendering advisory
and intermediary services to clients. Most
advisers start by contacting:

Key focus for experienced advisers:
How to deal with referrals

It takes hard work to earn people’s trust
and it is important never to let those
people down. Leads or referrals are
extremely valuable and must be treated
as gold.
Prospect list

It is important to have a consistent system
when creating a prospect list. This is often
the source that advisers return to when
their diaries are empty and their ideas
seem to dry up. Even if your prospect list
is an excel spreadsheet, it will help you
keep a record of potential clients. Every
successful business starts with a name
and a contact number.

Z Family and friends
Z Business networks
Z School networks
Z Sports clubs
Z LinkedIn networks
Prospect list
NAME

SURNAME

DESIGNATION

CONTACT

EMAIL

REASON

SOURCE

DATE

OUTCOME

Create a list of prospects by answering the following questions:

1.

Which five people in my
contact list should I prioritise
connecting with?

2.

Which three people that I have
not yet met should I set out to
build relationships with?

3.

Is there anyone I know who
can help me by facilitating an
introduction?
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Legal requirements

ZThe Financial Advisory and Intermediary

The Protection of Personal Information Act,
No. 4 of 2013 recognises that:

Services Act (FAIS Act) prescribes that
financial services provides must comply
with all legislation, 15 which means that
this initial step, which precedes the
actual client engagement, also deserves
attention.

Z Everyone has the right to privacy.

Z With the introduction of the Protection

What do the top planners do?

of Personal Information Act (POPIA),
receiving the names and contact details
of potential clients, and using it to contact
them is not as simple as it used to be.

Z Requirement: Obtain client information
lawfully.

15 - See section 12 of the FAIS Code of Conduct
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Z Everyone has the right to protection

against unlawful collection, retention,
dissemination and use of personal
information.

According to 2003 FPI Financial Planner of
the year, Gerrit Viljoen CFP®, prospecting
is “arguably one of the most important
aspects of a thriving business and one
that needs to be done consistently
well over time to be successful. He

STEP1: PROSPECTING

asserts that it is a daunting task to get
a sustainable flow of qualified leads.
Making use of Facebook, LinkedIn and
other social media platforms seems to be
the preferred way to go.”

to know which friends and family they
can refer you to. If most referrals from
existing clients are off the mark from what
your key services are, your professional
positioning is not clear enough.”

This is the advice from FPI Financial
Planner of the year (2012), Jan-Carel
Botha CFP®:

FPI Financial Planner of the year 2016,
Wouter Fourie CFP® asserts that you
must know what your ideal client looks
like and personal referrals are much
more valuable than cold-calling. Make
sure your service level to current clients
are good enough for them to refer you
and ask them for referrals.

As hard as it may seem, never discredit
yourself. Approach prospective clients
with confidence. Professional financial
advisers are one of the most valueadding professions in the world.
As a new planner, prospecting is surely
the most daunting task. It took me
seven months to place my first lumpsum
investment. R100 000! Take heart and
“byt vas”.
“For existing planners, this step should
be relatively straight forward – yet very
important. The most important point
is to only prospect for the type of client
that best suits your practice and service
offering. Identify your best clients and
groups of clients within your existing base
that you would like more similar clients
of. Prospect through these existing ideal
clients. “Birds of a feather flock together”
and this is where you want to spend your
time and energy.
This point is also an important to gauge
whether your professional positioning
with existing clients is clear. Setting of
expectations which features prominently
in steps 3 and 10, will guide existing clients

FPI Financial Planner of the year 2017,
Mark MacSymon CFP®:

The key principle to have foremost on
one’s mind when expanding your client
base is to have a very clear idea about
who your ideal client is and what that
ideal client needs. It is critical to align our
relative skill sets to those who need and
are willing to pay for those skills. We can’t
be everything to everyone and if we aren’t
specific about who it is we are able to add
value to, we simply say ‘yes’ too often
and become trapped on the wrong side
of the 80:20 principle. The 80:20 principle
characterises the client base of many
practitioners whereby 20% of revenue is
generated by 80% of the client base.
Falling short of this statistic will have
several negative implications, not least
the ability to grow your client base
appropriately, diminish your time
available to ‘ideal clients’ and limit your
capacity for professional growth. Leads
will come in abundance as long as you
focus on delivering a value-added service
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to your ideal client. Define the parameters
of your ideal client clearly and if a prospect
does not meet those criteria, ensure that
you have established a credible referral
network with fellow professionals that
will be able to assist. And lastly, never
forget to sincerely thank those who have
passed on recommendations to you.

FPI Financial Planner of the year 2018,
Janet Hugo CFP®:

I have a very defined type of client that
I like to work with. My focus has always
been to work with retirees and clients
who have already built their wealth or
inherited it. I have also learned that I am
not everyone’s cup of tea, and that’s okay.

CLOSING THOUGHTS
Identify your prospecting strengths, weaknesses, opportunities, and threats
PROSPECTING
NETWORKS

STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

Family and friends
Attorney contacts
Auditor contacts
Business networks
School contacts
Other:

What on earth is the SWOT analysis
about?

enter into a partnership with someone
who is great at it.

Well, prospecting is not everybody’s
strength, and you will be extremely
successful if you can play to your
strengths. If prospecting is a strength,
you must play to it and leverage off it. If
prospecting is a weakness, you will have
to outsource it.

Perhaps that person can leverage off
some of your strengths, and together you
could build a great win-win relationship.

You will need help. You may either have
to turn it into a strength, buy leads or
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Every
network
offers
unique
opportunities, but there may also
be certain threats when considering
approaching some of the people on your
list. Take some time to consider these
factors.

STEP1: PROSPECTING

What is your plan?

Z Start making a list of prospects. Just

start writing people’s names as they
come up. You will be surprised when you
see how many people you know already!

Z Can you make a list of all your contacts

every successful business depends on it.
It is a painful exercise in the beginning,
but absolutely necessary, if you want any
chance of success! Remember:
Everyone who got to where they are had
to begin where they were.

who would be willing to help you? If so,
do it!

- Richard Paul Evans,
best-selling author of The Christmas Box

Z Be relentless in your efforts to grow

The good news is that it gets easier the
longer you do it. Then, there will come a
time when your existing clients will make
prospecting the easiest thing in the world
because they will start referring other
people to you. If you follow the guidelines
contained in this book, and you conduct
yourself honourably and professionally,
your clients will become your advocates
and they will be very happy to do your
prospecting for you.

your network. This is one investment that
pays great dividends over the long-term,
because one prospect that becomes a
client can deliver exponential returns
through repeat business and potential
referrals.

Z Ask yourself how you can be more
effective in your prospecting?

Effective prospecting is the foundation
and heartbeat of any client base and

All you need to do is –
Find the courage to begin!

PHOTO
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(1.00) 365 = 1.00
(1.01) 365 = 37.8
The immense power of small, consistent wins.

Speak to your Prudential representative for more information or visit
prudential.co.za

Consistency is the only currency that matters.™

Prudential Investment Managers (SA)(Pty) Ltd is a licensed financial services provider.

step 2:

SETTING UP APPOINTMENTS

Activity

Contacting the client is the first step towards turning a prospect into a client. A
prospective client will always remain a prospect until you build up the courage to
contact that person on your list.

Business requirement

It takes courage to phone someone you
do not know to ask for an appointment. I
believe that for some advisers it is better

to make the first phone call themselves.
However, others lack the skill or prefer to
appoint someone to make appointments
on their behalf. Whatever your strategy,
somebody has got to pick up the phone!
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Whoever makes the call must know what
they are going to say, and they must say
it with confidence. According to Tony
Rutigliano and Brian Brim, authors of
Strengths Based Selling, all salespeople –
new and experienced – can overcome call
reluctance by creating and rehearsing the
delivery of a value proposition. 16 Now, I
know that we do not necessarily refer to
financial advisers as salespeople, but the
principle certainly holds true for both.
In his book, Winning New Business, the
author provides a few practical tips on
making excellent telephone calls to new
potential clients: 17

Z Have the courtesy to put yourself in
the other person’s shoes.

Z Always plan your call before you pick
up the phone. Decide exactly what you
want to achieve before you call.

Z A negative attitude cancels out positive
skills.

Z Always smile when you are speaking

on the telephone. It does project a better
telephone manner.

Z Be enthusiastic. Enthusiasm is very
infectious.

Regardless of your presentation style,
contacting a prospect is supposed to
create interest in you and to differentiate
your offerings. A value proposition does
that. To craft an effective one, refer to

the fundamentals we covered in chapter
seven of this book. If you got stuck for
some reason, do yourself a favour and
listen to Simon Sinek’s talk Start with Why.
17
It will inspire you and point you in the
right direction. Remember, if your Why is
strong enough the What and the How will
follow.
Building rapport

Building rapport and trust are vital
building blocks in the client engagement
process, which will require a combination
of good people skills, professionalism,
competence,
good
communication,
effective listening skills, and ethical
conduct. Rapport is a process that builds
confidence and establishes a relationship
when a customer engages with a
salesperson.
Building rapport means that you are
getting closer to making a connection
with the client. The transaction will not
proceed without establishing rapport
(connecting) with your prospective
customer from the beginning. To do that,
you must take a sincere interest in your
customer. Listen to their interests to see
if there is a connection. Building rapport
is something that good salespeople begin
during the very first contact with the
customer.
Rapport building continues with every
interaction with the client, regardless
whether it is face-to-face, on the
telephone, or per email.

16 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p31
17 - Winning new business by Richard Denny
18 - https://www.youtube.com/watch?v=IPYeCltXpxw
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It is critical that a positive rapport
appears established within the first two
minutes of sales call, so make rapport
building a priority. 19
- Eric Taylor and David Riklan
Professional standards

Z Phone at a reasonable time
Z Behave honourably and professionally
Z Be courteous - not smooth
Z State the reason for your call
Z Be unique in your approach –
remember your value proposition

Z Be prepared, but do not sound like you
are reading off a script

Z Be confident - not pushy
Again, as I stated in the previous chapter,
sales guru Zig Ziglar compared the sales
process to a baseball match.
When you get a qualified lead, you are
on first base, and when you make an
appointment, you are on second base. 20
Legal requirements

The FAIS General Code of Conduct
prescribes that consideration must be
given to how we contact clients. This
includes the way providers introduce
themselves, given the onerous provisions
contained in POPI. Contact the client

at a reasonable time, ask permission
to engage with client (POPIA), and be
courteous.
A provider must-

(a) in making contact arrangements, and
in all communications and dealings with a
client, act honourably, professionally and
with due regard to the convenience of the
client; and
(b) at the commencement of any contact,
visit or call initiated by the provider,
explain the purpose thereof … 21
Response to legislation

If you want legislation to make any sense
to you, put yourself in the client’s shoes.
Imagine getting a phone call late at night
from a call centre agent, who obviously
has no regard to your convenience, and
on top of that acts unprofessionally. I do
not know about you, but to me that type
of conduct would just not open any doors
to a meaningful conversation. In fact,
that would irritate me. So, it seems like
the legislative requirements are purely
common-sense guidelines for advisers,
because if you follow it, the benefit is an
opportunity to have a conversation with
the prospect. I would much rather engage
with someone who acts honourably,
professionally and with due regard to my
convenience than someone who does
not. Also, I cannot think of anyone in
their right mind who would not want to
state the reason for their call. I am sure

19 - Eric Taylor and David Riklan, Mastering the world of selling, page 71
20 - Zig Ziglar, Secrets of closing the sale, Fleming H. Revell, Baker Publishing Group 2003, page 45
21 - See section 6 of the FAIS General Code of Conduct
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that you will agree with me that if we
approach these requirements not from a
compliance point of view, but purely from
a common-sense business point of view,
we will pass the test of compliance with
flying colours.
How to use compliance to build trust

The provisions in the Code of Conduct
lay the foundation of demonstrating
professional courtesy to clients, which
shows respect. I cannot think why anyone
in their right mind would not want to
follow these guidelines.
I firmly believe that, if you simply follow
the guidelines as provided in the Code
it will open the door to meaningful
conversations with your prospects.
If your ultimate objective is to get an
appointment with your client, there is no
doubt in my mind that compliance with
these provisions provide you with every
opportunity for trust-building to begin.
What do the top planners do?
Gerrit Viljoen CFP®:

As your first contact and then first
meeting is almost the most crucial aspect
in creating a good first impression,
having a pre-determined process is of
absolute necessity. This very important
action flows from the initial activity of
getting good qualified leads. If your social
media skills are professionally refined,
the setting up of appointments can
follow digitally from prospects reacting
to social media soliciting. If prospects
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are calling your office, it is critical to set
up the appointment appropriately. What
does that mean? All depending on your
processes, you want to give yourself
appropriate time to prepare for the
very crucial first meeting. Making an
appointment for the same or following
day can put tremendous pressure on
yourself or your team to be adequately
prepared for the first meeting.
Jan-Carel Botha®:

Having any chance starts with setting
up a first appointment. Your attitude
and conduct here will form a large part
of first impressions. Don’t be overeager.
Be assertive, but not arrogant. When you
phone most other professionals for a
first appointment, think how they would
engage. In most cases the meeting will
be at the professional’s office. Yes, one
might feel inclined to having the meeting
at the prospective client’s office or home
(especially if you made first contact), but
many advisers don’t even suggest having
the meeting at their own office.
Very rarely should you find that clients
don’t agree to having the meeting at your
office. In fact, most of them prefer this.
This is one of the easiest ways to illustrate
differentiation and at least perceived
professionalism. It should go without
saying, but for the record, make sure your
office, reception, boardroom, and staff
portray this message of professionalism.
This includes detail such as meeting
confirmation, directions, reception, staff
dress code, refreshments, etc.

STEP 2: SETTING UP APPOINTMENTS

Wouter Fourie®:

As professional planners, we prefer
clients to meet at our offices. Send a
template of basic information you will
need before the meeting for clients to
complete, but don’t bombard a client
with long questionnaires. Confirm the
meeting a day before and remind the
client of your address.

onsite show a prospective client that you
are serious about what you do and are
serious about their financial planning
matters. Onsite meetings will better
assist you to tell your story with the use
of visual aids etc. Secondly, it buys you
time. The time forgone when travelling
between clients is ultimately a cost and
where possible must be avoided.
Janet Hugo®:

Mark MacSymon CFP®:

The golden rule when setting up initial
appointments is to ensure that where
possible, initial meetings are hosted at
your offices. It is not always possible
to coordinate meetings in this way but
invariably, meetings that are conducted

I will not meet with people who haven’t
shown a willingness to disclose financial
information before the meeting. This
email states that our first meeting is at
my cost and it will be to establish whether
we feel we are able to add value to their
situation.

CLOSING THOUGHTS
Identify your prospecting strengths, weaknesses, opportunities, and threats
CONTACTING ACTIVITY

STRENGTHS

WEAKNESSES

OPPORTUNITIES

Telephone
Email
LinkedIn
Other

How can you improve on your strengths?

How can you improve / outsource / manage your weaknesses?

What can you do differently to be more effective when contacting new potential clients?
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Flexibility,
peace of mind,
convenience and
unbeatable value
Myriad is Momentum’s market-leading life insurance product, providing life
insurance solutions to hundreds of thousands of South Africans.
We offer your clients innovative benefits that are designed to suit their unique
needs, effectively combining comprehensiveness with value for money.
Whether your clients require the best possible death, critical illness, disability,
income protection, impairment or longevity cover, Myriad offers unequalled
market leading solutions.
To find our more, visit momentum.co.za or contact your Momentum
Consultant today!
Here for your journey to success
Terms and conditions apply. Momentum is part of Momentum Metropolitan Life Limited, an authorised
financial services and registered credit provider. Reg. No. 1904/002186/06.

step 3:

A PROFESSIONAL INTRODUCTION TO CLIENTS

Activity

Make a good and authentic impression when you meet a potential client for the first
time, because first impressions matter! Look the part. Look and act the role of the
authority you are.
Begin with trust in mind.
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Business requirement

Remember, you are still on second base.

I think Larry O’Sullivan, author of Client
Service Excellence, hit the nail on the
head when he wrote that great customer
service starts with a warm welcome. 22
Providing clients with financial advice
is a highly personal service and most
people appreciate friendly people who
appreciate them.

Building rapport

If you cannot smile, do not open a shop.
-Old Chinese proverb

Whenever you evaluate your own
professional standards, simply put
yourself in the client’s shoes and evaluate
it from the client’s perspective.
Here are a few basic things that you
simply cannot afford to get wrong:

Z Be on time because you want to
demonstrate respect for people’s time.

Z Be respectful because people value it.
Z Be friendly because you want to build
rapport with your clients.

Z Be presentable and dress appropriately.
Z Be professional because that is what
clients expect.

Z Be confident because confidence
breeds confidence.

Z Be prepared because you must take
the lead in the conversation.

Remember, building rapport and trust
are vital building blocks in every step of
the client engagement process, which will
require a combination of good people
skills, good communication, effective
listening skills, and ethical conduct.
Building rapport is something that
successful advisers begin during the very
first contact with the client, which must
be carried over when you meet with
the client. No transaction will proceed
without establishing rapport (making a
connection) with your prospective client.
Deep rapport is when we have a real,
human connection with another person.
It is where our intention is to understand
someone and be in service to them rather
than being driven by a professional
agenda. It is also something that is
impossible to fake.
- John Dashfield

Dashfield was one of the presenters
during the Life20summit and he gave
some real good advice on how to build
deep rapport on his blog and I think you
will benefit from reading it.
According to John:

The determining factor is your level of
‘mental presence’. The more you have on
your mind the bigger the gap to building
deep rapport. This is precisely the reason

22 - Larry O’Sullivan, Client Service Excellence The 10 Commandments, KNO RES PUBLISHING 2010: p294
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why techniques have limitations. If you
are thinking about what you are doing
then you cannot, at the same time, be
present. So, the less you have on your
mind the more easily you will connect at
the level of soul, spirit, and true self.
It is vital that you are aware of your own
level of mental presence before entering
a client meeting. Are you free of mental
distractions so you are fully present? If
your client comes into a meeting with a
lot on their mind (and they sometimes
will) then this is something you want to
notice. By noticing you can then respond
and settle the client so that they are fully
engaged. By doing this you will notice
the quality and impact of your meetings
going up.
Ultimately, rapport is a highly significant
factor in achieving your goals. When
people are in deep rapport they think
better, they listen better, and they
understand better.
- John Dashfield

John Maxwell wrote a book titled,
Everybody Communicates But Few Connect.
Again, to do that, you must take a sincere

interest to see if your client. Listen to
their interests see if there is a connection.
Legal requirements
Section 5 of the Code of Conduct prescribes
that:

Where a provider… renders a financial
service to a client, the provider must
at the earliest reasonable opportunity
furnish the client with full particulars of
the following information and, where
such information is provided orally, must
confirm such information within 30 days
in writing:
(a) Full business and trade names,
registration number (if any), postal and
physical addresses, telephone and, where
applicable, cellular phone number, and
internet and e-mail addresses, in respect
of the relevant business carried on, as
well as the names and contact details of
appropriate contact persons or offices; 23
(b) concise details of the legal and
contractual status of the provider…
to be provided in a manner which
can reasonably be expected to make
it clear to the client which entity
accepts responsibility for the actions
of the provider or representative in the
rendering of the financial service involved
and the extent to which the client will
have to accept such responsibility; 24
(c) names and contact details of the
relevant compliance department or, in
the case of a representative, such detail

23 - This is business related and marketing information
24 - Compliance related information
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concerning the provider to which the
representative is contracted; 25
(d) details of the financial services which
the provider is authorised to provide
in terms of the relevant licence and of
any conditions or restrictions applicable
thereto; 26
(e) whether the provider holds
guarantees or professional indemnity or
fidelity insurance cover or not. 27
(f) whether a representative of a provider
is rendering services under supervision
as defined in the Determination of Fit and
Proper Requirements; and 28

Interpretation and commentary

Your mindset will determine whether
you see your letter of introduction as a
compliance document or a marketing tool.
There are two sides to this requirement,
namely a statutory duty and a marketing
opportunity.
If you see the letter of disclosure as a
compliance requirement, it will probably
look like a compliance requirement. Any
letter that looks like a professional letter
of introduction can either be regarded as
a compliance requirement or a business
tool that help you to create a good first
impression with clients and build trust. It
comes down to a matter of choice.

(g) the existence of a specific exemption
that the Registrar may have granted to
the provider with regard to any matter
covered by the Act. 29

25 - Compliance related information
26 - This is business related and marketing information
27 - This is both compliance- and business-related information
28 - This is compliance related information
29 - This is compliance related information, when applicable
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You cannot control legislation, but you
can always choose how you respond to
it.
If your business disclosure document
and the way you present it to clients
feels uncomfortable, you are probably
in compliance mode and doing it
wrong. I urge you to choose to design
a letter of disclosure that you can be
proud of. This coincides with making a
good first impression. If you are trying
to make a good first impression with
a compliance document, think again!
However, a professionally drafted letter
of introduction with some compliance
information in it may very well achieve
that objective. I have seen fully compliant
letters of introduction that makes
absolutely no impact, but I have also seen
compliant letters of introduction that
make a great first impression.
Your attitude will determine whether you
want to create a compliant first impression
with your letter of introduction or
whether you want to create an inspiring
first impression which also meets the
regulatory requirements. Your attitude is
a choice and your decision will determine
what the look and feel of your letter of
introduction will be.
We are freed by our choices.
- Jim Collins

Before the introduction of the FAIS Act, we
used to introduce ourselves professionally
by handing the prospective client a
business card. The Code of Conduct now
requires that we provide the client with

a business card on steroids, commonly
known by the industry as ‘a letter of
introduction’. Professional advisers are
encouraged to use the statutory duty
as a marketing opportunity to present
themselves to clients in a professional
manner and lay a sound foundation
for trust to be established. Change to
marketing mode, because clients are
generally more attracted to people who
are comfortable and confident of who
they are and what they are offering.
As far as your introduction goes, the
legislation does not in any way prevent
you from using a colourful letterhead or
brochure, nor does it prevent you from
adding other information that promotes
you, such as:

Z Your vision
Z Your values
Z Your mission statement
Z Your value proposition
Z Your areas of specialisation
You can even add a short, professional
CV with other information the clients may
want to know about your business. Ask
yourself the following questions:

Z Does my letter of introduction inspire
me? If not, why would it inspire your
clients to do business with you?

Z Can this disclosure document help

me to present myself to clients in a
professional manner?
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Z Will it help me to create a great first
impression?

Z Does it give me credibility?
How to use compliance to build trust

Compliance forces you, in a way, to brag
a little bit about yourself. If you design
your letter of introduction to clients
from a marketing objective, only a small
part of the information on the letter
is compliance related. The rest of the
information is about how you want to
position yourself.
What do the top planners do?
Gerrit Viljoen CFP®:

Depending on your own unique value
proposition, the first meeting will be
the make or break of the long-term
relationship (if any) with the prospect.
If your value proposition is just trying
to sell a product as soon as possible,
you will approach this most crucial step
in the client engagement process very
differently.
We see and use the first client meeting
as an opportunity to get to know the
prospect more intimately and to find
out how they have come to the place
where they are now (their life story), as
well as to introduce our company and
the professional people that they will
deal with in the future if they choose to
engage with us. We believe that this stage
of the engagement process is arguably
the most important in the possible longterm relationship we endeavour.
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It gives us an opportunity to establish
whether we want to pursue a longterm relationship with the prospect
and whether he or she will fit into the
ideal client profile we have. We will also
terminate a possible relationship going
forward if we establish that the possible
relationship will not be beneficial to both
parties.
Jan-Carel Botha CFP®:

Be prepared. Many prospective clients
will meet you for the first time and will
not know what to expect. Many will also
have an unsatisfactory experience with
previous advisers (hence their agreement
to a meeting with you). Your aim is to
set the expectations and differentiate
yourself. All advisers are not the same
and each professional adviser should
have the ability to add value.
Let the client do the talking and honestly
position your services. This also means
that you sometimes have to say “no”
to some things. You can’t be all things
to all clients. This meeting will form the
foundation of your relationship. The
first meeting is often also the one best
remembered by clients. After a decade,
most clients can still recall key points of
your first meeting. Setting expectations
are therefore of upmost importance in
this step.
Wouter Fourie CFP®:

First impressions last. Plan ahead. Be
prepared and be on time. Dress for
success!

STEP 3: A PROFESSIONAL INTRODUCTION TO CLIENTS

Mark MacSymon CFP®:

This meeting is all about the setting of
expectations and whether a natural
fit exists between the practitioner and
the prospective client, or not. Both
parties thus need to make appropriate
disclosures and to become well-oriented
to make an informed decision. At this
juncture, from the financial planner’s
perspective, it is appropriate to inform the
prospective client that you are a member
of the Financial Planning Institute of

Southern Africa and that you are a CFP
Professional®. This means that the client
is made aware of your qualifications,
success in professional competency
examinations, ethical compass, and
experience. It is these criteria that set
members of the FPI apart from unqualified
financial advisers. In my view, without
the knowledge of these criteria which
define a CFP® Professional, a prospective
client is not able to determine, in the first
instance, whether a natural fit exists, or
not.

Identify your prospecting strengths, weaknesses, opportunities, and threats
INTRODUCTION
ACTIVITY

STRENGTHS

WEAKNESSES

OPPORTUNITIES

Be on time
Be prepared
Be presentable
Smile
The handshake
Exchanging pleasantries
Introduction letter

How can you improve on your strengths?

How can you improve / outsource / manage your weaknesses?

How can you utilise your opportunities?

How can you be more effective when you meet clients for the first time?
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COMBINE DIFFERENT
retirement income solutions for optimal effect

As a leader in the retirement space, we adopt a goal-based approach that gives people the
flexibility to combine products to promote the best possible retirement outcomes.
By using Glacier’s Investment-Linked Lifetime Income Plan* together with a living annuity,
you have the best of both worlds: market-linked returns and growth, together with retirement
income security, as well as the opportunity to leave a legacy.
*This solution combines the advantages of a living annuity and a guaranteed life annuity.

Visit www.glacier.co.za or www.glacierinsights.co.za to view our full retirement offering.
The Glacier Investment-Linked Lifetime Income Plan is underwritten by Sanlam Life Insurance Ltd.
Glacier Financial Solutions (Pty) Ltd and Sanlam Life Insurance Ltd are licensed financial services providers

step 4:

GATHER CLIENT INFORMATION

Activity

Gathering information is a process through which you are trying to get a better
understanding of the client’s personality, personal history, level of understanding
of financial matters, current financial position, needs, objectives and life goals, all of
which are key building blocks in building trust.
Seek first to understand…
Stephen R. Covey
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Business requirement

Your introduction to the client is normally
followed by a conversation during which
you learn more about your potential
client. This step in the process will
determine if you manage to connect
with your client and build rapport. This
is a critical stage in the trust-building
process because the way that advisers
conduct themselves will determine
whether the client opens up to them or
not. Without asking the right questions
it will be impossible to understand the
client’s needs or objectives and without
that it is impossible to make appropriate
recommendations.
Unfortunately, many advisers make
the mistake of focusing on their closing
strategy. They simply ask a few questions,
rush into a sales presentation (often too
soon), try to overcome any objections,
and then go for the sale.
Very often it is not the closing skills that
are limiting advisers’ success, but rather
the opening skills.
- Eric Taylor and David Riklan 30

In his book, Seven Habits Of Highly Effective
People, Stephen R. Covey recommends
that to be successful, one must first
seek to understand, before expecting
to be understood. Many other bestselling books on leadership, business
and professional selling also highlight
the importance of understanding the
client’s needs and/or objectives before

any recommendation or proposal should
be made to any client. Tom Reilly, author
of Value-Added Selling is just one of the
many authors on professional selling
who notes:
The value-added process starts with an
in-depth understanding of the client’s
needs, wants and concerns. 31
Earlier in this publication, I highlighted
that client engagement and concluding
subsequent
transactions
are
the
heartbeat of any successful financial
services provider. It is often do referred
to as the sales process, and that is why I
believe that advisers can learn a lot from
the principles of professional selling.
I have consulted many international
publications, written by experts on the
topic of professional selling, to compare
with my own experience over the last
thirty years. One of the books that really
stood out for me is the book written by
Eric Taylor and David Riklan, authors of
Mastering The World Of Selling. This is the
one book on professional selling that is
highly recommended. The references in
this publication do not do justice to the
value they will bring to your business as
a financial adviser. Therefore, I believe
that buying their book will be a very
good investment in your career as a
professional financial adviser.
The research by Taylor and Riklan shows
that the top salespeople demonstrate
commitment by continuously looking for
ways to:

30 - Eric Taylor and David Riklan, Mastering the world of selling, page 163
31 - See Tom Reilly, Value-Added Selling, McGraw-Hill Books 2010, page 40
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of their business relationships

is a requirement when a person acquires
a house and the bank insists on surety to
cover the bond in the event of death or
disability. This is purely a transactional
arrangement, and the questions will be
limited to address this very simple and
straightforward product requirement.

Z Help the customer meet their needs

Financial planning

Z Deal with issues openly and honestly

According to the Financial Planning
Institute of Southern Africa, financial
planning is the process of developing
strategies to assist clients in managing
their financial affairs to meet life and
financial goals. The process of financial
planning involves reviewing all the
relevant aspects of the client’s current
situation and comparing them with the
client’s desired situation and designing a
plan to assist the client on this journey of
financial independence.

Z Build interpersonal trust
Z Show genuine concern for their

customers short- and long-term interests

Z Identify ways to strengthen the quality

Z Deliver on promises 32
This chapter is aimed at helping advisers
to see the benefit of gathering important
client information and doing it in a way
that it offers value to the client, and the
adviser, and how it can help the adviser
to build trust in the process. This is
important, because Without a thorough understanding of
your client’s needs, your proposal will be
no more than a sales pitch.
Clients have different needs

It is important to understand that there
are different levels of client needs and
that your approach to asking questions
and the type of questions are unique to
each need.
Product advice

In many cases clients may have a simple,
basic need for a financial product which
solves a specific objective, such as a
funeral policy or an insurance policy that

From the definition, financial planning
is a far more comprehensive process
than advice that is purely focused on a
financial product. A significant difference
between product advice and financial
planning is that the first aims to conclude
the transaction, whilst the second aims to
guide the client on a journey of present
and future transactions that will enable the
client to achieve financial independence
and peace of mind. The comprehensive
nature of financial questions that
financial planners ask their clients is one
of the things that distinguishes financial
planners from product advisers, who
purely focus on questions pertaining
to the specific product need. Financial
planners go beyond the product and

32 - Eric Taylor and David Riklan, Mastering the world of selling, page 85
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would ask questions to get as much
insight into the client’s financial affairs
as possible. An in-depth understanding
of the client’s current financial position,
needs and financial objectives is of the
utmost importance, because this will
enable the financial planner to identify
any shortfalls that the client may have in
the event of death, disability, critical illness
and/or planning towards retirement, and
whether it will be possible to execute
the client’s will. Most financial planners
focus on quantifying the client’s current
financial situation and quantifying the
client’s future financial objectives and
designing a financial roadmap to help
the client achieve his or her financial
objectives.

It is a promise to work in partnership with
your client where the client’s life plan
takes centre stage and you help your
client get the best life with the money
they have.

Life-centred planning

I want to help people navigate their life
in the best way that their money will
allow them to do so. Why is a client going
to trust me with their money if I do not
take the time to understand them?

Advisers who focus on life-centred
planning recognise that clients go
through a series of life transitions
and that it is extremely important for
advisers to understand how their clients
got to where they are and the financial
decisions they made to make it possible.
The life planning virtual summit in June
2020, hosted by Mitch Anthony and Paul
Armson, where the focus was on the
value of life-centred planning where the
proposition is around your clients’ lives,
and not their portfolio.
If you don’t know your client, you actually
have no right to ask them about their
money.
- Paul Armson 33

33 - Life Planning Summit 2020
34 - Life Planning Summit 2020
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Money is not there for the sake of money.
It is there for the sake of your client.
Mitch Anthony

Glenn Malkiewitcz, 2019 IFA Goals based
advisor of the year in Australia, applies
a life-centred approach when engaging
with his clients. According to Glenn,
clients came back after interviewing
other advisers and said: “Your approach
is about us.”

- Glenn Malkiewitcz 34

Paul Armson gave a very interesting
account of how many advisers still focus
on positioning products very early in their
discussions with clients. He made a few
brilliant points, which I believe will give
you great perspective when you engage
with clients. According to Paul, your
clients do not want a product. They want
a better life.
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A plumber does not come to your house
and brag about the tools in his bag.
A plumber does not build his value
proposition around the tools in his bag.
He fixes a much bigger problem.
- Paul Armson

The same principle applies to you as an
adviser. Products are tools in your bag,
but that is not your value proposition.
You fix a much bigger problem. Life
planning requires a deeper level of

understanding of your client, which will
ultimately make a huge difference in the
value you can add to your client. During
the Life Planning Summit in June 2020,
leading practice management expert and
author, Mitch Anthony, highlighted that
people could go through close to sixty
life transitions from cradle to grave, all of
which may significantly impact the lives of
your clients and their families. I applied
my mind for a few minutes and came
up with the following events that could
qualify as a life transition:

Leaving for college

Starting a career

Adjustment in the workplace

Buying a car

Buying/selling a house

Changing jobs

Relocation

Financial gain/loss

Going insolvent

Getting married

Separation

Getting divorced

Retirement

Serious illness/disability

Death of a beloved

Significant loss (child)

Parenting

Issues of ageing

Sale of a business

Death of a business partner

Windfall

Legal battle/settlement

Inheritance

Accident

When life goes in transition money goes
into motion.
- Mitch Anthony

Life planners focus on the client’s life
dreams and goals first, before designing
a financial plan that will enable the client
to live the life they dream of living. Life
planners recognise that money is the
means to a goal and not the mean

itself, and therefore their approach and
the questions they ask their clients are
different to those asked by financial
planners and product advisers. Here
are a few examples of questions around
retirement planning, which are different
to the typical questions asked by a
financial planner:

Z What does your ideal retirement look
like?
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Z Have you thought of how you

would like to spend time at and after
retirement?

Z What have you observed when

you think about people who have
retired, and what would you like to do
differently?

Z When do you think retirement will
happen for you?

Z Have you considered how you are
going to pay for it?

Z How are you managing your money to
improve your life goals right now?

Z Where is your money working for you
and where can your money work better
for you?
Health check:

Using Zig Ziglar’s baseball analogy - you
are still on second base! Do not take shortcuts! If you do, you run the risk of missing
out on one of the most important things
that you need to know about your client,
which is what the client believes about
money. If your client does not believe
in saving for a rainy day, or he does
not believe in taking care of his family
financially should he die, your proposal
may be perfect, yet unsuccessful.

This is such an important principle that I
am going to repeat it in the chapter that
deals with your proposal to the client. It is
vitally important that you establish what
the client believes about money before
you present your proposal, so that when
you do, you can meet your client where
it matters most. If you take the time to
truly understand your client’s needs,
objectives, and beliefs about money, you
will reap great rewards when you present
your proposal.
They key to successful advisers in
the future will be the quality of their
relationships with their clients and
their understanding of their client’s
needs and circumstances and their lifedirecting priorities. 35 Therefore, asking
appropriate questions pertaining to the
client’s financial position, need(s) and
objective(s) will determine whether the
client perceives our motive as a sale or
offering help. The way we invest in a client
relationship will determine the value we
offer to the client in the beginning. The
way we spend time to fully understand
the client’s financial position, needs and
goals in the beginning of the relationship
will set the stage for how the client will
connect and interact with us as the
adviser.

All money is a matter of belief.

As buyers thoroughly understand their
needs, it is more difficult for them to
value-strip your solution and reduce the
buying decision to price only.

- Adam Smith (economist; 1875 to 1950)

- Tom Reilly 36

33 - Life Planning Summit 2020
34 - Life Planning Summit 2020
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Valuable guidelines

“Open an opportunity for the customer
to talk,” said Steve Sieck from Pfizer, and
then listen to what they say. 37 Do your
homework and learn as much about your
client as possible, because the more you
know about your client, the more needs
you can identify that creates opportunities
to add value. Ask questions to learn more
about your client’s interests so that you
may relate to them inevitably establishing
a stronger/ deeper connection.
Quality is how well your product works in
relation to the customer’s need.
- Ken Blanchard and Spencer Johnson 38

According to Blanchard and Spencer, you
must discover what your client wants
and who they are. 39 They believe that a
raving fan relationship goes far beyond
your company’s product. 40 The way you
approach a client in this phase of the
process will communicate whether you
are in it for a sale, or whether you are
in it because you care and add value. If
you care and want to add value, invest
time to ask the right questions, and
together these elements will lay a sound
foundation in your trust-building process.
Remember, there are two key questions
that will determine whether a prospect
will do business with you.
Do they like you? Do they trust you?

Circumstances change, products change,
legislation changes, but over the centuries
the basis for good relationships has not
changed at all. If there is one thing that
has never changed, and it never will, is
that trust is the cornerstone that opens
the door for the client to share highly
sensitive and confidential information
about his finances, which he will share
with nobody else. Trust is the irreplaceable
cornerstone of lasting relationships in our
business. Trust is the glue that holds all
the stakeholders together, and we should
always remember that trust is a verb. We
must work at the most important things
to establish trust. We must understand
vital aspects such as the client’s needs,
concerns and objectives since these
are building blocks for a trust-based
relationship. Your clients will develop
trust in you when you help them and bring
value to your relationship with them.
Needs analysis

How would you feel about a doctor that
performs a diagnosis, but you sense that
he just wants to tick the box, and is not
really that interested in your health? In
the same way, how would you feel about
a firm that, as it began a relationship with
you, simply goes through the checklist
without looking at the person “hosting” the
illness? Would it change your experience
if your doctor asks pertinent questions,
listens to you carefully and responds by
performing a proper diagnosis so that
you can see that he cares? If you were

37 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p74
38 - Ken Blanchard and Spencer Johnson, Raving Fans, HarperCollins Publishers, page 18
39 - Ken Blanchard and Spencer Johnson, Raving Fans, HarperCollins Publishers, page 54 and 58
40 - Ken Blanchard and Spencer Johnson, Raving Fans, HarperCollins Publishers, page 106
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the client, how would you respond to an
adviser who took care to understand your
circumstances and underlying needs? 41
Prescription
before
diagnosis
is
malpractice. Any salesperson who
attempts to sell a solution before fully
understanding the customer’s needs
from the customer’s point of view, is
engaging in sales malpractice.
- Eric Taylor and David Riklan 42

Acting in the best interest of the client
always starts by conducting a proper
diagnosis and when we act in the client’s
best interest, we help clients to succeed.
By doing this, we can stop selling and
start helping our clients. From an ethical
point of view, there should be only one
reason for recommending any medicine
or procedure to a patient, namely that
it is appropriate for the patient to get
better (need), to be healthy (objective),
and paying due regard to the patient’s
allergies (risk profile). From a financial
planning point of view, there is only
one ethical reason for recommending a
financial product to a client, namely that
it is appropriate in accordance with the
client’s financial need(s), objective(s), and
risk profile.
With a better understanding of the
client’s needs and concerns, we can
provide more value during their buying
process.
- Kevin Davis 43

Selling versus Helping

When we help clients, we offer value,
which lays the foundation of your
value proposition. Helping clients is a
meaningful and significant act that will
help you to make the connection with
your clients that they will appreciate, and
value. When clients value your help, they
treasure it and it is worth something.
When someone helps you, how do you
put a price on that? Therefore,

Z Slow down!
Z Put your client’s needs before your
own

Z Do not sell a product - solve your
clients’ problem

Z Do not approach it as a selling process
– help your clients and they will buy

Z Spend more time to consider the right
questions – it will prove to be a great
investment

Listen to your clients as this demonstrates
care. Each person’s life and his/her life
course is unique and that is why it is
important that you ask questions that is
life-focused first rather than financially
focused. You will never have the privilege
to work with someone’s money without
connecting with the person first. There is
someone standing between you and your
client’s money - a unique person with his
or her own life history who is on a journey
of life. If you think about it, for the most

41 - Harvey Thompson, Who Stole My Customer? Pearson Education, Second Edition. 2015: p186
42 - Eric Taylor and David Riklan, Mastering the world of selling, page 15
43 - See Kevin Davis, Slow down Sell faster, AMACOM Books 2011, page 7
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part, you are trying to manage your life,
not your money, and your clients are no
different. That is why I am one of the many
advocates of life planning, where money
is the means to a fulfilling life, not the
means to an end. Intentionally knowing
your client is the foundation from which
all successful client relationships are built.
Focus on the client during the meeting
and not on your own brilliance. Mitch
Anthony is an author of several books
that have helped financial advisers all
over the world. He believes that ‘When
you know the who, what, and why about
your client, you do them the greatest
service by designing plans had helped
them address those values.’ 44 Why would
any client trust an adviser who only
enquires about his money? Many authors
repeat the same message… If we want to
be successful in this industry, we must be
client-centred. In the words of Zig Ziglar:

You can have everything in life you want
if you will just help enough other people
to get what they want. 45
To most clients, selling something to
them is associated with cost, but helping
someone is regarded as something of
value.
People who are sold to tend to look at
price, whereas people who are being
helped, are happy to pay for value.
I think that it is fair to say that people do not
want to be sold to, but they do appreciate
help. I, for one, feel uncomfortable when
being sold to, but when I get the feeling
that somebody is helping me, I appreciate
it and that appreciation makes me feel
emotionally connected to the person
helping me. If that works the same for
you, perhaps it will help you to consider
the following comparison:

SELLING

HELPING

Selling to someone

Doing something for someone

Selling is trading

Helping is serving

Trading is dealing with a transaction

Helping builds a relationship

Transactions are easily cancelled. This is evident from
the high level of policy replacements in the industry

After analysing the various messages in
the publications on professional selling it
now seems obvious that there is a major

Relationships inspire loyalty. When clients do repeat
business with you it is a clear sign of a trust-based
relationship

difference between selling and helping.
After many years in the industry and
after studying many best-selling books

44 - Mitch Anthony, Your clients for life, page 45
45 - Ziglar, Secrets of closing the sale, page 42
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on business and professional sales, it has
become perfectly clear that if we want
to be successful as providers of financial
advice, we will have to invest more in our
relationships with our clients. Asking the
right questions in the beginning helps
you to do that. When clients see that you
care and that you want to help them, it
ignites a connection that will lead to a
relationship that lasts longer than the
transaction. That is how you build a solid
practice.
Asking questions

In his book, Winning New Business, the
author, Richard Denny states that he
has been asked countless times what
is the greatest skill learned, and then
demonstrated by the most successful
and wealthy “super-salespeople” in the
world? He wrote that his answer is always
the same:
It is the skill of asking the right questions.
It struck me how many of the international
experts on professional selling highlighted
the importance of this principle. Again
Stephen R. Covey’s principle of seeking
first to understand rings in my ears. If
you want to be highly effective, become
an expert in this area.
The fool wonders, the wise man asks.
- Former British Prime Minister, Benjamin Disraeli

Professional selling is asking relevant
questions, listening carefully,

46 - Russell H Granger, The 7 Triggers to Yes, page 192
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understanding, and responding to what
is meant, not just what is being said. For
professional advisers, the key that opens
the door to presenting suitable solutions
is questioning.
The best way to make a sale is to get the
prospect involved.
- Zig Ziglar

Through smart questions, the adviser
will make the client think and get him
involved. By asking questions the adviser
will learn about the client’s problems,
therefore understanding enough to
propose a compelling solution to the
problem, which will ultimately fuel a
reason for the client to make a purchase.
To become a persuasive communicator,
questions are the answer. Questions
are critical to persuasion, and the right
question at the right time makes the
difference between success and failure.
- Russell H Granger 46

In their brilliant book, Mastering The
World Of Selling, the authors Eric Taylor
and David Riklan highlight that the most
successful sales professionals will be
able to master the art of asking effective
questions. They also assert that sales
professionals master the questioning and
information gathering process to achieve
greater results. Russell H Granger, the
author of The 7 Triggers to Yes, puts it this
way:
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Effective communication is dependent
on our knowledge and application of two
key skills: questioning and listening. With
good questioning and listening skills, you
can build a strong partnership to achieve
mutual goals. 47
Taylor and Riklan believe that the key is
to discover customer needs in a natural,
non-threatening way that continues to
build trust. They will focus their questions
to elicit valuable information that will
enable the salesperson to ultimately
develop a unique solution that will satisfy
the client’s needs and wants. When we
listen carefully, the client will tell us
exactly what products and services we
can sell, how we must present them, and
how to appeal to their dominant buying
motive. 48
The authors inspire advisers to stay
committed to exploring their client’s full
range of needs; you must be willing to
go deeper than what lies at the surface.
This will enable you to best position your
solution to meet their needs and win the
business. 49 When you truly understand
your client and that understanding puts
you in a position to design and present
a unique solution to your client, then
your client will see the value that you
offer. However, none of it will be possible
without the investment that you need to
make by asking the right questions and
truly listening to your client’s answers.

Taylor and Riklan believe that, when asking
questions:

Z Be honest
Z Don’t have an attitude
Z Stay neutral
Z Don’t interrupt
Z Minimise your own words
Z Do not over direct
Z Remember that it is not about you
Z Listen! 50
The benefits of asking good questions

Z Asking questions shows your interest
in the client

Z Questions are tools that prompt the
client to engage

Z Asking questions unlocks learning and
new insights and improves interpersonal
bonding

Z Asking questions help to gain control
of the client engagement process

Z Valid questions give direction and give
structure to the conversation

Z Questions help to keep the client’s
attention

Z Good questions can inspire new ideas

and fresh thinking from the client’s point
of view

47 - Russell H Granger, The 7 Triggers to Yes, page 192
48 - Eric Taylor and David Riklan, Mastering the world of selling, page 71
49 - Eric Taylor and David Riklan, Mastering the world of selling, page 155
50 - Eric Taylor and David Riklan, Mastering the world of selling, page 255
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Z Good questions and the conversation

Z Was that always the case, or has your

Z Asking questions help you understand

Z Do you have a financial plan?

that follows, gives the client an idea of
what it would be like to work with you

the motive(s) of your client

Z Clients learn valuable information

perspective about money changed over
the years?

Z When last did you update your will?

about us through the questions we ask
about them

Z Do you know whether your will is

Z By asking good questions, you will

Z Can you tell me about the factors or

Key questions

Z Can you tell me who else will be

ultimately persuade
positive action

clients

to

take

The following questions can open the
door to a meaningful conversation:

Z Tell me a bit about yourself. Where are

executable?

circumstances in your life that could
affect your financial plan?

affected by the financial decisions you
make?

Z What have been some of the best

you from?

financial decisions you have made in the
past? Why do you say so?

Z Where did you go to school?

Z Do you have any concerns about your

Z What did you do after school?
Z Do you have a family?
Z When you think about your family,
what gives you the greatest joy?

Z Are you in business?
Z What line of business are you in?
Z What part of your business do you
enjoy most?

Z When you think about money and
your finances, what are most important
to you?
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finances right now?

Z How did you accumulate what you
have today?

Z How can I help you?
Z Why are you meeting with me today?
Use the right tone and listen!

People are more comfortable and
forthcoming when you ask questions
in a casual way, rather than in a formal,
official tone. You add great value and
create many allies when you are willing
to listen to buyers as they express
themselves.51 Listening is a critical skill
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in sales. Listening well develops more
trusting and respectful relationships,
which will encourage a positive buying
decision. 52
Persuasive communication

In my experience, one of my biggest flaws
in communication over the years was to
assume too much and make a conclusion
too quickly. Although I am very much still
a work in progress in this area, the best
conversations I have had in our industry
have been when I asked in a serious
attempt to gain perspective, listened to
understand, and checked with the other
party if my understanding was correct.
One of the best ways to persuade others
is with your ears – by listening to them.

with you? Some advisers believe that
their value lies in how clever they are.
Clients, however make decisions based
on whether they can connect with their
adviser based on the trust and confidence
that exists within their relationship.
Understanding what they want is good.
Understanding why they need it is even
more critical, because that leads to a
stronger connection with you, which
inspires trust. People do not conclude
transactions because they are made
to understand; they enter transactions
when they feel understood, when the
proposal solves their problem and when
they trust the problem solver. Personal
connection and trust are vital emotional
connections in the client engagement
process, because:

- Dean Rusk, JFK’s Secretary of State

Logic makes people think, but emotion
makes people act.

Connection

- Zig Ziglar 53

Asking good questions and listening
carefully leads to understanding, and
when a client feels understood, there is
a connection.
Understanding, compassion, and care
are perhaps the most critical cornerstones
in the process of connecting with clients
and building trust.
If you are not connecting with your clients’
frustrations and hopes, how will they
ever feel comfortable sharing their life
circumstances and financial objectives

51 - Eric Taylor and David Riklan, Mastering the world of selling, page 302
52 - Eric Taylor and David Riklan, Mastering the world of selling, page 289
53 - Ziglar, Secrets of closing the sale, page 164
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Legal requirements

Interpretation and commentary

Section 8 of the General Code of Conduct
demands that:

Gathering the appropriate information
from a client is a requirement in terms
of the General code of conduct. Although
this may be a legal requirement, you will
see that the benefit of complying with this
provision goes far beyond compliance.

(1) A provider must, prior to providing a
client with advice(a) obtain from the client such
information regarding the client’s needs
and objectives, financial situation, risk
profile and financial product knowledge
and experience as is necessary for
the provider to provide the client with
appropriate advice, which advice takes
into account-

(ii) the extent to which the client has the
necessary experience and knowledge in
order to understand the risks involved in
the transaction; and

From the collective wisdom of all the
sales guru authors and references to
the various publications in the beginning
of this chapter, the legislation merely
echoes the same principles. The
only difference is that the provisions
contained in the Code of Conduct states
that you must follow these rules, and all
the sales gurus are saying that if you want
to be successful, that is what you simply
must do. Again, if you have a compliance
mindset, it will feel like an obligation, but
if you have a winning business mindset,
you will willingly follow these guidelines
knowing that it will give you a competitive
advantage.

(iii) where the client is a pension fund,
medical
scheme,
friendly
society,
employer or other entity that is being
advised on entering into a financial
product or transaction aimed at providing
benefits for its members, employees or
other underlying natural persons, the
reasonably identified collective needs
and circumstances of such members,
employees or other natural persons.

Gathering relevant client information is
the first step in the actual advice process.
The requirements in section 8(1) of the
General Code of Conduct deal with the
first building block of the appropriateness
or suitability of advice provided to clients.
The process of gathering information
from a client can be compared to a person
going to the doctor for the first time or
going for his/her annual check-up.

(i) the client’s ability to financially bear
any costs or risks associated with the
financial product;

No doctor will be able to make a diagnosis
(make a conclusion) or prescribe the
correct medicine without first asking
the patient a few questions. The same
principle applies here.
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When you stay focused on your
customer’s needs, you begin to know
your customers. You build relationships
with them. You set yourself apart from
the usual sales crowd. 54
I believe that the wave of FAIS Ombud
determinations
against
financial
services providers over the last decade
or so contributed significantly to the
broadening of the obligations of providers
to obtain appropriate information from
clients.

The client’s needs 55

According to sales guru, Zig Ziglar, there
are five basic reasons why clients will not
buy from you.
No need, no money, no hurry, no desire,
and no trust. 56

In this chapter we are going to focus on
two of them, namely need and trust.
A need is defined as the things that
somebody requires in order to live in
a comfortable way or achieve what
they want. 57 Synonyms of a need are
wants, requirements, desires, requests,
essentials, basics, musts.58 According to
Harvey Thompson, author of Who Stole
My Customer, customer ‘wants and needs’
is a common phrase that is often heard
and seldom understood. Most folks don’t
know the difference. 59
To me it is simple, because I think as
humans, we often want something, but
we do not necessarily need it. According
to Thesaurus, most synonyms of a
need (essentials, a necessity, a must,
prerequisite, and a requirement) indicate
that a need is much more serious than a
want. A want is more of a wish list, and
often a ‘nice-to-have’ where a need is
something that someone requires. The
sales gurus, as referred to in this book,
have all pointed out the benefits of
understanding your clients’ needs, and all
that is left for you to do is to respond to
their call if you want to be successful.
The client’s objectives

An objective is defined as details of what
you are trying to achieve and when. 60
Synonyms of objective are purpose, goal,
intention, reason. 61

54 - Eric Taylor and David Riklan, Mastering the world of selling, page 233
55 - New addition to section 8(1)(a), although it was previously implied in section 8(1)(c) of the Code
56 - Ziglar, Secrets of closing the sale, page 31
57 - Oxford Business English Dictionary, Oxford University Press, 2008, page 360
58 - Thesaurus
59 - Harvey Thompson, Who Stole My Customer? Pearson Education, Second Edition. 2015: p113
60 - Oxford Business English Dictionary, Oxford University Press, 2008, page 369
61 - Thesaurus

Page 49

STEP 4: GATHER CLIENT INFORMATION

How can you ever meet your client’s
expectations without a comprehensive
understanding of what they are trying to
achieve and by when? This is a no-brainer.
The client’s financial situation

Situation can be defined as all the
circumstances and things that are
happening at a particular time and in a
particular place.62 Synonyms of situation
are
condition,
circumstances
and
63
position. Understanding your client’s
current financial situation in the context
of his journey to financial wellness makes
perfect sense to me, because if you want
to go from point A to point B, surely
you first need to know where point A
is. Understanding your client’s current
financial position gives you a sound point
of departure when you must design and
explain a roadmap for your client to reach
his destination.
The client’s risk profile 64

The Oxford Dictionary defines risk profile
as “an analysis of a possible investment
that considers how likely it is to result in
a loss”. 65

Z Risk is defined as the possibility of

something bad happening at some point
in the future,66 loss or damage67 or the
possibility that an asset may rise and fall
in value. 68

Z Profile is defined as a description
of somebody
information. 69

that

provides

useful

To use a medical analogy:

No doctor can prescribe medicine before
checking if his patient has any allergies.
If the patient is allergic to something and
the medicine is taken, some of the sideeffects may be life-threatening. Some
clients are allergic to high risk investments
and many have lost faith in their advisers
over the years because their money was
not invested in accordance with their risk
profile. Therefore, professional advisers
will learn from these lessons to ensure
that they retain the trust of their clients.
The
client’s
knowledge

financial

product

Knowledge means the understanding
and skills that people gain through
experience.70
Some people are knowledgeable when
it comes to financial affairs and financial
products and some are not. To build
trust, you must communicate in plain
language and meet the client at his level
of understanding. Only then will you be
able to put your client in a position to
make an informed decision. The benefit
of that is trust.

62 - Oxford Business English Dictionary, Oxford University Press, 2008, page 511
63 - Thesaurus
64 - New addition to section 8(1)(a), although it was previously implied in section 8(1)(c) of the Code
65 - Oxford Business English Dictionary, Oxford University Press, 2008, page 477, referring to investments
66 - Oxford Business English Dictionary, Oxford University Press, 2008, page 476, referring to illness (my interpretation)
67 - Oxford Business English Dictionary, Oxford University Press, 2008, page 476, referring to insurance
68 - Oxford Business English Dictionary, Oxford University Press, 2008, page 476, referring to investments
69 - Oxford Business English Dictionary, Oxford University Press, 2008, page 430
70 - Oxford Business English Dictionary, Oxford University Press, 2008, page 305
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The client’s experience

Experience is defined as the knowledge
and skill that you have gained through
doing something for a period of time.71
Again, some people have experience
when it comes to financial affairs and
financial products and some do not. To
build trust, you must communicate in
plain language and meet the client at his
level of understanding and experience.
Only then will you be able to put your
client in a position to make an informed
decision. The benefit of that is trust.
How to use compliance to build trust

When financial advisers read these
requirements, many often fall into the
trap of approaching it with a compliance
mindset. However, what should interest
every adviser is that if they adhere to
these requirements, the outcome will
be high trust between them and their
clients. This is confirmed in the research
done by Eric Taylor & David Riklan in their
book, Mastering the World of Selling. The
authors obtained input from 90 sales
professionals and authors, including
Dale Carnegie, Zig Ziglar, Brian Tracy and
Jeffrey Gitomer, and they concluded that
the most important components in the
professional selling process starts in the
beginning of the client interaction and
consists of:

Z Building a relationship of trust
Z Building a value-based relationship

Z Being client-centred by acting in their
best interest

Z Seeking first to understand the client’s
need(s) or problem(s)

Z Asking client-focussed questions and
listen carefully to their response(s)

As highlighted by all the international
authors on business, sales and trust in the
beginning of this chapter, the requirement
of gathering client information has
absolutely nothing to do with compliance,
but it has everything to do with creating
an offering of value and building trust.
Advisers should see a client needs analysis
as an investment in the client, rather than
a requirement, because this investment
could ultimately determine the speed
and size of the business transactions
that may follow. For a client to trust you
as the adviser, he must believe that you
have the knowledge and expertise and
that you will only do what is best for him.
How will you know what is best for your
client if you do not invest the time to find
out what he needs and values? Taking the
time to truly understand your client will
pay great dividends.
The provisions in the Code of Conduct are
simply reinforcing what the best advisers
do anyway. If you approach the gathering
of client information to perform a financial
needs analysis from a compliance point
of view, I am afraid that you are going
to miss numerous opportunities to help
your clients and connect with them.

71 - Oxford Business English Dictionary, Oxford University Press, 2008, page 203

Page 51

STEP 4: GATHER CLIENT INFORMATION

Again, try to put yourself in the client’s
shoes. When you are the client, how
important is a firm’s knowledge and
understanding of you? To put it in
another way, if you were to visit a doctor,
how important would it be for you to
know that the doctor understands what
is wrong with you when you are ill? If you
were ill, could it be of value to you if your
doctor can help you to make an informed
decision if there were different medical
options for your condition? If so, does the
process of making an informed decision
not start with the diagnosis? A proper
diagnosis does for a patient what a
proper financial needs analysis will do for
a client. If it is important to you that your
doctor understands you and helps you
to make an informed medical decision
which gives you peace of mind, does the
following regulatory requirement not
simply pale in comparison to the value
that the outcome will add to your client.
The provider must take reasonable steps
to ensure that the client understands the
advice and is in a position to make an
informed decision. 72
If you are the client and I am your adviser,
and I did everything I could to ensure
that you can make an informed decision,
would it not lead to trust?
To empower someone to make an
informed decision is a valuable gift. No
one can make an informed decision
without a thorough understanding of

the need or problem. Getting the client
involved as soon as possible through
asking the right questions will help the
client significantly in his/her decisionmaking process.
If the conversation is started properly,
the right questions are asked, and the
correct value proposition is put forth,
closing the deal often becomes the next
logical step.
- Ron Karr 73

Taking the time to do an in-depth
diagnostic analysis of the client’s
circumstances and needs, like a doctor
would diagnose a patient, is the very first
step to offering something of real value
to the client. It is often the quality of this
communication that lays the foundation
for the client to see your full value
proposition. Demonstrating value is not
an event, it is a process.
Value-added selling is proactive - it is
everything you do before price becomes
an issue.

It’s all the value you build in on the front
end so that price is less of an issue on the
back end.
- Tom Reilly 74

The quality of the questions regarding
the client’s financial position, needs and

72 - See section 8(2) of the FAIS General code of Conduct
73 - See Eric Taylor and David Riklan, Mastering the World of Selling, John Wiley & Sons Inc. 2010, p 163
74 - See Tom Reilly, Value-Added Selling, McGraw-Hill Books 2010, p 14

Page 52

STEP 4: GATHER CLIENT INFORMATION

objectives will determine the quality of
the advice that follows and whether the
advice is appropriate to the client or not.
The quality of the questions and the way
in which the questions are asked will also
have an impact on the speed with which
trust is established.
What do the top planners do?
Gerrit Viljoen CFP®:

This step is very crucial, both in terms
of legislation as well as good business
practice. It is basically impossible to give
appropriate advice if you don’t “know”
your client and understand where he/
she is coming from. What the money they
want to discuss really mean to them. The
story behind the money such as how they
acquired it, is even more important. Was
it an inheritance from a parent or relative
that suffered hardship to accumulate the
money? If you just mechanically ask a few
questions about them they will also soon
realise that you are more interested in
the money than what you are interested
in them as individuals. I believe that
gathering information the right way sets
up the ongoing relationship in such a
way that both parties feel that they are
important to one another.

personal information is as important as
the financial information. Asking “why”
questions is extremely powerful. Your
professional opinion might be against
things like buying a beach house or
expensive car, but not understanding
the background, emotional reasons, and
personal convictions, before giving a
cold professional opinion, will make that
client run for the hills. In fact, steer clear
of any opinions in the first meeting. First
understand then speak. A questionnaire
that contains both financial and
emotional/personal questions might be
helpful. Also remember that information
from other sources such as clients’
bookkeepers are often invaluable.
Wouter Fourie CFP®:

Ask the right questions. Confirm what the
client’s concerns are and not what you
think they should be. Listen, listen, listen,
and then listen more. Decide during this
meeting if the client fits your ideal client
profile or not. Use standard templates to
obtain client information, financial goals,
and concerns. The scope and complexity
of the engagement should be visible after
the gathering of information allowing you
to provide a written quotation for services
to be rendered.

Jan-Carel Botha CFP®:

Mark MacSymon CFP®:

It’s not just the financial information!
Getting a client to sign a letter of
authority to obtain information from
insurers is 10% of this step. To most
advisers this is 100% of the step. Wrong.
Pay attention to every word that clients
say and don’t say. Emotional and

Gathering client information is an art and
some practitioners are better at it than
others. Some prefer to use templates,
whilst others allow the initial meeting
to be guided by the client whilst taking
notes accordingly. Others prefer the use
of web forms whereby most of the client’s
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factual information can be captured.
In my experience, the most important
activity to perform consistently well at
this juncture is to send a prospective
client the minutes of the first meeting on
the same day the meeting was held (or as
soon as practically possible if not on the
same day). By doing so you demonstrate
a level of professionalism that is be
expected of a CFP® Professional and you
also control the pace of engagement.
I have seldom failed to acquire a new
client after sending a detailed note of the
meeting minutes the very same day the
meeting was held. Capturing the minutes
in this way also helps you to retain a
record of what was discussed and what
was agreed upon.
Janet Hugo CFP®:

I like clients who play open cards with us
from the beginning. Especially those who
introduce us to their other advisers i.e.
attorneys or accountants. I explain that
as a CFP® practitioner we are perfectly
placed to interpret the language of
their accountants and lawyers into the
context of their current concerns and
financial queries about the future. We
have found instances where the Last
Will and Testament does not cater for
the complexities of the financials the
accountants are producing. There are
also many instances where the beneficiary
nominations are contrary to the Will. We
embrace technology and gather as much
information in this way as possible.

What do all the international experts
say?

It is all about value. When value equals
the price, you are in business! This step
in the client engagement process, if done
correctly, will lay such a deep foundation
that you will not have to close the deal.
It will almost happen seamlessly after a
proposal based on what you have learned
from the client.
Many advisers who are skilled in this
area, never have to close a deal, because
their clients already experience value
in the manner which the adviser asks
questions, listens to them, understands
them and demonstrates their desire
to help them which leads to trust. An
executive summary of the guidance from
this chapter highlights the following:

Z Stop selling to clients and start helping
them

Z Do not conclude a sale, rather create a
client for life

Z Doing a needs analysis has nothing to
do with compliance, it is an investment in
the relationship with your client

Z The needs analysis process is a vital
step in the trust-building process

Z If you start with trust in mind, you will
go beyond compliance and do what it
takes willingly

Z Connecting with the client is critical in
this trust-building process
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Z Asking relevant questions about the
client’s circumstances, needs, desires and
objectives is the best way to demonstrate
to a client that you care

Z As the adage goes: People do not care

how much you know until they know how
much you care

Z Seek first to understand your client,

before trying to convince a client of
anything

Z Many transactions are concluded

not at the end of the process, but in the
beginning

Z If you start with the client in mind and

act in their best interest, you will help
them to succeed

Z People who focus on others first

to succeed will surely will surely be
successful themselves

Z If you take care of your clients, they will
take care of you

Value-adding professional advisers focus
more on making a difference than on just
making a deal.
If you want to be known as a value-adding
professional in this industry you will make
every effort to invest in your client when
offered the opportunity to do so.
It is a privilege to serve clients and
one of the best ways you can honour
them is to try to truly understand their
circumstances, needs and objectives.

CLOSING THOUGHTS

It may help you to identify your strengths, weaknesses, and opportunities when you
are in the process of gathering client information.
INFORMATION
GATHERING ACTIVITY

STRENGTHS

WEAKNESSES

OPPORTUNITIES

Client life goals
Client needs
Client objectives
Risk profile
Financial position
Client knowledge
Client experience
Other
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Consider the Why, the How and the
What

enhance the process of gathering one’s
client information to establish a trusted
relationship?

Why?

I am sure that the benefits for making
every effort to obtain all the relevant
information from your clients were
explained in this chapter.
How?

How you approach your clients is both art
and science and this may be an area that
requires development. For some doctors,
good bedside manners come naturally
and for others it must be developed.
I believe that the same applies to
financial advisers. This is a question for
each adviser to consider: How can you
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What?

What questions do you need to ask
to fully engage with your client in the
conversation? This would depend on
whether you are busy with product
advice, financial planning, or life planning.
I believe that if there are some questions,
which were not already highlighted in this
chapter, that must be asked more, they
are:

Z When last did you update your will?
Z When last did you check whether your
will can be executed?
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Today, we see how the actions of one human being can influence the lives of many. We are
one world – one ecosystem. How we invest determines the quality of our future. Our range of
responsible investment unit trusts helps you invest in companies with better environmental,
social and governance (ESG) scores – sustaining the environment, improving social conditions
and promoting good governance.

22290

WHAT WE DO
TODAY DETERMINES
OUR TOMORROW

All this, with competitive investment returns.
To learn more about responsible investing and our ESG unit trust funds,
visit oldmutualinvest.com/responsibleinvesting

INVESTMENT GROUP
DO GREAT THINGS EVERY DAY
Old Mutual Investment Group (Pty) Ltd is a licensed financial services provider. Old Mutual Unit Trust Managers (RF) (Pty) Ltd is a registered manager in
terms of the Collective Investment Schemes Control Act 45 of 2002. The fund fees and costs that we charge for managing your investment are set out
in the relevant fund’s minimum disclosure document (MDD) or table of fees and charges, both available on our public website, or from our contact
centre. Old Mutual is a member of the Association for Savings and Investment South Africa (ASISA).

step 5:

ESTABLISH AND DEFINE THE PROFESSIONAL
RELATIONSHIP WITH THE CLIENT

Activity

At some point in the engagement process, the client may request you to do some work
or instruct you to perform a specific service or a range of services on his or her behalf.
The moment you agree to the client’s request or instruction, a service agreement is
established. In other cases, you as the adviser may offer a specific service or range of
services to the client, and when the client accepts your offer, a similar agreement is
established.
Health check:
Believe it or not, you are still only on second base.
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Business requirement

Without an agreement, there is no
service to be rendered or transaction
to be concluded, and where there is
no transaction, there is no client, no
business, and no revenue. It is important
to establish mutual understanding about
the services that the client is expecting,
regardless of whether the understanding
is based on the client’s request or
instruction, or whether it is based on your
service proposal to the client. Agreement
between advisers and their clients is the
foundation from which all business flow
and is therefore essential to establish,
and grow any financial adviser’s business.
During this stage of the client engagement
process, the agreement is about the
service that the client will expect from the
adviser, for example:

Z To provide the client with a quotation
for life cover for a specific purpose, and
make recommendations

Z To provide the client with a comparative

quotation in respect of the client’s
existing insurance portfolio, and make
subsequent recommendations

Z

To review the client’s existing
investment
portfolio,
and
make
subsequent recommendations

Z To conduct an analysis pertaining

to the client’s estate, and to determine
whether there will be sufficient liquidity
in the estate, in the event of death, and
make subsequent recommendations

Z To conduct an analysis of the client’s

will and to determine whether the will
executable, and make subsequent
recommendations

Z To conduct an analysis pertaining to
the client’s provision for retirement, and
make subsequent recommendations

Z To conduct an analysis pertaining

to the client’s provision at retirement
and beyond, and make subsequent
recommendations

Z To conduct an analysis in respect of

the client’s business interests, contingent
liability and surety, and make subsequent
recommendations

Z To conduct an analysis in respect of
the client’s medical scheme, and make
subsequent recommendations

Z To conduct an analysis in respect of the
client’s short-term insurance portfolio,
and make subsequent recommendations

As you can see, there are many different
types of services that a client may require,
and these examples are by no means the
only services that a client may need to
consider. Whether there is agreement on
one, or more of these services, the one
thing that remains is that The law of contract fundamentally
underlies all rendering of financial
services under FAIS.
- Dr Franso van Zyl 75

75 - Dr Franso van Zyl, Financial Advisory and Intermediate Services Manual
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Therefore,

Z Your scope of the engagement

must be defined before any financial
planning is provided, which sets out the
responsibilities of each party, the terms
of the engagement, and the way you are
remunerated for services rendered.

Z Remember that this agreement forms

the basis of everything else that follows
in the client engagement and advice
process.

Z The scope of the engagement must be

set out in writing in a formal document
signed by you and the client as it defines
your professional relationship.

Z At the client’s request or instruction,
you may limit the services to be provided
in accordance with the client’s objectives,
needs, circumstances and expectations.

Z The agreement serves as a common

source of reference that benefits you,
as the adviser, and the client, because it
leaves no room for interpretation as to
what was agreed between the parties.

Z To give effect to the agreement, it may

be necessary to obtain the client’s written
authorisation to gather information from
third parties.
Comprehensive service request

Financial advisers may offer various
services to clients, whether it is to conduct
a comprehensive analysis or whether it is
to conduct a specific analysis based on

a single need. In certain cases, advisers
often propose a “Full Monty” value
proposition to their clients, whereby
they conduct a comprehensive financial
analysis at death, disability, severe illness
and retirement, which gives their clients a
good idea of what their financial position
is. This analysis usually also includes a
liquidity analysis of the estate at death,
which shows whether clients have
sufficient life cover in place to settle all
debt, pay any estate duty, if applicable,
and whether there is sufficient capital left
to provide for their dependents. Many, if
not most, clients do not really know what
their financial position is at death, and
from my discussions with some of the
best advisers over the years, those who
have made this comprehensive offering
part of their value proposition have
reaped the rewards of client appreciation
and loyalty.
Some advisers that I know do a
comprehensive analysis for all their
clients, regardless whether the client
expresses a specific or single need. This
gives them the insight they need to offer
value in many areas of the client’s financial
affairs, and thus they will always have a
competitive advantage over advisers who
only offer single need solutions to clients.
Many, if not most, financial advisers do
the minimum work that is required to
conclude a transaction based on limited
client information. These advisers are
often referred to as salespeople because
they focus on the transaction, not on the
client. They do deals, but they do not
necessarily create clients for life. They
focus on a transaction for the short term,
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but they do not offer a value proposition
over the long term.
If focusing on specific, single need
transactions is your approach, you may
very well be successful in concluding
many transactions, but you will always
be vulnerable when these clients meet an
adviser who offers a more comprehensive
value proposition. I believe that most
of the replacements in the industry
occur because there is always a cheaper
policy somewhere out there, and
clients who do not get value beyond a
transaction will often lend out their ears
to a cheaper deal. One of the ways to
separate yourself from the crowd is to
offer a comprehensive financial analysis
as part of your value proposition. It may
mean more work in the beginning, but
you will reap the rewards over the long
term. Others will build their practice on
hundreds of transactions, but you have
a chance to build your business based
on hundreds of valued relationships and
hundreds of transactions.
It is true that transactions may help you
pay the bills and make a life, but through
a proper value proposition you can build
a client base for life and eventually make
a fortune.
Specific objectives or needs (Single
needs)

Although I believe that it is always better
for advisers to offer a value proposition
that focusses on a more comprehensive

76 - My emphasis
77 - See paragraph 48 on page 18
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offering opposed to specific or single
need transactions, it often happens
that clients have specific (single) needs
and they do not want to spend time
to consider anything else. Sadly, many
advisers are happy to provide this
service and build their business on
this offering, without considering the
benefits of building their business on a
more comprehensive value proposition.
However, it must be acknowledged
that there are circumstances where it
is not practically possible to conduct a
comprehensive financial needs analysis
and that is why we have to consider
the principles that apply when advisers
address specific or single needs. In the
matter between Pieter Cronje Makelaars
and Carel Jacobus van Zyl and Hester
Dorethea van Zyl, the Financial Services
Tribunal agreed as they stated:
In respect of not conducting an analysis
before investments, it appeared that
clause 1.1 of the mandate demonstrated
that
the
parties,
including
the
respondents, agreed not76 to do a financial
analysis. This conduct is, in our view, was
in line with the provisions of sections 8 (4)
of the Code. 77
I believe that the different interpretations
pertaining to the legality of rendering a
service where the parties have agreed
not to do a financial analysis have been
instrumental in the Regulator stepping in
with their proposed amendments of the
Code of Conduct. Section 8 now provides
more clarity in this regard, as it states:
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(4)(a) In performing the analysis referred
to in subsection (1)(b) a provider may,
in determining the extent of the client
information necessary to provide
appropriate advice, take into account(i) any specific objectives or needs of
the client that the client has explicitly
requested the provider to focus on, or not
to focus on, in performing the analysis;
(ii) any specific objectives or needs of
the client that the client and the provider
have explicitly agreed to focus on or not
to focus on in performing the analysis;
These provisions make it very clear
that the Regulator accepts that clients
may or may not want their advisers to
conduct a full, or comprehensive financial
needs analysis which covers a variety of
financial needs that the client may have.
The Regulator acknowledges that clients
may have specific, (single) needs that may
require immediate consideration, and
must therefore take priority above any
of the other needs that may need to be
considered at a later stage.
These provisions that refer to explicit
requests and/or agreements imply that
it will be extremely important to confirm
any client request or agreement between
the adviser and client in writing. How
else will the adviser be able to prove that
it was an explicit request or agreement
between the parties?

Cautionary

Advisers will do well not only to rely
on surrounding circumstances that
indicate that the analysis was limited
to focus only on specific objectives or
specific financial needs of the client.
Surrounding circumstances leave room
for interpretation, and as you could see
from the Ombud determination in the
Pieter Cronje Makelaars case, 78 the last
thing you want to do is to allow any
third party, such as the FAIS Ombud for
example, to interpret what was agreed
between you and your client. If it comes
down to a “he said, she said” debate,
without any evidence, and the Ombud
must decide, the client will get the
benefit of the doubt every time, simply
because the Code of Conduct demands
that advisers keep accurate records of all
agreements and transactions.79 When the
Ombud must make a determination, he/
she will ultimately instruct the adviser:
Do not tell me what you agreed to – show
me!
Written agreements

Of the utmost importance, therefore, is
that whatever service is agreed to, the
agreement should be reduced to writing,
for the following business reasons:

Z It provides absolute clarity about what
was agreed between the parties

Z It helps to manage client expectations

78 - FAB 19/2019 FAIS OMBUD REF: FAIS 09156/10-11/FS1; FAIS 09159/10-1 1/FS
79 - See sections 3(1)d), 3(1)(e), 3A(1)(a)(iv)(aa) and 3(2) of the FAIS General Code of Conduct
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Z It provides a common point of
reference for both parties

Z It ensures that both parties are on the
same page - literally and figuratively

Z It helps to build trust between the
parties

Z It prevents selective memory of

any of the parties to destroy the trust
relationship in the future
These agreements are referred to in
different ways, but essentially all of them
contain the same material terms. Here
are a few examples of what this type of
agreement is called:

Z Client request
Z Service request
Z Client instruction
Z Service agreement
Z Terms of engagement
Z Instruction agreement
Z Service level agreement

My personal preference is Client service
agreement, simply because the name
speaks for itself and there can be no
confusion about the type of agreement
between advisers and their clients.
However, any of the names will do if the
content defines:

Z The service or services to be rendered
to the client; and

Z The fee or remuneration in return for
the service rendered.

Professional standards – put yourself in
the client’s shoes.
In my view, one of the signs of a true
professional in our industry is an adviser
who records agreements between
themselves and their clients in writing
and provides their client with a copy of
such an agreement for their records.
One of the greatest compliments
customers can pay you is to describe you
as a professional.

Z Client service agreement

- Eric Taylor and David Riklan 80

Z Scope of Work and Fee Agreement

At the very least, recording agreements
in writing and providing your client with a
copy of the agreement is a demonstration
of professional courtesy, which will serve
both parties well.

Z Terms and conditions of engagement
Regardless of what the agreement is
called, the essential terms that are
contained in this agreement between
the parties (adviser and client) revolves
around the specific service(s) that the
adviser has agreed to render and the fee
that the client will pay in return for the
service(s) rendered.

80 - Eric Taylor and David Riklan, Mastering the world of selling, page 86
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Legal requirements

Code now provides more clarity in this
regard, as it states:
(4)(a) In performing the analysis referred
to in subsection (1)(b) a provider may,
in determining the extent of the client
information
necessary
to
provide
appropriate advice, take into account(i) any specific objectives or needs of
the client that the client has explicitly
requested the provider to focus on, or not
to focus on, in performing the analysis;

As previously stated in the chapter
that deals with compliance, the entire
financial services industry is founded on
contractual relationships. The relevance,
and importance of agreements in our
industry is also confirmed in section 3(1)
of the General Code of Conduct, which
states:
(d) Your81 service must be rendered
in accordance with the contractual
relationship and reasonable requests or
instructions of the client, which must be
executed as soon as reasonably possible
and with due regard to the interests
of the client which must be accorded
appropriate priority over any interests of
the provider;
(e) transactions of a client must be
accurately accounted for.

(ii) any specific objectives or needs of
the client that the client and the provider
have explicitly agreed to focus on or not
to focus on in performing the analysis;
(iii) applicable surrounding
circumstances that make it clear that
the analysis can reasonably be expected
by the client to focus only on specific
objectives or specific needs of the client;
(iv) the fact that the client has explicitly
declined to provide any information
requested by the provider.
(b) Where an analysis referred to in
subsection (1)(b) is performed in any of
the circumstances referred to subsection
(4)(a), the provider must alert the client as
soon as reasonably possible that-

Specific objectives or needs

(i) there may be limitations on the
appropriateness of the advice provided
in light of such circumstances; and

As referred to earlier, section 8 of the

(ii) the client should take particular

81 - My insert
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care to consider on its own whether the
advice is appropriate considering the
client’s objectives, financial situation and
particular needs, particularly any aspects
of such objectives, situation or needs
that were not considered in light of the
aforementioned circumstances.
(c) Where a client elects to conclude
a transaction that differs from that
recommended by the provider, or
otherwise elects not to follow the advice
furnished, or elects to receive more
limited information or advice than the
provider is able to provide, the provider
must alert the client as soon as reasonably
possible of the clear existence of any risk
to the client, and must advise the client to
take particular care to consider whether
any product selected is appropriate
to the client’s needs, objectives and
circumstances.
Fees and commissions

The new proposed provisions, which
may already be approved by Parliament
by the time this book is published, also
may have a significant impact on financial
advisers, as the proposals contain further
provisions in respect of contractual
obligations, with specific reference to
fees and/or commissions. Section 3A(1)
states that:
(a) A provider or its representatives
may only receive or offer the following
financial interest from or to a third party–
(iv) fees for the rendering of a financial
service in respect of which commission or

fees referred to in subparagraph (i), (ii) or
(iii) is not paid, if –
(aa) the amount, frequency, payment
method and recipient of those fees
and details of the services that are
to be provided by the provider or its
representatives in exchange for the fees
are specifically agreed to by a client in
writing; and
(bb) those fees may be stopped at the
discretion of that client; 82
Other legislative requirements

The Financial Intelligence Centre Act
(FICA)
Although compliance with the Financial
Intelligence Centre Act (FICA) is not part
of the General Code of Conduct, the FICA
requirements are applicable during this
part of the client interaction process,
depending on whether the adviser is
a representative of an accountable
institution. If the adviser is a representative
of an accountable institution in terms
of FICA, the adviser has an obligation
to request certain documentation from
the client during this stage of the client
interaction process, because when a
client enters into a service agreement
with an adviser it is proof that a business
relationship exists between the parties.
FICA documentation required

Representatives
institutions have
determine
the

82 - See section 3A (1) of the proposed amendments to the General Code
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residential address and source of funds
and it is during this stage of the client
interaction that advisers will normally
start the conversation around the FICA
requirements, such as the need to obtain
the client’s:

Z Copy of identity document, as proof of
the client’s identity

Z An original utility bill, as proof of
residential address

Z Confirmation of bank account details
Z SARS number (When applicable)
Interpretation and comments

Agreement between adviser and client is
not only the foundation of any business
transaction, it is also the foundation of
all accountability for advisers under FAIS.
The following statement applies to both:
The law of contract fundamentally
underlies all rendering of financial
services under FAIS.
- Dr Franso van Zyl 83

As stated in the compliance chapter in
this publication, agreement between
advisers and their clients is the one
common denominator between business
growth and attracting risk to the business
at the same time. Agreements bring in
the business, but with every transaction
comes potential risk and liability. Van Zyl
further comments:

“But in the final instance the rendering
of such service, leading to contractual
accountability for the person who
so renders, must be based on the
indispensable basis of an agreement
or contract between the licensee (or
representative) and the client.
The final decision must be based on
a lawfully recognised intention or will
to conclude the relevant required
agreement or contract with such a client,
and from which ‘accountability’ for the
decision will flow.” 84
In view of this legal principle, advisers must
know that accountability will flow after
the parties have reached an agreement,
which normally implies certain rights and
obligations pertaining to both parties.
This is the first significant agreement
between advisers and their clients that
can lead to financial liability on the part
of the adviser if the adviser does not fulfil
his contractual obligation(s).
The benefits of concluding a written
contract

I do not support written agreements
simply because it can put the adviser in a
position of strength if there is a complaint.
I promote it because written agreements
serve both parties, and eventually it
protects all the stakeholders. It is also a
demonstration of professionalism.
Written contracts are also important,
because:

83 - Dr Franso van Zyl, Financial Advisory and Intermediate Services Manual
84 - Van Zyl Financial Advisory and Intermediate Services Manual 2004:1-72
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Z Every transaction is based on a
contract;

critical evidence in their file, just when
they need it most.

Z It makes perfect business sense to
record agreements in writing;

Z Written client requests, client

instructions or service agreements
establish a level playing field when there
is a dispute;

Z If there is a complaint, the adviser has
a legal obligation to accurately account
for every transaction, and written
agreements are the most powerful
documents in any adviser’s file;

Z Written contracts offer the best

evidence of what the agreement was
between adviser and client; and

Z A written agreement is the only way

that providers can effectively manage
their advice risk when providing advice.
The benefits of using written contracts
simply cannot be overstated. In my view,
advisers will shoot themselves in both
feet if they do not use written service
agreements in the client engagement
process, because the law of contract
provides a safe tool to conclude
business professionally, which provides
a level playing field for both parties.
Unfortunately, it is available to advisers
on a “use it or lose it” basis. Many
financial advisers have elected to ignore
the benefits of entering into written
agreements with their clients, only to find
that when their clients complain, they
are exposed because they lack the most

The provisions of the FAIS General Code
of Conduct and the countless examples
of FAIS Ombud determinations leave
absolutely no room for any other
interpretation other than agreements
between advisers and their clients must
be concluded in writing. It just emphasises
the following principle that has been
highlighted from the very beginning,
when the FAIS Act was introduced:
Financial services in terms of the Act…
necessarily imply the existence of an
agreement or contract between the
person who furnishes the advice or
renders the intermediary services and
a client as defined in section 1(1) of the
FAIS Act. This underlying agreement or
contract comes into existence through
offer and acceptance, irrespective of
whether the offer emanates from the
client, the adviser or intermediary
services provider. 85

85 - Van Zyl, Financial Advisory and Intermediate Services Manual 2004:1-71
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Over the years, many advisers have
argued that they entered into verbal
agreements with their clients and then
tried to convince the Ombud that the
client had no case. Unfortunately, these
advisers did not consider the obligation
that transactions must be accurately
accounted for, which implies that it must
be recorded, and they paid a big price for
this oversight.

a certain way, which is not what the client
understood to be the case

Whenever I am involved in analysing
and responding to client complaints, the
comment by the late Charles Pillai, South
Africa’s first FAIS Ombud rings in my ear:

Z There is no common and objective

“Poor record-keeping is at the centre of
our determinations.”
Here is the acid test for any adviser
who enters into an agreement with his
client during this phase in the client
engagement process:
If you knew that the client that you are
engaging with now is the client that
is going to complain to the Ombud in
the future, what would your service
agreement between you and your client
look like?
Risks

If there is poor record-keeping of what
the client is expecting from you or no
record of the agreement between you
and the client at this point, the risks are
as follows:

Z You may remember the agreement in

Z You and your client can miss each

other right at the outset of your
relationship, which means that at some
point in the future, different memories
and interpretations may lead to
disappointment and the breakdown of
trust

point of reference to any of the parties to
the agreement, or any third party such as
a key individual, compliance officer, the
FSCA or the FAIS Ombud depending on
the circumstances

Z If it was agreed that you would

only provide a specific service based
on a specific (single) need and not a
comprehensive analysis, and it was not
reduced to writing, it could leave you with
a potential open-ended liability

Z If there is no evidence of what was
agreed to between you and your client
at this stage, it opens the door for
interpretation, which poses a huge risk for
you, because without evidence provided
by you as required by legislation,86 the
interpretation will invariably favour your
client

Z In the event of death of your client, it
often happens that the dependents start
questioning your advice, because they
have not been present at your meeting(s),
and without proof it is your word against
their perceptions. In these cases, advisers
lose the fight every time

86 - See sections 3, 7 and 8 of the FAIS General Code of Conduct
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How to use compliance to build trust

As an adviser you are working in a very
competitive market and you should never
assume that you are the only one that the
client is speaking to. In most cases when
you are engaging with clients you will be
in competition with another adviser, or
advisers, and every adviser will try to earn
the client’s trust. You will find yourself in
a race to earn the client’s trust, and you
will have to use everything you have got
to win that race – including compliance.
This is where some advisers lose the race,
because in their mind, compliance is a
necessary evil, not something that you
can use to demonstrate professionalism.
To appreciate the benefit of compliance,
it is always helpful to put yourself in the
client’s shoes. If you do that, you will see
that compliance can help you to earn your
client’s trust and give you a competitive
advantage, if you use it in the right way.

If you use compliance in the wrong way, it
will lead to a poor client experience, but if
you use it in the right way, it will earn your
client’s trust. It can even help you to win
the race to trust when competing against
other advisers. Therefore, if you were the
client and I was your financial adviser,
do you think that I will demonstrate
professionalism and earn your trust if I:

Z Confirm my service agreement with
you in writing?

Z Send you a copy of the signed service
agreement between us for your records?

If your answer is yes, and if I was in
competition for your business with
another adviser, but he did not conduct
his business in that way, do you think that
I would win some points and take the lead
in the race to earn your trust?

in our business it is a race to trust
Who will get the business 9 times out of 10?

10

TRUST

0

MEETING 1

MEETING 2

MEETING 3

Source: Essential habits of trusted advisors
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If your answer is yes, why would you not
use written agreements as a tool to earn
your clients’ trust? I urge you to pause
at this point and ask yourself whether
you are using compliance in the right
way. Remember, the way to think about
compliance will determine the way you
respond to it, or as John Maxwell puts it:
The way you view things will determine
the way you do things.
If you think compliance is preventing you
from doing business easily, you will do
the minimum, but if you think compliance
will help you to earn your client’s trust,
you will do what it takes. If you knew that
written agreements between you and
your client could help you to win more
business, why would you not make it a
non-negotiable standard that you set for
your practice?
What do the top planners do?
Gerrit Viljoen CFP®:

At the end of the information gathering
process, which in our case normally
makes up the entire first meeting, we
have a better understanding of what is
required from us going forward and what
the scope of the work is going to be. We
then discuss the scope and quantum of
the work required and then agree on the
services as well as the cost thereof.
Once we have agreement on the service
to be rendered and the price the client
is willing to pay, this is then included in a
Service-level agreement (SLA) that is sent
to the client for signing after the meeting.
One of the main functions during this

phase is to try to establish the client’s true
goals, because this is the most crucial
aspect of being able to render financial
services appropriately.
Jan-Carel Botha CFP®:

At this stage you should position the way
forward. This may also mean agreeing
not to continue with the relationship due
to whatever reason. Few clients will be
comfortable to agree with much more
than just agreeing to the next step. This
is the only “ok” you need. Don’t push for
anything more than this. Explaining that
the planning is process driven and that
an agreement needs to be formulated to
set expectations and protect each party
on issues such as confidentiality is always
well received by clients. Breaking down
the components of the services that you
agree on is essential.
Many clients have the idea that a
financial adviser will by default look at
“all their financial products”. Explaining
and agreeing on the specifics, sets the
appropriate expectations and speeds the
growing of trust. As neither party at this
stage likely knows if any implementation
will take place, agreeing on a planning or
advice fee for the analysis component /
next step, is mostly well received and
respected by clients that are serious
about their finances. This again is an
easy differentiator. The right client knows
and respects a professional’s time and
the associated cost of such. Make sure
the verbally agreed services and terms
are recorded. A simple “instruction
agreement” should be sufficient.
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Wouter Fourie CFP®:

Your written quotation should include the
agreed-upon services and the turnaround
times. Agree on your remuneration
model before you start your analysis
process. FICA and FAIS should be part of
your business DNA.
Mark MacSymon CFP®:

Following the minutes of the meeting it is
critical to confirm in writing the service(s)
that were agreed to be rendered. The
differentiating factor here is ‘in writing’
not by word of mouth or tacit agreement.
By agreeing in writing what will be done,
by whom and at what cost it is once
again an opportunity to demonstrate
transparency and ensure that the gap
between what a client is led to expect and
what he or she experiences is consistent.
It can be difficult at this point to accurately
define all the costs and fees that a client
might experience, but if for instance an
FSP charges a planning fee for building
a financial plan, this should of course be
detailed clearly in advance of performing
the analysis and preparing the client
report / proposal.
Janet Hugo CFP®:

We write to clients once we have conducted
a high-level analysis of their situation.
Our “Scope of Work and Fee Agreement”
letter will detail what we will do in terms
of the report and the cost thereof. These
reports cost between R16 000 and R30
000. Our letter then details that there is
likely to be an implementation fee if that
is required. Again, this is a time-based fee
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and it takes into account the complexity
of their situation and how much needs
to be “cleaned up”. There are occasions
where we may waive this fee. We then
describe our ongoing fee for monitoring
and regular reporting. This fee is based
on the complexity of their situation and
the assets under management. We have
three levels of complexity and each have
their own sliding scale.
FPI Practice Standard: Establish and
define the relationship with the client
Ever since I can remember, step one in
the financial planning process was to
establish and define the relationship
with the client. The FPI has issued rules
relating to Practice Standard 1 and its
Explanatory Note reads as follows:
The member and the client agree, in
writing, on the services to be provided.
At the client’s request or instruction,
the member may limit the services to
be provided in a manner consistent
with the client’s circumstances and
expectations in seeking professional
services. The member describes, in
writing, the scope of the engagement
before any financial planning is provided.
The member includes the following
details: the responsibilities of each party
(including third parties), the terms of the
engagement, remuneration, and actual or
potential conflict(s) of interest of the FPI
member. The scope of the engagement
that includes a process for terminating
the engagement, is set out in writing in
a formal document signed by both the
member and the client.
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The reason that I mention it here is
that the Financial Planning Institute of
Southern Africa (FPI), as the recognised
professional body for financial planners
in South Africa, has highlighted this
step in the client engagement process
as a professional requirement, not a
regulatory one.
In 2012, the Financial Intermediaries
Association of Southern Africa (FIA)
also adopted a Code of Conduct, which
consists of 8 steps. In step 3 of the FIA
Code of Conduct, it states that:
FIA members will, on acceptance of a
client request or instruction to offer any

recommendation of a financial nature to
the client, enter a recorded client request,
instruction, or service agreement.
Conclusion

Recording client service requests,
instructions and agreements in writing
has become industry standard and it
will serve you well to follow their lead,
irrespective of the financial discipline you
specialise in. You now have a professional
and accountable standard to follow, and
all that remains for you to be competitive
is the will to follow it.
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REDUCE UNCERTAINTY THROUGH CONSISTENCY

HELP YOUR CLIENTS REDUCE UNCERTAINTY
WITH INVESTMENT SOLUTIONS THAT FOCUS ON OUTCOMES

Achieve your client’s goals more consistently with an outcomes-based investment. To deliver the
ultimate client experience, you need to provide a ﬁnancial planning offering that consistently delivers
on your client’s expectations. However, the unpredictability of the market and uncertainty of
traditional investment strategies leads to uncertainty of the investment outcome.

“Amity’s outcomes-based investment solutions are managed
to maximise the probability of achieving a predeﬁned range of
investment outcomes with consistency”
Amity Investment Solutions offers ﬁnancial advisors:

As an independent discretionary investment manager, we offer ﬁnancial advisors:
Independent, cost-effective
outcomes-based investment
solutions

Customised business services
which include a goals-based
planning system and review
tool, client reporting, and
training

An integrated goals-based
wealth management
proposition

By using Amity’s end-to-end wealth and investment management solutions you will:
• Build client loyalty and trust;
• Increase your value proposition;
• Meet client expectations more
consistently

• Reduce the uncertainty of investment
outcomes;
• Improve your business efﬁciency and;
• Lower your advice risk.

Contact us to ﬁnd out how we can enhance your value to your clients!
0879805321 or e-mail: info@amity.co.za
Amity Investment Solutions (Pty) Ltd is an Authorised Financial Services Provider. FSP no:29661
www.amity.co.za

step 6:

CONDUCT AN ANALYSIS AND PREPARE THE
CLIENT’S PROPOSAL

Activity

To conduct an analysis, for purposes of the advice, based on the information
obtained87 simply means that the adviser must make a diagnosis of the client’s current
circumstances, needs and objectives, identify any shortfalls, and make suitable
recommendations to address the shortfall(s). This activity revolves around applying
your mind when considering the client’s financial circumstances, needs and goals and
possible solutions that will help the client achieve his desired outcomes.

87 - See section 8(1)(b) of the General Code of Conduct
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Business requirement

After obtaining all the necessary
information from a client, and applying
your mind, preparing recommendations
is the logical next step in the client
engagement process. Financial advisers,
doctors, psychologists, psychiatrists,
attorneys, accountants, and all other
professional consultants have one
thing in common. All of them must
obtain a certain level of client or patient
information, make an assessment, and
then make suitable recommendations to
help the client or patient.
According to Harvey Thompson, the
author of Who Stole My Customer, the
first decade of 2000 saw another
fundamental shift focusing on solutions
to customers’ underlying problems,
issues, or desires. Thompson asserts that
strategy changed to emphasise solving
the customer’s issue or need instead of
continuing to try to match a product to a
customer or to surround a product with
attractive service.88 Since I started in the
industry more than three decades ago,
the financial services industry has been
accused of selling products to customers
instead of truly understanding the client’s
needs first and then solving the client’s
needs and objectives

The visible part of your service

I believe that about twenty percent of
your activities are visible to your client.
The rest of your activities are not seen,
and often not recognised by your clients.
The illustration of the iceberg shows that
eighty percent of the “wonder” is not
visible. Your proposal is one of the visible
elements of your value proposition, so it
will be in your interest to invest enough
time and effort to ensure that your client
can see the value of what you have
put together behind the scenes. Your
knowledge, your values, your diligence,
compiling all the information, and your
final diagnosis are all aspects that are not
necessarily visible to your clients, but it all
comes together in your proposal, which
is visible.
In this step in the process, all the client
information that you gathered must be
considered to enable you to make an
assessment of the client’s problem or
shortfalls, which will set you up to make
a compelling case towards a solution.
By performing a thorough analysis
and preparing your proposal, you can

88 - Harvey Thompson, Who Stole My Customer? Pearson Education, Second Edition. 2015: p138
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demonstrate that you are acting with
knowledge, skill, care, and diligence whilst
acting in the best interest of your client.
This implies that you will seek appropriate
solutions to serve your clients in the best
possible way. According to the authors
of Mastering The World Of Selling, your
objective is to provide your client with
enough information to prove your case
and motivate a client to buy. Generally,
when people have a need, they will
consider buying an appropriate solution.
Winning proposals must be client-centred,
not company- or product-centred.
- Eric Taylor and David Riklan

Taylor and Riklan believe that most
people buy because they are looking
for solutions to pressing problems,
additional resources to close gaps, or the
means to cope with difficult issues. This
implies that a proposal should never be a
price quote, or a project plan.

4. Evidence of your ability to deliver 90
Many solutions look very similar, and
therefore, you must be specific about
the value you add and the benefits and
advantages of dealing with you. Your
proposal is the visible invitation for the
client to deal with you. Make sure that it
represents the level of professionalism
that you want to demonstrate. Your
written proposal is one of your most
important marketing tools, because it will
remain with the client long after you leave
the meeting, and therefore you need to
make it count. Your proposal must be
a document that you can be proud of
and it needs to shout value! The more
value you create for your clients in this
document, the greater your competitive
advantage will be. Therefore, as part of
your presentation, try to find ways to
solve problems for your customers that
your competitors may miss.
Designing your proposal

They believe that the following content
will maximise your chance of winning the
client:

Your proposal design is a process and
again, according to Jim Collins and his
team, a process must be SMaC:

1. Evidence that you understand the
client’s (circumstances) needs (and
objectives) 89

Z Specific - information, which must be

2. A compelling reason for the client to
choose your recommendation above
anyone else’s
3. A recommendation for a specific
approach that will solve the need for the
problem and produce positive results

relevant to the client
Z Methodical - your proposal design
must be methodical (step-by-step);
and
Z Consistent – consistent with your
discussion with the client during the
first meeting, and consistent with your
presentation to the client

89 - My insert
90 - Eric Taylor and David Riklan, Mastering the world of selling, page 280
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Take your client on a journey (step-bystep) where they learn to understand
their needs, realise that there are gaps in
their financial situation should something
unforeseeable happen (medical expenses,
death, disability or theft of a motor
vehicle for example), or shortfalls where
they are planning for retirement one day,
and then finally understanding how your
solution(s) will help to close those gaps. In
preparing your proposal you are offered
the opportunity to design it in a way that
will complement your presentation to the
client, because it lays the foundation for
the face-to-face presentation. Both the
plan and the presentation must have
the same methodical approach with a
beginning, middle, and end.

The framing of your proposal, your order
of communication, is critical.

Your proposal must show that your
proposition is better than any of the
alternatives. Look for crucial areas where
you can stand out against the competition
and remember that people do not only
make decisions based on facts and
logic. According to the neuroscientists
who contributed to The Secret Life of the
Brain, decisions are emotion-based. They
concluded that facts and logic simply
cannot influence our decisions the way
emotions do.91 To design a winning
proposal is both art and science. Proper
framing of your proposal can enable your
clients to see that your approach is more
desirable than any another, and that is
one of the reasons why you need to make
it count. The author of The 7 Triggers to Yes
states:

The key to being competitive and
presenting your product or service at fair
prices is to focus on value. Ultimately, a
client will make up his own mind about
the value of your service and the value
of your product. Your opinion about the
value is irrelevant if the client does not
see it.

- Russell H Granger 92

Your proposal design and the way you
ultimately present it can give your client
a good reason to choose you. Tony
Rutigliano and Brian Brim, authors of
Strengths Based Selling, suggest that you
must look for ways to connect the dots
between the information you have and
how it will benefit your customers. 93
The soul never thinks without a picture.
- Aristotle 94
Create value

Without value there can be no value
proposition.
Only when your clients understand how
your product or service will solve their
problem, will they see the value and be
willing to pay you for your service. Every
professional relationship has a value or
cost, and it is only when they can see how
your proposal will benefit them that they
will see the value and respond positively.

91 - Russell H Granger, The 7 Triggers to Yes, page 123
92 - Russell H Granger, The 7 Triggers to Yes, page 152
93 - Tony Rutigliano and Brian Brim, Strengths Based Selling, Gallup Press. 2010: p128
94 - https://www.brainyquote.com/quotes/aristotle_148503
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That is how professional relationships are
ultimately established.

you want your client to understand it do
the same with short paragraphs.

Cautionary

Z Remember that a picture paints a

Without a thorough understanding of
the client’s financial position, needs and
objectives, your proposal will be no more
than a cheap sales pitch. People do not
like to be sold. Rather help them to buy.
Writing a winning proposal

Before
highlighting
the
content
framework or index of your proposal,
here are a few principles to consider
when you write your document:

thousand words.

Your proposal is a visible part of your
value proposition to clients, and it is
important that it contains all the essential
information that will help the client
to make an informed decision. In my
view, your proposal should contain the
following information:

Z A professional cover page with
business logo

service and product solution represent
to your client. Remember, it is their
perception that counts.

This is your branding opportunity.
Your cover page is your client’s first
impression of your recommendations,
so it is important that your cover page is
something to be proud of. To stand out,
do not title your proposal “Proposal.”
Instead give a title that states the
benefit(s) of what you are proposing to
the client, for example:

Z

Your proposal must give you
every chance of success. It must look
professional and the content must have
a logical structure and order.

- Increasing the liquidity of your estate;

Z Do not start with price. Establish value
first.

- Optimising your cash flow at retirement
and beyond.

Z Your proposal must be drafted in a way

Z A short letter of introduction

Z If you want your client to read your

This is just a courtesy letter to your client
thanking him or her for the privilege
of being of service and to confirm the
objective(s) of the document.

Z Know your customer and your

customer’s needs and objectives. The
quality of your proposal depends on it.

Z Understand what unique value your

that helps the clients to understand their
financial position and empower them to
make sound financial decisions.

- Enhancing your provision for retirement;
or

proposal, write it in plain language, and if
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Z A statement of the results that your

product or service will achieve for your
client
Some clients prefer an executive
summary of the results in the beginning
of the proposal document. As part of
your proposal, present a list of reasons
why your client should do what you have
proposed.

Z Confirmation of your client’s brief,

request, or instruction and confirmation
of the client’s needs and objectives
Focus on your client’s instruction, needs
and objectives first. It is important to
confirm what you have heard from
the client when you gathered their
information. This will allow you to find
common ground, which will establish that
ever important connection between you
and your client again.

Z Confirmation of the additional client

information gathered that is relevant to
the circumstances and brief
It is also important to document the
qualitative information over and above
the quantitative information that pertains
to the client’s circumstances, as it may
also have an impact on your advice. This
information could include aspects around
dependents,
divorce,
beneficiaries,
bequests, or business agreements for
example. Documenting this information
in your proposal, unless otherwise
instructed, can further strengthen the
connection between you and your client.

Z Financial recommendations based

on the client’s circumstances, needs,
objectives and risk profile (when doing
a financial needs analysis, estate plan
or retirement plan for example, this
includes financial calculations)
It is important to distinguish between
the financial planning recommendations
and financial product recommendations,
because financial-, short-term-, or
medical needs advice lay the foundation
for product advice.

Z Product recommendations and
explanation why the product(s) is
suitable in the circumstances

Product
recommendations
follow
financial principles and agreed financial/
insurance needs and objectives.
Describe your product in terms of what it
does, not in terms of what it is.
- Richard Denny 95

The suitability of your advice depends on
whether the product matches the need.

Z Ongoing service model
Good client service leads to referrals,
additional transactions, and clients for
life in both good and bad times.

Z Remuneration: Fees / Commissions
Disclosure of fees and /or commission is
not only a regulatory requirement - it is
a basic business requirement. Logically,

95 - Richard Denny, Winning new business, Kogan Page Limited, page 25
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any proposal by any professional should
include the price. However, as stated
earlier, never start with price before
demonstrating value. Price is what your
clients pay, but value is what they really
need, and we should not get confused
between the two concepts. All they want
is value for the price they pay. If you
demonstrate value, your clients will not
argue about a fair price.

Z Product disclosures
Product disclosures could either be
included as an annexure in the proposal or
treated separately with your application.

A value proposition is defined as an idea
or a plan of action that is suggested or a
problem or task to be dealt with99 whilst
being mindful of how much it is worth
compared with its price.100 However, to
stand out, you must consider offering
added value, which means the extra value
that you add to a basic product or service
by adding extra features so that a client
will be willing to pay more for. 101 In my
view, without a written proposal based on
the client’s needs and objectives, sound
advice, presented in a way that makes
sense to a client, it is impossible to stand
out as a professional.
Legal requirements

Your value proposition

Good (decent, respectable, moral,
suitable, helpful, beneficial, sound, and
safe)96 advice (guidance, recommendation,
assistance,
counsel,
suggestion,
instruction) 97 is the minimum expectation
from any patient when they go to a
doctor, psychologist or psychiatrist, and
any client when they consult with their
attorney, accountant or financial adviser.
If you were the patient or client of any of
these professionals, would you expect
anything less? The author of Who Stole My
Customer believes that, if you approach
your customers from a viewpoint that
seeks to identify and provide solutions
to their needs, you potentially offer a far
greater value proposition to them. 98

Section 2 of the General Code of Conduct
states that:

A provider must at all times render
financial services honestly, fairly, with
due skill, care, and diligence, and in the
interests of clients and the integrity of the
financial services industry.

96 - Thesaurus
97 - Thesaurus
98 - Harvey Thompson, Who Stole My Customer? Pearson Education, Second Edition. 2015: p138
99 - See Oxford Advanced Learner’s Dictionary, p 1166
100 - See Oxford Advanced Learner’s Dictionary p 1631
101 - Oxford Business English Dictionary, page 592
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Section 3(1) requires that:

(b) a provider and a representative
must avoid and where this is not
possible mitigate, any conflict of interest
between the provider and a client or the
representative and a client;
(f) the provider involved must not deal
in any financial product for own benefit,
account or interest where the dealing
is based upon advance knowledge of
pending transactions for or with clients,
or on any non-public information the
disclosure of which would be expected to
affect the prices of such product.
Section 3(1) requires that when a provider
renders a financial service–

(a) representations made and information
provided to a client by the provider–
(i) must be factually correct;
(ii) must be provided in plain language,
avoid uncertainty or confusion and not
be misleading;
(iii) must be adequate and appropriate
in the circumstances of the particular
financial service, taking into account
the factually established or reasonably
assumed level of knowledge of the client;
(iv) must be provided timeously so as
to afford the client reasonably sufficient
time to make an informed decision about
the proposed transaction;
(v) may, subject to the provisions of
this Code, be provided orally and, at the
client’s request, confirmed in writing
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within a reasonable time after such
request;
(vi) must, where provided in writing or by
means of standard forms or format, be
in a clear and readable print size, spacing
and format.
Section 8 of the General Code of Conduct
demands that:

(1) A provider must, prior to providing a
client with advice(a) obtain from the client such
information regarding the client’s needs
and objectives, financial situation, risk
profile and financial product knowledge
and experience as is necessary for
the provider to provide the client with
appropriate advice, which advice takes
into account(i) the client’s ability to financially bear
any costs or risks associated with the
financial product;
(ii) the extent to which the client has the
necessary experience and knowledge in
order to understand the risks involved in
the transaction; and
(iii) where the client is a pension fund,
medical
scheme,
friendly
society,
employer or other entity that is being
advised on entering into a financial
product or transaction aimed at providing
benefits for its members, employees or
other underlying natural persons, the
reasonably identified collective needs
and circumstances of such members,
employees or other natural persons;
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(b) conduct an analysis, for purposes
of the advice, based on the information
obtained;
(c) identify the financial product or
products that will be appropriate to the
client’s risk profile and financial needs,
subject to the limitations imposed on the
provider under the Act or any contractual
arrangement; and
(cA) where as a result of limitations
referred to in paragraph (c) the provider
is not able to identify a financial product
or products that will be appropriate to
the client’s needs and objectives, financial
situation, risk profile and product
knowledge and experience, the provider
must make this clear to the client, decline
to recommend a product or transaction
and suggest to the client that they should
seek advice from another appropriately
authorised provider.
Section 8 further requires that:

(2) The provider must take reasonable
steps to ensure that the client understands
the advice and that the client is in a
position to make an informed decision.

objectives, make sure that you make a
reasonable effort to obtain sufficient
information to assess their financial
position, needs and objectives.
3. Make sure that you apply your mind
carefully.
4. Make sure that the solution(s)
you recommend are suitable in the
circumstances and that they are aimed at
solving your client’s needs and objectives,
taking account of his/her risk profile.
5. When you put your recommendations
in writing, make sure that the font you use
is big enough and your language simple
enough so that your client can read and
understand your advice.
6. Help your client by putting him/her in
a position to make an informed decision.
I do not know about you, but these
requirements seem very reasonable to
me. To be honest, these requirements
seem more like basic common sense. If
you were the client, would you expect
anything less?
Suitability

Interpretation and comments
The regulatory requirements can be
summarised as follows:

1. When giving advice, make sure that you
are honest with your clients, and that you
serve their best interests with skill, care,
and diligence.
2. When conducting an analysis of
the client’s circumstances, needs and

How do you differentiate between a
good doctor and an average one? In
my opinion, it would be a doctor who
makes an accurate diagnosis and is able
to prescribe the correct medicine, which
leads to a healthy result. At the same
time, we know that in certain cases,
even the best doctors cannot always
guarantee a positive result. In the same
way, a good adviser is someone who can
make an accurate assessment of a client’s
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circumstances, needs and objectives, and
recommend suitable (appropriate, right,
fitting, and correct) 102 solutions.
Suitability is the cornerstone of good
advice.
The title of paragraph 8 of the General
Code of Conduct is suitability. As this
term is not defined in the Act or the Code,
the normal meaning of the word must
be used. Suitable is defined as right or
appropriate for a particular purpose or
occasion. 103 In FAIS language suitability
could be translated as right or appropriate
for the client’s purpose (needs and
objectives) and risk profile. Therefore,
it appears that the provisions in section
8 (1)(a), (b) and (c) simply just prescribe
another common-sense principle that will
benefit you, namely, to be a good adviser!
Make sure that, when you give advice, it
is good advice. How will that benefit you?
Well, that is one sure way of building
a great reputation and paving the way
to get many referrals. Therefore, the
most important thing you can do when
preparing your proposal is to ensure that
the suitability of the advice is crystal clear.

Imagine sitting in your doctor’s consulting
room while your doctor confidently
explains why his diagnosis and proposed
treatment is appropriate. Imagine that
he is completely transparent about the
possible risks and explains how they can
be be mitigated. Is that not what you
would expect from your doctor? I believe
that the same fundamental principles
apply to financial advisers when they
consider their clients’ needs and their
risk profile. When clients can see that
you have considered their needs and
potential risks, and your recommended
solutions are suitable and make sense,
they will listen.
The suitability
insurance

test:

Long

term

How does one determine whether a
recommendation is appropriate in
accordance with the client’s needs and
risk profile? This is a question that all
representatives should ask themselves
for at least three reasons, namely:
1. As we can see, it is a requirement in
terms of the General Code of Conduct;
2. Recommending a product or products
that are appropriate to the client’s needs
would obviously build trust between the
parties; and
3. If there should ever be a complaint
serving before the FAIS Ombud, the
Ombud will investigate whether the
product
recommendation
of
the
representative was indeed appropriate.

102 - Thesaurus
103 - Oxford Advanced Learner’s Dictionary, p 1480
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How would one determine whether a
product recommendation will pass the
suitability test? The following paragraphs
will put you in a position to make sure
that you pass the suitability test long
before any client complains. Being proactive is the first of Stephen R. Covey’s
Seven Habits of Highly Effective People and
therefore you will have to pro-actively
consider the suitability test as part of
your risk management plan. There are
four key considerations when it comes to
the suitability test. They are:
The client’s needs and objectives

The only way you can act in the interest
of your clients, as required in terms of
the General Code of Conduct is firstly,
to ensure that you fully understand
the client’s needs and objectives.104 Of
course, compliance with FAIS is one
thing, but perhaps more importantly is
what this requirement contributes to
the professional relationship between
you and your clients. As indicated earlier,
understanding the needs and objectives
of your client does not only comply with
legislation, but when your client sees that
it creates a closer professional connection
between the two of you.
Example:

It was agreed that John Smith needs the
following insurance benefits as part of his
financial plan:

Z R 2 Million life cover;
Z R 1 Million capital disability;

Z R 30 000 per month income in the
event of permanent disability; and

Z R 500 000 trauma cover in the event of
cancer or suffering a heart attack.
The client’s risk profile

The second key consideration is the
client’s risk profile, which also applies
to long-term insurance. The term risk
profile has not been defined in the Act
and therefore the normal meaning of
the words must be used in its application
under the FAIS Act. As highlighted
earlier in the publication, risk means the
possibility of something bad happening
or a situation that could be dangerous.
Death is not only a risk – it is a certainty.
Given the statistics I think it is fair to say
that temporary or permanent disability is
a risk, as well as suffering from a severe
illness like cancer or suffering a heart
attack.
Important notice:

Risk profiling does not only apply to
investments. It also applies to longterm-, health care-, and short-term
insurance policies. A client who applies
for disability benefits has a different risk
profile compared to a client who may
need disability benefits, but elects not to
include it in his/her insurance application.
Those clients who elect not to include
disability benefits are willing to accept
a higher degree of potential loss in the
event of disability, which puts them in a
different risk profile category as someone
who needs disability benefits and include

104 - See paragraphs 2, 8(1)(a) and 8(1)(c) of the General Code of Conduct
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it in their application. As stated above, to
risk something is to do something even
though the result could be unpleasant.
This type of client, who should be covered
in such cases, but elects not to, may
get desperate should he/she become
disabled and lodge a complaint. The risk
for the adviser is that the client may be
tempted to blame the adviser for not
including disability in the application.
Therefore, it is recommended that the
risks for not including these benefits are
highlighted in your proposal.

However, he decided not to accept the
risk in the event of disability (income) and
trauma. His final request only consisted
of:

The key features and benefits of the proposed
financial product

Z R 2 Million life cover; and

The third key consideration is to establish
whether the financial product would be
suitable or appropriate for the client’s
purpose (objective), risk profile and
financial needs. The most logical starting
point would be to compare the client’s
needs, objectives and risk profile with the
key features and benefits of the proposed
financial product. There must be a match.
Example:

John Smith required
insurance benefits:

the

following

Z R 2 Million life cover;
Z R 1 Million capital disability;
Z R 30 000 per month income in the
event of permanent disability; and

Z R 500 000 trauma cover in the event of
cancer or suffering a heart attack.
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Z R 2 Million life cover; and
Z R 1 Million capital disability.
In view of the client’s request, the financial
proposal would meet the suitability
requirement if the provider proposed a
policy quotation of:

Z R 1 Million capital disability.
The recommended financial product
matched the client’s expressed needs and
risk profile because the client decided to
accept the risk in the event of disability
(income) and severe illness. However,
the fact that the client did not pursue
the other benefits is often not recorded
and advisers must consider how their
risk increases if they do not confirm it in
writing.
Disclosure of relevant material
conditions, and exclusions

terms,

The fourth consideration regarding
suitability is the disclosure of terms,
conditions, and exclusions to clients,
because some of these terms may
not be acceptable to clients, which will
negatively impact the suitability of the
recommendation. Life Offices offer longterm insurance cover subject to certain
terms, conditions, and exclusions. It
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is therefore vitally important for you
to disclose these terms, conditions,
exclusions, and other disclosures105 as it
would ultimately determine whether the
product will pass the suitability test.

meaning of the words must be used in its
application. Financial means “connected
with money and finance”106 and need
means “to require something because
(it) is essential or very important, not just
because you would like to have (it)107”.

The Suitability Test: Investments

A person may need R 20 000 per month
after tax to pay for a roof over his or
her head and feed the family and this
may well be essential or very important.
However, an investment of R 1 500 000
may not be enough to sustain this need
over the life expectancy of the investor. To
achieve this outcome, it may be required
to invest in a financial product that offers
a higher return, but as we have learned
higher returns are normally associated
with taking on bigger risk. It is for this
reason, I believe, that the General Code
of Conduct quite correctly measures
appropriateness of the financial product
in accordance with the financial needs
and the client’s risk profile – not only the
one or the other. This means that the
adviser will have to carefully consider
both aspects before recommending a
financial product. Again, the general duty
of providers serves as a reminder of what
is ultimately expected from advisers.
108

Although the General Code of Conduct
provides investment advisers with a
sound framework for appropriateness
of the advice, it is not that simple in
practice. The reality is that most clients
have financial needs that are difficult, if
not impossible to solve. Statistics show
that less than 6% of South Africans are
financially in apposition to retire. This
implies that more than 94% of people
who want to retire are not in a position to
do so. They simply do not have sufficient
retirement capital to meet their needs.
Their financial needs at retirement may
therefore be unrealistic. This category
of client normally requires an unrealistic
investment return on capital to meet
his/her income needs. It is therefore
necessary to put the obligations of
providers under the aforementioned
suitability provisions into perspective and
to do that we first have to understand
the meaning of risk profile and financial
needs.
Financial need(s)

Financial needs have not been defined in
the Financial Advisory and Intermediary
Services Act and therefore the normal

A provider must at all times render
financial services honestly, fairly, with
due skill, care, and diligence, and in the
interests of clients and the integrity of the
financial services industry. 109
In this case the emphasis is on due skill,
care, and diligence, and in the interests of

105 - See par 7(1)(a) and 7(1)(c)(vii) of the General Code of Conduct
106 - Oxford Advanced Learner’s Dictionary, p 551
107 - My insert
108 - Oxford Advanced Learner’s Dictionary, p 979
109 - See paragraph 2 of the General Code of Conduct
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clients as it takes all those qualities to give
appropriate advice to clients who can ill
afford to take on too much risk. Providers
are faced with an interesting challenge
when furnishing advice to investors who
have certain financial needs, but their
risk profile prevents the adviser from
implementing the financial product or
products that will be appropriate to the
client’s financial needs.
The meaning of risk profile for investors

At the risk of repeating myself, the term
risk profile has not been defined in the
Act and therefore the normal meaning of
the words must be used in its application
under the FAIS Act. Risk means the
possibility of something bad happening
or a situation that could be dangerous. To
risk something is to do something even
though the result could be unpleasant. 110
Profile is a description of something that
gives useful or important information. 111
A person’s profile may also be defined
as a character sketch. In plain language,
this means that financial advisers must
understand at least two things about
their clients when it comes to their clients’
risk profiles, namely:

and when that happens, people tend to
react negatively, simply because nobody
wants to lose hard-earned money. In
some cases, when losses are unexpected,
the reaction of clients are so severe that
they will lodge a complaint with the FAIS
Ombud or take the adviser to court.
Therefore, by proactively establishing
how a client will react (and show his
character) when his investments lose
some of its value, advisers will benefit
from a sound principle, because it helps
to manage client expectations and assists
clients to make informed decisions. It
also prevents clients from reacting too
emotionally when investment markets
behave negatively from time to time at
the expense of investors. Therefore, the
regulatory requirement of establishing a
client’s risk profile before an investment
is made, is actually serving the interests
of both adviser and client.
Investment term

happen” to a client; and

When doing investment planning, the
investment term is more important
than the age of the investor. This view
is also consistent with those expressed
by Benjamin Graham in The Intelligent
Investor, and Warren Buffet, arguably the
world’s most famous investor in modern
times.

Z How will they react when it happens?

South African case study:

The first question speaks to risk and the
second speaks to the client’s character.
From personal experience with investors
over the years, the worst thing that can
happen to an investor is to lose money

In the matter between Melcolm Arnold
Birken and Fidentia Financial Advisers CC
the FAIS Ombud based his determination
in favour of the provider on the following

Z What is “something bad that can

110 - See Oxford Advanced Learner’s Dictionary: p.1264
111 - See Oxford Advanced Learner’s Dictionary: p. 1160
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relevant provisions in the agreement
between provider and client:

with their clients as far as their needs and
risk profiles are concerned.

Z The client’s investment objective was

Advisers should attempt to find the
balance between the two and document
the agreement between the parties. 117

clearly defined;

112

Z The expected return (benchmark) was
agreed to;

The suitability test: Short-term insurance

Z The investment term was defined;113

As stated before, the suitability
requirement applies to every single
product category. This is important for
every financial services provider who
renders services in short-term insurance
for two primary reasons, namely:

and

Z The fact that the investment capital and
target return could not be guaranteed
was disclosed to the client and agreed
to.114

What if there is a discrepancy between
the client’s cash flow and subsequent
capital growth needs and his or her risk
profile?
I believe this is where the FAIS Ombud
will ask the ultimate question, namely,
did the provider render financial services
honestly, fairly, with due skill, care and
diligence, and in the interests of the
client115 and the integrity of the financial
services industry.116 If the client’s risk
profile indicates that he or she cannot
tolerate a capital loss of more than
what the client had to accept in order
to achieve a certain return, the client’s
risk profile would be the limiting factor
and therefore the dominant force in the
decision making process.
Advisers should therefore make very sure
that they are able to reach an agreement

Z The result or outcome of recommending

a short-term insurance product to your
client that clearly is right or appropriate
in the circumstances and designed to
meet the client’s needs and/or objectives
is trust.

Z Being confident in one’s recommendations,
knowing that your proposal is suitable
to your client’s needs and risk profile
is one of the key elements in the risk
management plan within any advisory
and intermediary services business. If
the recommended short-term insurance
policy is appropriate to the client’s needs
and risk profile, chances are very slim
that any client will ever complain. This will
ensure sustainable business.
Like with the other disciplines such as
long-term insurance and investments,
there are four key considerations when it

112 - As required in terms of par 8(1)(a) of the General Code of Conduct
113 - As required in terms of par 7(1)(c)(vii) of the General Code of Conduct
114 - As required in terms of par 7(1)(c)(xiii) of the General Code of Conduct
115 - My wording
116 - See paragraph 2 of the General Code of Conduct
117 - See par 3(1)(d) and 9 of the General Code of Conduct
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comes to the suitability test pertaining to
short-term insurance. They are:
The client’s needs and objectives

The only way providers can act in the
interest of clients, as required in terms of
the General Code of Conduct is to ensure
that they fully understand the client’s
needs and objectives.118 Advisers must
therefore understand what the client is
trying to achieve. This is the beginning
of everything. Failing to understand the
financial needs or objectives of a client
is like shooting in the dark, not knowing
what you are supposed to hit. This is the
first step towards offering client-centred
advice.
Seeking to understand the client’s financial
position, needs and objectives is the first
step in the compliance framework, but
equally important, it is also the first step
in the trust-building process as far as the
advice is concerned.
Example:

Mr. A needs the following insurance
benefits:

Z Insuring the contents of his house for
an amount of R 500 000;

Z Insuring his car for an amount of R 300
000; and

Z Insuring his wife’s car for R 250 000.

The client’s risk profile

Again, contrary to popular belief,
risk profiling does not only apply to
investments. It also applies to shortterm insurance policies.119 Let me explain:
A client who applies for short-term
insurance cover and is not prepared to
pay any excess payment in the event
of a claim has a different risk profile
compared to a client who is prepared
to pay an excess payment of 10% of the
claim amount. The latter will be paying
less in premiums, but is willing to accept
a higher degree of potential loss in the
event of a car being stolen or damaged
in an accident. As stated above, to risk
something is to do something even
though the result could be unpleasant.
Paying 10% of the damage in the event of
a claim, which in our household example
could be up to R 50 000 instead of
nothing could be unpleasant. As advisers
and intermediaries will know, some
clients question their policy’s terms and
conditions when they have to pay in at
claim stage.
Most clients prefer paying lower
premiums, but when there is a claim
and their excess payment is high, they
sometimes question the correctness of
the advice, or they may claim that the
adviser did not disclose it when the cover
was taken out, which puts the adviser
or intermediary at risk. Therefore, it is
absolutely necessary that you understand
the client’s risk profile before the policy
application is submitted to the product
supplier. The client’s decision to self-

118 - See paragraphs 2, 8(1)(a) and 8(1)(c) of the General Code of Conduct
119 - See paragraph 8(1)(c) of the General Code of Conduct
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finance an excess payment of 10% of the
claim amount in our example affects his
risk profile and the adviser will do well
to highlight that fact in the record of
advice.120
The key features and benefits of the
proposed financial product

insurance cover matches the client’s
stated insurance needs and objectives,
the recommended product would be
appropriate, subject to the limitations
imposed on the provider under the Act or
any contractual arrangement. 121

Example:

One of the contractual limitations
imposed on short-term advisers and
intermediaries is that they may not
expose insurance companies to any
insurance risk that is not specifically
covered in the insurance contract
between insurer and the client. Advisers
and intermediaries may therefore not
make any recommendation regarding
a short-term policy without disclosing
to the client the terms, conditions, and
exclusions.

As stated earlier, Mr. A required the
following insurance benefits:

Disclosure of relevant material
conditions, and exclusions

Z Insuring the contents of his house for

Product suppliers offer short-term
insurance cover subject to certain
terms, conditions, and exclusions. It
is therefore of vital importance for
financial services providers to disclose
these terms, conditions, exclusions, and
other disclosures122 as it would ultimately
determine whether the product will
pass the suitability test. Fees and/or
commission could be considered as
part of the policy’s terms. The client’s
decision regarding the excess payment
and agreement pertaining to all the
terms and conditions of the policy must
be recorded and signed by the client. This
would be vital because the adviser would
be at great risk if the client alleges, at a

To establish whether the financial product
would be right or appropriate for the
client’s purpose (objective), risk profile
and financial needs, the most logical test
would be to compare the client’s needs,
objectives and risk profile with the key
features and benefits of the proposed
financial product.

an amount of R 500 000;

Z Insuring his car for an amount of R 300
000; and

Z Insuring his wife’s car for R 250 000
Mr. A decided to accept the risk of a
maximum excess payment of 10% of the
claim amount in the event of a claim. This
was recorded and the final quotation
/ proposal contained exactly the cover
required, subject to the clause pertaining
to the excess payment. The adviser in this
case clearly considered the client’s needs,
objectives, and risk profile. If the proposed

terms,

120 - See section 3(1)(d), 8(1)(c) and 9 of the General Code of Conduct
121 - See section 8(1)(c) of the General Code of Conduct
122 - See section 7(1)(a) and 7(1)(c)(vii) of the General Code of Conduct
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later stage, that he was not aware that
the excess payment would be 10% of
the claim amount. Without a recorded
acceptance of these terms, the adviser
will always be on the back foot.

the adviser/intermediary and the client
and the quotation as referred to above
is signed by both parties, it should offer
sufficient evidence that the advice meets
the suitability test.

The value of a signed quotation

The suitability test: Health service
benefits / Medical Aid

Product suppliers are generally fairly
good with their disclosures of key
features, benefits, terms, conditions,
and exclusions in their quotations.
Unfortunately, some advisers still do
not get the client to sign the quotation
as evidence of his / her acceptance of
the short-term insurance proposal. It is
important to note that if the client signs
the quotation, it offers evidence that the
necessary features and terms, conditions
and exclusions have been disclosed
to the client. More importantly it also
offers evidence that the client accepted
the proposal, subject to the limitations
imposed on the provider under the Act or
any contractual arrangement.
Three of the five vital elements necessary
to pass the suitability test are usually
contained in the quotation, namely:

Z Key features and benefits of the shortterm insurance policy

Z Terms, conditions, and exclusions
Z The cost
If the other two elements (the client’s
needs/objectives and risk profile) are
recorded and agreed to (signed) between

If providers incorporate the fundamentals
of suitability as highlighted in this chapter
as part of their risk management plan
within their business, chances are
slim that they will ever have to defend
themselves before the Ombud. Again, the
same four key considerations as referred
to earlier apply when it comes to the
suitability test. They are:
The client’s needs and objectives

Again, the only way providers can act
in the interest of clients, as required in
terms of the General Code of Conduct
is to ensure that they fully understand
the client’s needs and objectives.123
Offering client-centred advice is not only
a requirement in terms of the General
Code of Conduct,124 but also vital from
a business point of view. As repeatedly
stated in this chapter, if advisers want to
establish trusted relationships with their
clients, understanding the needs and
objectives of their clients is a key building
block in the trust-building process.
Example of needs:

Mr. Mabena and his family need the
following medical benefits:

123 - See paragraphs 2, 8(1)(a) and 8(1)(c) of the General Code of Conduct
124 - See par 2 of the General Code of Conduct
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Z Comprehensive hospitalisation benefits;
Z Comprehensive surgery benefits;
Z Comprehensive dental benefits; and
Z A benefit that covers day to day medical
expenses.

The client’s risk profile

Risk profiling also applies to clients who
need health service benefits.125 A client
who wants comprehensive surgery and
hospitalisation benefits and therefore
selects a comprehensive medical scheme
has a different risk profile compared to
a client who is willing to pay part of the
expenses if such an event occurs.
The latter is willing to accept a higher
degree of potential loss in the event of
surgery and/or hospitalisation. The risk
for the adviser is that, at claim stage,
the client may be tempted to blame the
adviser for not including comprehensive
cover in the application. Therefore, it is
absolutely necessary to understand what
the client is going to self-finance in the
event of a claim.
Example:

Mr. Mabena decides not to include the
comprehensive dental and day-to-day
medical benefits after looking at the
cost of cover. His decision affects his risk
profile as he is now willing to risk the cost
in the event of him or any of his family
members going to the doctor or dentist.
The adviser should record the decision. 126

The key features and benefits of the proposed
financial product

To establish whether the financial product
would be right or appropriate for the
client’s purpose (objective), risk profile
and financial needs, the most logical test
would be to compare the client’s needs,
objectives and risk profile with the key
features and benefits of the proposed
financial product.
Example:

As stated earlier, Mr. Mabena required
the following insurance benefits:

Z Comprehensive hospitalisation benefits;
Z Comprehensive surgery benefits;
Z Comprehensive dental benefits; and
Z A benefit that covers day-to-day
medical expenses.

However, he decided to accept the risk
of paying his own expenses in the event
of certain dental and day to day doctor’s
expenses. His final request only included:

Z Comprehensive hospitalisation benefits;
Z Comprehensive surgery benefits;
Z Basic dental benefits.
In view of the client’s needs and risk
profile the financial proposal would
meet the suitability requirement if the

125 - See paragraph 8(1)(c) of the General Code of Conduct
126 - See par 3(1)(d), 8(1)(c) and 9 of the General Code of Conduct
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provider proposed health service benefits
consisting of:

Z Comprehensive hospitalisation benefits;
Z Comprehensive surgery benefits; and
Z Basic dental benefits.
The adviser in this case clearly considered
the client’s needs, objectives, and risk
profile. However, the client’s decision to
change his initial requirement in view of
the cost of cover should be recorded very
clearly as a client request or instruction
and signed by the client as confirmation.
If the adviser then renders his/her service
in accordance with this client request or
instruction, the final proposal will meet
the suitability test. A signed document
that confirms the client request or
instruction would be vital because the
adviser would be at great risk if the client
alleges at a later stage that the dental and
day-to-day doctor expenses were also
required. This would leave the adviser
with one more obligation in the advice
process, with specific reference to the
suitability test, namely:
Disclosure of relevant material
conditions, and exclusions

terms,

Product suppliers offer health service
benefits subject to certain terms,
conditions, and exclusions. It is therefore
vitally important for advisers to disclose
these terms, conditions, exclusions, and
other disclosures127 as it would ultimately
determine whether the product will

127 - See par 7 of the General Code of Conduct
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pass the suitability test. Fees and/or
commission could be considered as part
of the policy’s terms.
The value of a signed quotation or
product material

Product suppliers that offer health
service benefits or medical scheme
products are generally fairly good with
their disclosures of key features, benefits,
terms, conditions, and exclusions in their
product material. Unfortunately, some
advisers still do not get the client to sign
the product material as evidence of his /
her acceptance of the financial product
proposal. It is important to note that if
the client signs the product material,
it offers evidence that the necessary
features and terms, conditions and
exclusions pertaining to the medical
scheme have been disclosed to the client.
More importantly, like with all the other
product disciplines, it offers evidence
that the client accepted the proposal,
subject to the limitations imposed on the
provider under the Act or any contractual
arrangement.
Three of the five vital elements necessary
to pass the suitability test are contained
in the quotation, namely:

Z Key features and benefits of the
medical aid

Z Terms, conditions, and exclusions
Z The cost (including the adviser’s
remuneration)
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The other two elements (needs/objectives
and risk profile) should also be recorded
as part of the adviser’s record of advice.

to ensure that the client understands the
advice and that the client is in a position
to make an informed decision.

It is important to understand that while
the client may need comprehensive dental
and day-to-day medical benefits, the
client’s risk profile and/or his/her ability
to pay the premium on the full benefits,
may have a limiting effect on the medical
scheme benefits. If the client cannot
afford the premium on a medical scheme
that is suitable for his/her needs, that
will be a legitimate reason for applying
for a scheme which offers less cover
than necessary. Based on affordability
the benefits may be reduced and the
advice will still meet the requirement of
suitability. The key however is recording
of the circumstances and maintaining
that record.

This begs the question:

Leading the client to make an informed
decision

The suitability of the recommended
product is not enough when it comes
to providing clients with advice. When
preparing a proposal, advisers must keep
the other requirements in mind as well,
such as the obligation to put a client in the
position to make an informed decision.
Specific requirements

The General Code of Conduct has a further
requirement as section 8(2) states:
The provider must take reasonable steps

How would a representative know when a
client is in a position to make an informed
decision? This is once again an important
question, for the following reasons,
namely:

Z As we can see, it is a requirement in
terms of the General Code of Conduct;128

Z To empower clients to make informed

decisions is a gift that will surely build
trust between the parties; and

Z If there should ever be a complaint

serving before the FAIS Ombud, he / she
will investigate whether the client was
indeed in a position to make an informed
decision.
How to use compliance to build trust

The answer can be found in sections 3,
7 and 8 of the General Code of Conduct,
which deals with the following:

Z Understanding the client’s need and
objectives

Z Selecting solution(s) that meet the
client’s needs, objectives, and risk profile

Z Disclosing product benefits, terms,
conditions, and exclusions

128 - See section 8(2) of the General Code of Conduct
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Z Disclosing fees/commissions
Z Disclosing these recommendations

and product disclosures in writing and in
a language that is simple to understand
If you were my client and I did these
things for you, would it not be helpful to
you? Would my conduct not help you to
trust me?
What do the top planners do?
Gerrit Viljoen CFP®:

When we send the SLA to the client,
we include a form where the client
authorises our company to draw relevant
information from any financial services
provider where they might have financial
products. This information is considered
as part of our recommendations and
included in our written proposal.
Jan-Carel Botha CFP®:

Start and end with the big picture and
keep it simple. It is not uncommon for
middle-aged clients to arrive at your door
for holistic advice with more than 15
existing financial products. Many of them,
even with post graduate qualifications, do
not even know the difference between a
retirement annuity and a unit trust. Most
acquired these products over many years
with little to no understanding on how
they all fit together holistically. To start
with the detail is the quickest way any
client will lose interest.
Illustrating on a high level what the
mathematical result is likely to be of their
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existing products and strategy, get clients
interested and engaged. Most clients
have never contemplated the possible
outcomes of their existing strategy (which
is still a strategy even if it’s an unplanned
one).
A real professional makes it look easy. As
you move through the proposal though,
you can and in fact should show the
fundamental reasons, calculations, and
detail. Just don’t let your clever technical
analysis become the focus and cause
the client not to understand the basic
outcomes and actions that need to be
followed.
Wouter Fourie CFP®:

Set aside enough time to do this well and
do not skimp on quality. Plan a pre-final
proposal meeting where you confirm
all your assumptions, calculations, and
approach with the client. This will help
you avoid situations where you complete
the report only to find that the client
makes changes and then you need to redo the report.
Mark MacSymon CFP®:

I believe the role of the skilled financial
planner is as important today as it
has ever been before. The guiding
role we provide in assisting our clients
disentangle often difficult financial tradeoffs which add meaning and value to their
lives is invaluable and, in many ways,
immeasurable.
When I joined Private Client Holdings in
2010, I received a piece of advice from the
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director, Andrew Ratcliffe CFP® – he said
– always follow an advice-driven process,
never sales, and you’ll never have to
worry about prospecting, ever.
And that reasoning perpetuates a culture
where the gap between what a client is
led to expect and what a client actually
experiences is closed, and it diminishes
the likelihood that a client’s needs will not
be aligned with a proposed product or
solution.
When preparing an analysis or a
proposal, simply ensure that the activities
imbedded therein; budget analyses,
capital adequacy calculations, cash flow
models, asset allocation reports etc., are
positioned to promote an advice-driven
process. That is the same premise upon
which the post-RDR envisioned landscape
is founded.

Janet Hugo CFP®:

Before we commence with the report our
office has invoiced the client for a 50%
deposit.
Our reports are confined to
what was agreed by the client.
Conclusion

The importance of the quality of your
written proposal cannot be overstated.
This document represents who you
are, what you know and whether you
take pride in your work. This document
is often discussed with other external
parties such as an auditors, accountants,
or even other advisers. The better the
content, and the more professional its
look and feel, the more difficult it will be
to criticise your proposal. Your written
proposal is arguably your most important
advertisement for you and your business.
Invest in it, and you will reap the rewards.
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step 7:

PRESENT YOUR PROPOSAL

Activity

Presenting your proposal to clients is a privilege and perhaps the final step in the trustbuilding process. It is your opportunity to demonstrate that you are truly interested in
serving your client. Your presentation must exhibit your professionalism, care for the
client, understanding, knowledge and skill and it must be clear that your proposal is
aimed at serving the client’s best interests. This is the moment that you can showcase
your value to the client.

A word of caution

As a reminder, let us refer to Zig Ziglar’s analogy between sales and baseball:

When you get a qualified lead, you are on first base, and when you make an
appointment, you are on second base. When you make an effective presentation,
you are on third base. 129

129 - Zig Ziglar, Secrets of closing the sale, Fleming H. Revell, Baker Publishing Group 2003, page 45
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Closing a deal is not an event; it is a
process of assisting clients through their
own decisions finding ways that add
value. If you are not seeing the process
through “eye of the buyer” and prepare
yourself to interact in this way, it will be
difficult for you to be successful over the
long term. Do not start with a closing
mindset. Closing is a one-sided attempt
to force your will. Closing is a selling
principle, and clients do not want to be
sold to.
Prospects buy when they are ready to
buy, not when you need to sell.
- Eric Taylor and David Riklan

130

However, if you help clients make and
informed decisions, according to what
is best for them, they will buy from you.
It is not a selling process – it is a buying
process.
It is commonly accepted in our industry
that insurance is sold. However, although
selling is what we do in its simplest form,
the definitive action in any transaction
is when someone chooses to buy.
Our proposal needs to support our
clients buying process, providing them
with information and insight that will
ultimately guide them to make informed
decisions that benefit them. The one
thing that you must remember when
you present your proposal to clients is
that they do not want a product. They
want to see how the product solves their
problem. If there is a hole in the roof, for
example, people do not want the best
tools and material. They want the roof

fixed, so that it stops leaking. That is what
they want to pay for. When you present
your recommendations to your clients,
they will buy your product when they
see how it benefits them or solves their
problem. When that happens, selling
becomes unnecessary and it will be easy
for the client to say yes.
Business requirement

Presenting your proposal to a prospective
client is all about the right focus. Before
you present your proposal, please
remember that a transaction is once-off,
but a loyal client, one who trusts that you
will always serve his best interests, will
bring multiple business opportunities to
you in the future. Therefore, make your
focus the client, not the transaction.
All the hard work that you have done
up and until now comes together when
you present your recommendations
to your client. If you were in the client’s
shoes, would you prefer a sales pitch, or
a demonstration of how your adviser’s
recommendations will add value to your
life?
Apart from the quality of your proposal,
there are two very important skills that
you will have to master when you present
to your clients. A survey of business
leaders conducted by the American
Management Association asked what
skills were most needed to effectively
lead others, which equally apply to
advisers leading their clients into making
sound financial decisions. According to
the survey results, the top two skills were:

130 - Eric Taylor and David Riklan, Mastering the world of selling, page 63
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Z Communication
Z The ability to motivate and inspire others
Communication

Russell H Granger, author of The 7
Triggers to Yes, asserts that successful,
result-orientated communication takes
knowledge, thought, planning, and
execution 131 and true communication
is not what the sender intends to
communicate; it is what the receiver
understands. 132 Allow me to rephrase:
It is not what you intend to communicate
to your client that counts, it is what your
client understands from your proposal
that makes all the difference.
Many, if not most, successful advisers had
to learn to become good communicators
and presenters. For many advisers, the
skill of presenting proposals to clients
one-on-one does not come naturally.
This is one area where you cannot
afford to struggle over the long term. We
must all start somewhere, but we must
grow in the different areas of our trade.
Communication and presentation of your
proposals are skills that you must master
if you want to be successful. If you battle
in this area, there is only one way – you
must prepare to succeed! You will reap
the rewards if you diligently work at it –
take lessons if you must.
One
way
of
improving
your
communication skills is to do most of the

hard work when you conduct the analysis
and prepare your written report. Most of
us have heard the saying, “Success is 90%
preparation and only 10% perspiration”.
From experience, I agree with the scientist
Louis Pasteur who once said:
Chance favours the prepared mind.
Knowing exactly what you are going to
say also helps you with how you are going
to present it. Great preparation will give
you confidence when you communicate
your proposal, but as you will see, your
presentation must go far beyond the facts
and the numbers. Your communication
must be simple, methodical, logical, wellarticulated, and it must speak to the mind
and to the heart of every client.
Motivation and Inspiration

Thomas Edison said Genius is 10 percent
inspiration and 90 percent perspiration.
Your proposal should inspire and
motivate your client to address any
shortfalls in their financial plan. It is an
educational process.
The mediocre teacher tells. The good
teacher explains. The superior teacher
demonstrates. The great teacher
inspires.
- William Arthur Ward (American educator,
author, and pastor; 1921 to 1994)

If you only focus on the numbers, you
may end up wasting a lot of valuable time
with clients, simply because you are not

131 - Russell H Granger, The 7 Triggers to Yes, page 188
132 - Russell H Granger, The 7 Triggers to Yes, page 189
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connecting with them on a deeper level.
In the beginning of my career I made
the mistake of thinking that most people
will ultimately make rational decisions
when it comes to money. Then I saw how
investors behave in bull markets and in
bear markets and how people lost money
because of fear and greed. Years later
I read the book by Benjamin Graham,
a British-born American economist,
professor, and investor, who is widely
known as the “father of value investing”
and I learned about how people make
emotional decisions all the time, often
with devastating effect. For years I totally
underestimated the power of people’s
emotions and how it influences their
decisions. With this knowledge about
people’s behaviour, it is important to
understand that you must use logic and
emotion in your presentation to clients,
because ultimately, as previously stated:

not inspire people to act. Understanding
their need will make them think, but their
desire will make them act – only if they
trust you.

Logic makes people think, but emotion
makes people act.

Z Pathos - the appeal to emotions, the

- Zig Ziglar 133

Facts and numbers in your proposal
might make people think, but motivation
and inspiration will make them act. It may
be helpful to remind you again of the late
sales guru, Zig Ziglar’s five basic reasons
why clients will not buy from you:
No need, no money, no hurry, no desire,
and no trust. 134
Your presentation must inspire your client
into a desire to act. Products alone do

133 - Ziglar, Secrets of closing the sale, page 164
134 - Ziglar, Secrets of closing the sale, page 31
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Assumption

Everything that follows in this chapter is
based on the assumption that you have
your clients’ best interest at heart and
have prepared a proposal that is aimed
at adding value to their lives and solving
for their financial needs.
The art of persuasion

Famous Greek philosopher, Aristotle,
defined three ways to persuade:

Z Logos - the appeal of logic, reason,
cognitive thinking, data, and facts.

non-cognitive, non-thinking reasons we
make decisions and act.

Z Ethos - the appeal of the speaker’s
authority, character, and credibility. It is
the credibility, the knowledge, expertise,
and the stature of the speaker.

I would argue that all three elements come
into play when financial advisers try to
persuade their clients to take responsible
action. Russel H. Granger believes that we
can effectively influence other’s decisions
only when we understand how others
process decision-making information.
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He also reminds us that persuasion is
not an event; it is a process.135 Therefore,
it is important to take the client through
a step-by-step decision-making process
where one principle lays the foundation
for the next. Granger concluded that:
Evidence, logic, and rational thought
take a back seat to the enormous power
of emotional persuasion. 136
As an adviser you must always help clients
remember WHY they are considering
your proposal. When their WHY is
meaningful enough for them, the rest will
follow, unless affordability is a problem.
To invest money is not about the money,
it is about what the money must do that
matters most. To pay a premium towards
life cover is not about the insurance
policy, but for WHO the money will look
after that matters.
You can say the right thing about a
product, and nobody will listen. You have
got to say it in such a way that people
will feel it in their gut. Because, if they
don’t feel it, nothing will happen.
- William Bernbach (Advertising executive)

Josh Gordon, author of Presentations
That Change Minds asserts that you must
present from the heart, not the script. In
my view your script is your preparation
that will organise your presentation, but
then you must present the script from
your heart, remembering that the key is
to know what the client believes about

money. If your client does not believe
in saving for a rainy day, or he does
not believe in taking care of his family
financially should he die, your proposal
may be perfect, yet unsuccessful.
All money is a matter of belief.
- Adam Smith (economist; 1875 to 1950)

As stated earlier in this publication, in
the chapter that deals with the gathering
client information, it is so important that
you establish what the client believes
about money before you present your
proposal, so that when you do, you can
meet your client where it matters most –
in the heart! This is another reason why
the chapter that deals with the gathering
of information is so important, and why
you cannot afford to take shortcuts in
the client engagement process. However,
if you invested time to understand your
client’s needs, objectives and beliefs about
money when you had the opportunity to
gain this understanding, you will reap
great rewards when your presentation is
fully aligned with the client’s needs and
values.
Believe in what you present

When you deliver your presentation, you
must believe in what you are proposing.
Look for reasons why what you
recommend matters. How will it add value
to your clients’ lives? Is your proposal
aligned with your clients’ beliefs and
values? If you believe that your proposal

135 - Russell H Granger, The 7 Triggers to Yes, page 16
136 - Russell H Granger, The 7 Triggers to Yes, page 27
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serves your client’s best interests, and
your client can also see it when you
present it, it will instil confidence and
build trust.
The five stages of any buying decision

The authors of Mastering The World Of
Selling believe that there are five stages of
any buying decision, namely:
1. Awareness of your client’s needs

the risks are and that these risks have
been mitigated. Therefore, it is important
for every adviser to know that disclosing
risk to your client, and mitigating risk,
are not purely compliance requirements.
It is a very important part of the client’s
decision-making process and if this
is done correctly, it could cement the
foundation of trust between you and
your clients. Without being aware of the
potential risk, no client will be able to
make an informed decision.

I fully agree with Taylor and Riklan. Here
is the question:
Would you trust your doctor’s prescription
if you are not sure that he/she is confident
about the correct diagnosis? US engineer
and inventor, Charles Kettering, famously
asserted that a problem well stated is a
problem half solved. You must not only
be aware of your client’s needs; you must
also be able to articulate it so well that
your client can visualise it too.

4. Decision and the agreement

2. Assessment of alternatives

5. Achievement of results 137

In most cases there are many different
possible solutions. Affordability and
risk profiles often result in the need to
consider alternatives. You must not only
be aware of alternatives, but again be
able to articulate it so well that your client
can also understand it.

I believe that in the decision process, the
client wants to see what achievement of
results will look like. So, if there is any
change to Taylor and Riklan’s process
that I would like to suggest, it would be
the order in which they have positioned
the five stages of any buying decision. I
believe that the buying decision is like a
patient agreeing to accept the advice and
prescription of a doctor, and acting on it.

3. Alleviation of risks

It is interesting that the authors, who are
sales experts, not compliance experts,
refer to the need of clients to know what

At some point the client needs to decide,
this could either be acceptance of the
proposal in whole or in part. Alternatively,
the client could reject your proposal
all together and do nothing, or the
client could instruct you to implement
something totally different. The result
of the decision-making process is an
agreement in some form or another.

137 - Eric Taylor and David Riklan, Mastering the world of selling, page 138
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DOCTOR

ADVISER

Diagnosis

Understanding the client’s needs

Consideration of options or alternatives

Consideration of various options

Considering possible risks and mitigating them

Considering possible risks and mitigating them

Seeing a picture of what the result would look like, if the
patient agrees to the doctor’s recommendation, such as
a healthy recovery

Seeing a picture of how your solution would benefit
your client

Agree with the doctor’s proposal and take the

Agree with your proposal and implement your

prescription

recommendation(s)

Helping the client to buy

After considering all the books on
professional selling, I found it interesting
that the best salespeople in the world do
not focus on a selling process. Their focus
is a helping process. Helping the client to
buy is not an event. It is a combination of
the following key components:

Z Putting the client at the heart of
everything you do

Having a client-centred approach is one
of the most fundamental building blocks
of a successful career, and when your
clients see that this is one of your values,
it makes it much easier to trust you and
buy from you. It is about having the ability
put yourself in the client’s shoes.

Z Having an authentic desire to help your
client to solve a problem

It is important that your client sees that
you care for them. One of the best things
you can do is to care for your clients,

because that will establish the connection
that you need to cement the trust in the
relationship.

Z Having an accurate understanding of the
customer’s real needs, objectives, desires,
and/or problems

Again, your client must be able to see
that you have heard them, and that you
understand them and that you have
carefully considered their circumstances.
When your clients experience your care,
and understanding of their circumstances,
it will in turn build confidence within,
which are also key building blocks that
will lead to trust.

Z Your proposal must be related to

everything that you have done up to this
point

Your proposal is an executive summary
of all the relevant information that you
have gathered from your client, how
you have applied your mind, and the
recommendations you present to your
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client. The presentation of your proposal
is the highlight of your journey with your
client.

Z Slow down the sales process and

Z Trust

Z Put your clients first. Consider the

The final, and most important component
in your make-up is your ability to
create a high level of trust. According
to Josh Gordon, author of the book,
Presentations That Change Minds, people
trust what is familiar. People trust what
they understand. People trust what
seems objective. People trust what feels
real. People trust what they personally
experience.138 Again, as emphasised
before, without trust nothing will happen.
Trust is created through a positive
relationship with your client throughout
the client engagement process. This is
your final opportunity to cement the
relationship.

rather help your clients. If you do, it will
be easy for them to say yes!

needs and objectives of your potential
clients before considering your own.

Z Keep the conversation client-centred,
caring, positive, and empowering.

Successful advisers focus on the
relationship while self-centred advisers
focus on closing a deal. Successful advisers
understand that if the relationship is
established the transactions will follow.
Make a sale and you will make a living.
Offer relationship and you will make a
fortune.
- Eric Taylor and David Riklan

Relationships

The most successful careers in our
industry are built on relationships, and
great advisers value those relationships
above all else. They understand that
without relationships there can be no
trust, and without trust there is no
business. Top performers in our industry
think about much more than selling a
product; they genuinely enjoy helping
their clients solve problems and helping
them meet their needs. If you want to
create good client relationships, and
ultimately be more successful, you need
to do three important things:

138 - Josh Gordon, Presentations that change minds, McGraw-Hill, Page 162
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Legal requirements
Section 2 of the General Code of Conduct:

A provider must at all times render
financial services honestly, fairly, with
due skill, care, and diligence, and in the
interests of clients and the integrity of the
financial services industry.

appropriate to the client’s risk profile and
financial needs, subject to the limitations
imposed on the provider under the Act or
any contractual arrangement.
Section 8(2) of the General Code of Conduct:

Section 3 of the General Code of Conduct
directs that:

Advisers must, when presenting a
proposal or quotation to a client, take
reasonable steps to ensure that the client
understands it and that he/she is in a
position to make an informed decision.

When a provider renders a financial
service, representations made, and
information provided to a client by the
provider-

This requirement is supported by the
disclosure provisions as prescribed in
terms of section 7(1)(a) of the General
code of conduct:

(i) must be factually correct;

A provider must provide a reasonable and
appropriate general explanation of the
nature and material terms of the relevant
contract or transaction to a client, and
generally make full and frank disclosure
of any information that would reasonably
be expected to enable the client to make
an informed decision.

(ii) must be provided in plain language,
avoid uncertainty or confusion and not
be misleading;
(iii) must be adequate and appropriate
in the circumstances of the particular
financial service, taking into account
the factually established or reasonably
assumed level of knowledge of the client;
(ii) must be provided timeously so as to
afford the client reasonably sufficient
time to make an informed decision about
the proposed transaction;

Section 8(1)(c) of the General Code of
Conduct

A provider, must, prior to providing a
client with advice – identify the financial
product or products that will be

Interpretation and comments
Values

As highlighted on a few occasions, the
obligation of rendering financial services
honestly, fairly, with due skill, care
and diligence, and in the interests of
clients and the integrity of the financial
services industry when presenting
your proposal to your client serves as
a valuable guideline to establish trust.
If the client experiences anything less
than the standard set in the Code of
Conduct, I am afraid that no business will
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flow your way after your presentation.
When you present your proposal to your
client, it is probably your last chance to
demonstrate that you can be trusted.
By complying with these provisions, you
will give yourself every opportunity to do
business with the client.
Communication

When presenting your recommendations
to your client and making sure that
you communicate factually correct
information in plain language to avoid
uncertainty or confusion is plain
common sense. I would think that any
adviser would want to do it, simply
because it makes good business sense.
If your proposal is not misleading and
it is adequate and appropriate in the
circumstances of the particular financial
service, taking into account the factually
established or reasonably assumed
level of knowledge of the client, I would
think that it will set the stage for trust
to flourish. Then, I would argue that by
affording the client reasonably sufficient
time to make an informed decision about
the proposed transaction, you would
show your respect to your client by not
putting unreasonable pressure on him
or her to make a decision. If you have
delivered your proposal effectively, this
last courtesy should give the client peace
of mind to deal with you. Nobody wants
to be pushed. That is for salespeople.
Rather help your clients to buy.
Suitability of advice

In the previous chapter we compared
the value of a doctor giving appropriate
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medication based on his diagnosis to
the value of giving appropriate advice
to clients. The challenge during your
presentation is not to comply with
legislation, but to let the client see
that your solution is appropriate in the
circumstances and suitable in accordance
with the his/her risk profile and financial
needs. When the suitability of advice is
clear to the client, it builds trust.
Enabling clients to make informed decisions

This requirement may appear very
onerous, but if one approaches it from
a business perspective, it starts making
a lot more sense. Perhaps you must
ask yourself the following questions to
consider the benefits of putting clients in
a position to make informed decisions:

Z Is it likely that a person who is confused
about your advice will trust you or not?

Z Would a person who understands your
advice be more likely to trust you?

Z Would it be likely that a person who
understands your advice and can make
an informed decision will trust you and
become your client?

Z Would such a person be more inclined
to refer other clients to you?

Z If so, it is also in our interest to ensure
that our clients understand the advice?

Z Would clients who understand us and
the advice we provide be less inclined to
complain or not?
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Z If the answers to these questions is

yes, is compliance with this requirement
not serving your best interests?
From a business point of view, I believe
that it is very important to comply with
these provisions, because if you help your
clients to make informed decisions, it is
easy for them to trust you, which makes
it easy to buy from you. Clients who are
informed and understand your advice
are also less likely to complain about the
advice provided. Simply put – clients who
are enabled by their advisers to make
informed decisions normally turn out
to be good and loyal clients. Presenting
sound and appropriate advice to clients
in a way that is simple to understand and
consistent with your written proposal is
another sure way for representatives to
establish a competitive advantage in the
marketplace. By presenting your solutions
and the material product information in
a simple, methodical order will go a long
way in helping clients to understand your
advice and to make informed decisions.
If your presentation to the client is aimed
at highlighting the solution to your client’s
needs, explaining the benefits, terms and
conditions of the product solution, your
client should be able to make an informed
decision.
By demonstrating comprehensive
knowledge, outstanding communication
skills and a proper attitude, the
salesperson firms the right to move
beyond the role of supplier to that of a
valued adviser.
- Eric Taylor and David Riklan

139

This would all lead to client confidence,
trust, speed of transaction, fair
remuneration for the representative and
ultimately to profitability in the business.
Remuneration

After everything is said and done, your
fee or remuneration from commission
paid will ultimately determine whether
the client accepts your proposal(s) and
agrees to proceed. If price comes up
too soon in your conversation with your
potential clients, they will put a price on
your service without seeing the value
in it, which will often derail your value
offering. When that happens, it will put
pressure on you to price your service
at a lower yield than you could have
if you had fulfilled every need, every
obligation, every objection of your client.
In your presentation, make sure that you
demonstrate value first before you move
on to discussing the price. Clients often
make the mistake of focusing on price
before they consider value. Nobody wins
if that is the case. If your only value is in
the product, you have a serious problem,
because there is always someone out
there who can convince a client that there
is a better or cheaper product.
People generally shy away from a sale,
but they are prepared to pay for value.
It is only when clients cannot see value
that they default to price.
Unless you carefully plan every
presentation to ensure that your clients
can see the value, your clients will
inevitably price it themselves. So, you

139 - Eric Taylor and David Riklan, Mastering the world of selling, page 84
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must put yourself in a position when you
present your solution(s), to be ready to
for the discussion about price, but not
too soon. Lead the conversation and
position price towards the end of your
presentation. Although you can quote a
price for your service, the selling price will
totally depend on the perception of your
client.
Price is not everything, but taken out of
context, your clients will lose perspective.
Despite potentially offering the same
quality, your opposition will quote a
different price for your price. So, it is very
important that you have peace of mind
that the value you add justifies the fee or
revenue you will receive.
One of Warren Buffett’s favourite old
warnings reveals that price and value are
not always the same.
Price is what you pay. Value is what you
get.
- Warren Buffett

I think most people are prepared to pay
for a service that they need if they get a
feeling that they will get value for their
money. That is the sweet spot, but what
does it mean? Value for money is defined
as the extent to which a … consumer gets
a good deal from the money which they
spend on goods or services140 or it means
things sold at a good price.141 One of the
keys to your success will be if you can
determine what the client values more

140 - Collins Dictionary of Business, 3rd ed. © 2002, 2005
141 - https://www.merriam-webster.com/dictionary/value
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than price, and then to meet your client’s
value expectation.
When you understand what is that your
client values and you deliver on that,
you will never have to compete on price.
Your value is ultimately determined on
a personal and emotional level. That
is one of the reasons that you must
connect with your client during the first
client engagement meeting and invest
in seeking first to understand the client’s
circumstances, needs and goals. That is
where the foundation of trust is laid, and
the deeper that foundation the stronger
the personal and emotional value will
be. When considering the value-added
process that providers must follow, there
are many things that, collectively, should
be much more important than price, such
as:
1. Integrity
2. Genuine care and compassion
3. Trustworthiness
4. A high-quality personal needs analysis
(Life-plan analysis)
5. A high-quality financial needs analysis
6. A true understanding of the meaning
of a client’s risk profile
7. Acting in your client’s best interests
8. Knowledge
9. Experience
10. Skill
11. Client education
12. Wisdom
13. Diligence
14. Quality advice
15. Quality solutions
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16. Quality client service
17. Simplicity
18. Consistent behaviour
19. Regular engagement, client feedback
reports and ongoing communication

us and expect the portfolios to always
growth and never decline. This is far
removed from reality and it is normally
when markets decline and Clients not
expecting it that trust breaks down.

As most people are unaware of the air
that they breathe, most people are
unaware of the value they receive.

Part of the proposal discussion will also
be about which investment product i.e.
unit trust, tax free savings accounts,
endowment policies, retirement annuity,
preservation fund etc. would suit their
situation best and which underlying
characteristics and income and other tax
benefits they might enjoy.

- Tom Reilly 142

The challenge is for your clients to see and
experience the value of the relationship
and your value proposition that far
outweighs the cost.

What do the top planners do?
Gerrit Viljoen CFP®:

Once the analysis phase has been
completed, we have another meeting
with the client where all the scenarios
and the consequences of each one on
the long-term viability of each scenario is
discussed.
During this stage, the engagement levels
of the clients are high as they must
absorb the consequences of various
scenarios and realise that investments
going forward never happens in a straight
line. Our engagement with clients often
shows that they have a vastly incorrect
understanding of how investment
markets work and generally just want to
give their money (and responsibility) to

Jan-Carel Botha CFP®:

This is your chance! You promised to
help, you differentiated your services
and expertise, you made a good first
impression – it’s time to deliver. More
complex analysis and planning might lead
to more than one meeting to complete
this step. One should always be respectful
of a client’s time, but the financial industry
has become so complex that one meeting
is often simply not enough to cover all
aspects. Keeping the client discussion
in the same structure and form as the
proposal, adds to the consistency and
memory of clients.

Z Big picture,
Z Possible outcomes of existing strategy,
Z Possible inefficiencies,
Z Proposed enhancements,
Z Improved possible outcomes, and
Z Execution framework.

142 - See Tom Reilly, Value-Added Selling, McGraw-Hill 2010, page 135
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It is simple, yet effective for all types of
clients.
Wouter Fourie CFP®:

The proposal is professionally put
together and presented in plain language.
If the client doesn’t understand the plan,
they will not trust it and will not follow it.
Always include an executive summary
and an action plan.
Mark MacSymon CFP®:

In my experience, not all clients have the
same level of financial understanding.
There is naturally a wide spectrum of
technical understanding of financial
matters between prospects. Therefore, it
is impractical to present all presentations
and proposals in the same format and
detail. Presentations need to be adapted
and tailored to match the perceived
knowledge of the client in simple and plain
language so that he or she understands
the advice contained in the proposal.
Janet Hugo CFP®:

We have found it more effective to
produce a Power Point presentation
to look at the various scenarios and
alternatives that might impact our finial
recommendation. A good example is
when a client requests a low risk profile
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for their investment while their needs
and capacity require or allow something
different. Or the difference between
purchasing a retirement property to let
now vs waiting and only purchasing it in
ten years’ time.
In closing

Z Your introduction of the proposal must

be client-centred, aligned with the client’s
beliefs, life goals, needs and objectives

Z The body of your presentation focuses

on your proposed solutions in accordance
with your client’s beliefs, life goals, needs
and objectives, so that your client can
see that you have considered their best
interests

Z Keep your client engaged throughout
the process – do not make it a monologue,
because if you fail to check in with your
client from time to time, you run the risk
of losing him/her along the way

Z A presentation that is aligned with

your client’s decision-making process will
benefit you and your client

Z You will be able to attract more clients

to your business and retain more clients
in your business if proposals are easy to
follow, easy to understand and consistent
with the content of the written proposal.

STEP 7: PRESENT YOUR PROPOSAL
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Linking precision investment
management to financial advice.
For advisers.

Volatility Anxiety

Investment Management by Design

portfoliometrix.com

PortfolioMetrix Asset Management SA (Pty) Ltd is an authorised
and regulated financial services provider operating in South
Africa, regulated under the Financial Advisory and
Intermediary Services Act 37 of 2002 (FSP No: 42383).

step 8:

AGREE ON FINANCIAL SOLUTION(S) TO BE
IMPLEMENTED

Activity

At some point the client will either agree to the proposal in full, or in part, or the
client will reject your proposed solution(s). In other cases, the client may instruct
you to do something completely different, and should you agree to implement the
client’s solution, there is still an agreement. On agreement, for some advisers it means
closing the sale, but for others it is the beginning of a long-term, mutually beneficial
relationship. For some it means making a sale, but for others it means gaining a client
for life. The first is transactional, but the second is relational. There is a big difference
between a transactional relationship and a relational one, especially over the long
term. The first may be temporary, but the second is usually extremely beneficial, from
a personal as well as from a financial point of view.
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When there is agreement, using sales
guru Zig Ziglar’s analogy comparing the
sales process to a baseball match, you
are now on the home base. However, you
should never underestimate the process
that got you here.
In selling, as in baseball, you must touch
all the bases. Even if the batter knocks
the ball out of the park, if he does not
touch all the bases, he will not score. 143
Legal requirements
Section 3(1) of the General Code of Conduct
states that:

(d) Your
service must be rendered
in accordance with the contractual
relationship and reasonable requests or
instructions of the client, which must be
executed as soon as reasonably possible
and with due regard to the interests
of the client which must be accorded
appropriate priority over any interests of
the provider;
(e) Transactions of a client must be
accurately accounted for;
Section 3(1) of the General Code of Conduct
states that:

According to the Oxford Business English
Dictionary and the Oxford Advanced
Learner’s Dictionary, transaction means a
piece of business that is done between
people, especially an act of buying and

selling. According to the Thesaurus
transactions also refer to deals or
contracts.
Record of advice
Section 9 of the General Code of Conduct
requires that:

(1) A provider must, subject to and in
addition to the duties imposed by section
18 of the Act and section 3(2) of this Code,
maintain a record of the advice furnished
to a client as contemplated in section
8, which record must reflect the basis
on which the advice was given, and in
particular(a) a brief summary of the information
and material on which the advice was
based;
(b) the financial product which were
considered;
(c) the financial product or products
recommended with an explanation of
why the product or products selected, is
or are likely to satisfy the client’s identified
needs and objectives; and
Provided that such record of advice is only
required to be maintained where, to the
knowledge of the provider, a transaction
or contract in respect of a financial product
is concluded by or on behalf of the client
as a result of the advice furnished to the
client in accordance with section 8.

143 - Zig Ziglar, Secrets of closing the sale, Fleming H. Revell, Baker Publishing Group 2003, page 45
144 - My insert and emphasis
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(d) where the financial product or
products recommended is a replacement
product as contemplated in section 8(1)
(d)(aa) the comparison of fees, charges,
special terms and conditions, exclusions
of liability, waiting periods, loadings,
penalties, excesses, restrictions, or
circumstances in which benefits will not
be provided, between the terminated
product and the replacement product;
and
(bb) the reasons why the replacement
product was considered to be more
suitable to the client’s needs than
retaining or modifying the terminated
product.
(1A) The Registrar may determine the
format of and the matters to be addressed
in the record of advice referred to in
section 9(1).
(2) A provider must provide a client with
a copy of the record contemplated in 9(1)
in writing.
Section 3(2) of the Code further demands that:

(a)
A provider must have appropriate
procedures and systems in place to(i)
record such verbal and written
communications relating to a financial
service rendered to a client as are
contemplated in the Act, this Code or any
other Code drafted in terms of section 15
of the Act;
(ii)
store and retrieve such records
and any other material documentation

relating to the client or financial service
rendered to the client; and
(iii)
keep such client records and
documentation safe from destruction.
(b)
All such records must be kept for
a period of five years after termination,
to the knowledge of the provider, of the
product concerned or, in any other case,
after the rendering of the financial service
concerned.
Interpretation and comments

When
a
client
accepts
the
recommendation or proposal (offer), a
contract comes into existence between
the adviser, who offers, and the client,
who accepts the offer, irrespective of
whether contract is in writing or not.
However, recorded contracts between
providers and clients are the most
important documentation that advisers
should have in their files, as it is the most
powerful form of evidence to validate the
precise agreement between the parties.
These recorded contracts offer proof of
the transaction(s) between the parties and
it assists advisers, clients, key individuals,
compliance officers, the Regulator and
the FAIS Ombud when they need to refer
to the transaction(s).
The Code of Conduct highlights the
relevance of contractual relationships
and it specifically states that transactions
must be accurately accounted for,
which implies that transactions must
be accurately recorded. Whilst some
advisers record their advice by means of
voice recording systems, most advisers
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record their transactions in writing.
Fortunately, technology has made it
possible for clients and advisers to sign
documents electronically, which means
less paperwork. Whatever your way
of work, the legislative requirements
demand that transactions must be
recorded, and it does not only make
sense from a compliance point of view. It
simply makes good business sense.
The law of contract

As highlighted earlier, the law of
contract forms the basis of every
financial transaction in the financial
services industry. Most other business
agreements are concluded in writing, and
every transaction concluded by advisers
is based on a contractual arrangement.
The best way to accurately account for
business dealings or contracts between
people is to conclude written agreements.
This principle is well illustrated by one

a Barron’s Survey in September 2007,
started his entire investment business
with an agreement with his investors. He
stated that all kinds of good things have
flowed out of that. He said: “It is the least
complicated thing I can imagine”.
In 1975 the Securities and Exchange
Commission (SEC) launched a full-blown
investigation of a transaction concluded
by Berkshire Hathaway. Buffett had to
fight to save his reputation and had to
open his files. It is reported that his files
represented a comprehensive collection
of documents. In the end all the evidence
helped to restore Buffett’s reputation.
Similarly, many financial advisers have
had to fight to save their reputation
when clients complain. Those without a
comprehensive collection of documents
have had to submit to FAIS Ombud
determinations or they had to reach a
settlement with their clients. However,
those who could provide the Ombud
with appropriate records that supported
the agreement between the parties and
accurately reflected the transaction, kept
their reputation intact. These advisers
benefitted from an understanding that
the FAIS Ombud’s Office must also comply
with the provisions of the FAIS Act.
Section 20(3) of the FAIS Act prescribes
that -

of the most respected businessmen in
modern times.
Warren Buffett, Chairman and CEO of
Berkshire Hathaway, voted “The world’s
most respected company” according to
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The objective of the Ombud is to consider
and dispose of complaints under this Act,
and complaints for which the Adjudicator
is designated in terms of section 211 of
the Financial Sector Regulation Act, in a
procedurally fair, informal, economical
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and expeditious manner and by
reference to what is equitable in all the
circumstances, with due regard to(i) the contractual arrangement or
other legal relationship between the
complainant and any other party to the
complaint; and
(ii) the provisions of this Act and the
Financial Sector Regulation Act.
Interpretation and comments

When the Office of the FAIS Ombud is
approached by a client who complains
about a service, the FAIS Ombud
must ascertain all the facts and the
circumstances and a specific requirement
is that the Ombud must pay due regard
to the contractual relationship between
the parties. One of the advisers who
benefitted from accurately recording
the contractual relationship between
him and his client was two times finalist
in the FPI Financial Planner of the year
competition, Arno Burger. 145 His client,
Dr Malcolm Arnold Birken, submitted a
complaint, but Arno was able to present
a written agreement that was signed by
both parties to the FAIS Ombud, who
found as follows:

Z An agreement headed Investment

Advice Agreement (‘the agreement’)
was entered into at Pretoria on 29

October 2004 between Complainant
and Respondent. The agreement defines
the contractual relationship between
the parties and details the investment
objective and benchmark. 146

Z The following provisions of the
agreement are relevant:

Z ‘The clients investment objective....

Capital preservation which is to
outperform inflation consistently over a
minimum period of three years;’ 147

Z ‘The benchmark in accordance with the

investment objective is a targeted return
of inflation plus 3% p.a. net of annual fees
and net of tax; 148

Z ‘A period of at least three years

must be noted in order to achieve the
benchmark. It is not possible to guarantee
the investment capital, nor the targeted
return.’ 149

Z It is clear from Section 20 (3) (a) of the

FAIS Act that due regard will be paid to ‘the
contractual arrangement or other legal
relationship between the complainant
and any other party to the complaint’. 150

Z Consideration must be given to the

provisions of the agreement which set
out the investment objective as Capital
Preservation, it has targeted return of
inflation plus 3%. 151

145 - See CASE NO: FOC2629/05 GP (1)
146 - See paragraph 4
147 - See paragraph 5.1
148 - See paragraph 5.2
149 - See paragraph 5.3
150 - See paragraph 25
151 - See paragraph 35
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Z The agreement is clearly in line with the

mandate which sets out the investment
objectives of the client as long-term
capital growth. 152

Z Complainant was invested for a

relatively short period and hence
any assessment of the investment
performance against the objective is
problematic. The agreement specifically
states that ‘it is important that a period
of at least three years must be noted in
order to achieve the benchmark.’ 153

Z After careful consideration of all the

facts I am unable to find any evidence
that would support a finding as required
(by the client). 154
In view of the written agreement which
contained the essence of the advice, the
complaint was dismissed in terms of Rule
7 (b) (i) of the Rules Proceedings of this
Office.
The matter between Dr Birkin and Arno
Burger was the first reported case in
South Africa where the FAIS Ombud
highlighted the significance of entering
into written agreements. Sadly, many
advisers did not pay sufficient attention
to the value of written agreements and
many paid a big price for this oversight.
Evidence

Evidence plays a pivotal role in all Ombud
determinations and decisions made in
court cases. Decisions are based on the

152 - See paragraph 36
153 - See paragraph 39
154 - See paragraph 41
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facts, and the facts must be supported by
sound evidence.
Therefore, when advisers and their
clients agree on material aspects of the
advice and the proposed products, a
contract is established, and the best
possible evidence to confirm the contract
and to ensure that transactions are
accurately accounted for must be a
written agreement and signed (even
electronically) by both parties.
The benefits of entering into written
agreements

As a reminder, I highlight the most
obvious benefits of entering into
written agreements with clients when a
transaction is concluded:

Z Written agreements serve both parties
(adviser and client);

Z Written agreements offer the best

possible evidence to any third party (such
as a key individual, compliance officer,
the FSCA or the FAIS Ombud) about the
advice that was offered and agreed to by
the client; and

Z It demonstrates compliance with the

provisions of the Code of Conduct, and it
leaves no room for interpretation.
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The value of a signed quotation
Section 7 of the General Code of Conduct,
states that a provider …, must-

(a) provide a reasonable and appropriate
general explanation of the nature and
material terms of the relevant contract
or transaction to a client, and generally
make full and frank disclosure of any
information that would reasonably be
expected to enable the client to make an
informed decision;
(b) whenever reasonable and appropriate,
provide to the client any material
contractual information and any material
illustrations, projections, or forecasts in
the possession of the provider…
Generally, the nature and material terms
of the relevant contract or transaction
are disclosed in the quotations of
product suppliers. The material terms
of an insurance or investment contract
usually consist of key features, benefits,
terms, conditions, exclusions, risks and
costs, and these terms generally appear
in the quotations. Therefore, product
quotations form a vital part of advisers’
record of advice.

any adviser trust is the only thing that will
turn a prospect into a client.
Unfortunately, some advisers still do
not request the client to sign every
page of the quotation as evidence of
his / her acceptance of the financial
product proposal. It is important to note
that if the client signs the quotation on
every page, it offers evidence that the
necessary features and terms, conditions
and exclusions have been disclosed.
More importantly, it offers evidence
that the client accepted the proposal,
subject to the limitations imposed on the
provider under the Act or any contractual
arrangement.
It is recommended that a copy of
the signed quotation be sent to the
client as it forms an essential part of
the advice agreement pertaining to the
financial product that was proposed and
accepted by the client. This agreement is
complementary to the Record of Advice
that must also be sent to clients. Together,
these documents will lay a sound basis for
a strong professional relationship to exist
between financial services providers,
their representatives, and clients.
Record of advice

If you were in the client’s shoes, would
you not expect your adviser to disclose all
the product benefits, terms, conditions,
exclusions, risks, and costs and help you
to make an informed decision? If any
advisor helps me to make an informed
decision by disclosing the terms and
conditions, the outcome would be trust.
Again, by complying with the provisions
of the Act, the outcome is trust, and for

In the matter between Accredinet
Financial Solutions and the Collins’ the
Financial Services Tribunal, formerly
known as the Appeal Board of the
Financial Services Board, found that
the Act and the Code of Conduct do not
prescribe templates on how the objective
should be achieved. The provisions are
outcome-based on how to implement the
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requirements.155 Therefore, a record
of advice is not a single document or
template, but rather documentation
that, as a whole, provides evidence of the
advice that was provided and whether the
adviser complied with the provisions of
the Code. However, the Code of Conduct
does provide the FSCA with the necessary
authority to design a Record of advice
template, just like the FSCA published a
prescribed template for replacement of
policies.
The record(s) of advice
The following documents represent the
adviser’s records of advice:

1. The client service agreement
2. Questions posed to establish the
client’s current financial position
3. Questions posed to the client to
ensure that the client’s needs and
objectives were established
4. Questions posed to establish the
client’s risk profile
5. A written proposal (if applicable)
6. Quotation(s)
7. Advice agreement
8. Underlying investment fund factsheet
or Minimum disclosure document (when
applicable)
9. The application form(s)

What do the top planners do?
Gerrit Viljoen CFP®:

Once we are satisfied that we believe the
client has at least basic understanding
of the complexities of the investment
markets, will we proceed to discuss the
possible implementation of a scenario
that they feel comfortable with. We will
again provide them with various options
on different service providers and
indicate which ones we believe might be
more suitable for their specific situation,
if they don’t show any preference. During
this phase we would also have agreed
on the amounts involved and then we
would agree on the fee structure going
forward. We often find that clients do
not really know and/or understand the
various product options and choices and
we try to explain in very simple terms the

155 - See FAB 99/2019, FAIS 08546-10/11-GP1 / FAIS 08548-10/11-GP1, Paragraph 11
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difference between the different product
ranges.
The implementation of the various
solutions normally takes place during
a third meeting where all the necessary
documentation will be pre-prepared and
ready for signing. This meeting could well
be more than two hours as we will explain
to the client in detail again what he/she
is implementing and what the different
clauses in the contracts entail. Often
clients just want to sign and get it over
and done with and we often see advisers
also just get clients to sign the forms.
Our experience shows that the more you
disclose and engage with the client the
less chance of misunderstanding there
could be going forward. It takes years
to build trust but just a few seconds to
destroy all the hard work.
Jan-Carel Botha CFP®:

This step is the differentiating step
between a successful adviser and a
forever-battling one. All the hard work is
done and most clients, without knowing
it, need a gentle push and specific
instruction on what to do next. I would be
the last to suggest obtrusive behaviour,
but you need to be assertive and specific.
Setting timeline and administrative
expectations is of utmost importance.
A lot has been discussed up to this point.
Some in your analysis, some on email,
but many important aspects were only
verbally discussed. This is your time
to ensure good record is kept of good
advice. In writing. The record of advice is
the responsibility of the adviser – not the
admin department or compliance officer.

Wouter Fourie CFP®:

An action plan must also provide a space
where a client can mark which solutions /
actions they agree upon and which they
don’t. Have a section that allows them to
explain why they wouldn’t implement a
suggested solution or action.
Mark MacSymon CFP®:

Once agreement has been reached
about the solutions to be implemented
to achieve the client’s set goals and
objectives, these solutions need to, once
again, be reduced to writing and a record
of advice that contains more information,
the better.
At some point in an adviser’s career, you
will be called to task on the advice that
you dispensed and the only document to
provide justification of that advice when
concerned parties are suffering from
amnesia, is a record of advice that includes
more information than necessary.
A comprehensive advice record will
include but not limited to:

Z Whether or not a financial needs

analysis or a limited financial needs
analysis was performed and if not
provided, the reasons why it was agreed
not to be undertaken

Z Whether an asset allocation report
was
prepared

Z An executive summary of financial
objectives, priorities, and investment
strategy
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Z Summary of the client’s mandated risk
profile

Z Whether restriction or any special
instructions exist

Z Product details (Institution selected,

product name and product type,
investment portfolio selected, source of
funds, source of wealth, reason product
is aligned to the client’s objectives,
quotations, and a comprehensive fee
analysis in EAC format)

Z Service details which might include

details for the drafting of a Will, the
formation of a trust, tax, or accounting
services etc.

Z Clear motivation for an agreed

Summary of important activities

Z Agree on the financial planning
solution(s) to be implemented

Z Agree on the product solution(s) that
must be implemented

Z Disclose all relevant and material
product information to the client in
writing (Quotation)

Z Obtain the client’s signature as

confirmation of acceptance of the
relevant and material terms of the
contract (Quotation)

Z Disclose all relevant and material risk

profile information to the client in writing

investment strategy or product choice
and if there are multiple investment
recommendations that deliver an overall
investment strategy, a clear explanation
of the purpose and objective of each
individual solution and why an individual
component might depart from the
client’s mandated risk profile

Z Obtain client signature as

In short, the message here is to be as
detailed as possible when documenting a
record of advice – go above and beyond.

of his/her risk profile

Janet Hugo CFP®:

At this point we then write up the
detailed financial plan including the
necessary recommended products and
potential comparisons. This plan is then
implemented, and documents are signed
at the meeting where we present the plan
in a leather-bound folder.
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confirmation of the client’s risk profile

Z Save / record the client’s acceptance

of the product features, benefits, terms,
conditions, exclusions, limitations, tax
implications, risks, and cost

Z Save / record the client’s acceptance
Z Agree the ongoing monitoring and
review services required

Z Complete and sign the Advice
agreement(s)

Z Complete and sign the Risk profile
agreement (if applicable)

STEP 8: AGREE ON FINANCIAL SOLUTION(S) TO BE IMPLEMENTED

Z Product application form: Complete

copy of the record as a courtesy, not only
comply with legislation, but are setting
themselves apart from other advisers.

Z Requirement: Provide a copy of the

More importantly, your clients will
appreciate this act and it will reinforce
why they trusted you in the first place.
If your clients know that this is your way
of doing business, these transactions will
win you clients for life. In my view, it is
simply a professional way of concluding
business and professionalism is one
of the best ways to open the door for
referrals and future business.

and sign all the necessary application
forms

agreement and application form to the
client
Closing thoughts

This step is the most important part of
the client engagement process because
this is where product transactions are
concluded and from where adviser
accountability
under
FAIS
flows.
According to the authors of Mastering The
World Of Selling, one of the first things you
should do immediately after completing
a sale is to send your client a thank you
note. This overlooked and undervalued
step can be a very profitable thing in
the future. It helps the buyer feel secure
in their decision and it builds a strong
relationship with your new client. It
shows that you care, and it can set you
apart from all the other advisers. 156
Along with your thank you note, do not
forget to send the client a copy of your
records of advice. Section 9(2) of the
Code demands that a provider must
provide a client with a copy of the record
in writing. Sending a thank you letter
and a copy of your record(s) of advice
is a very professional way of closing
the transaction. Sadly, the minority
of advisers in the industry meet this
requirement because it is perceived as
paperwork and administration. However,
those advisers who follow through after
the deal is done and send their clients a

Closing the first sale is an opportunity
to build a relationship that will last. The
honeymoon period is the perfect time to
set up the client relationship for the long
term. 158

Remember:
The value lies in the relationship, not in
the transaction.
- John Dashfield

156 - Eric Taylor and David Riklan, Mastering the world of selling, page 92
157 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p91
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While some things are great on their own,
they can be even better together.
Every investment decision is accompanied by a currency decision,
by default. As such, Analytics Consulting has recognised that
currency solutions are a critical element in the investment
process and has leveraged its institutional scale and
expertise to provide FX Solutions for Financial Planners.

ANALYTICS
CONSULTING
& YOU.

Alison Barker | Head of FX Solutions
B. Com (Hons) M. Com (cum laude), Economics, CFP®
Alison@analytics.co.za | 082 331 6634

Analytics Consulting 1 (Pty) Ltd is an
authorised financial services provider.

www.analyticsconsulting.co.za
Terms and conditions apply.

step 9:

IMPLEMENTATION OF AGREED SOLUTION(S)

Activity

After agreement is reached, the client is responsible to implement financial planning
solutions, such as budgeting disciplines and finalising of the will. However, if it was
agreed that a financial product will be implemented, and the paperwork has been
concluded, the next step is to send the application form and related documentation,
such as the quotation, to the product supplier for processing as soon as possible.
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Business requirements

Legal requirementS

In most cases, advisers provide advice
and render intermediary services when
they assist clients to implement financial
products as agreed upon between the
parties.
Submitting the application form(s) and
making sure that the transaction is issued
correctly also forms part of the financial
adviser’s
responsibilities.
Although
advisers tend to depend heavily on strong
administrators to ensure the timeous
and correct issuing of the transaction, the
ultimate responsibility remains that of
the adviser.
The correct implementation of the
proposed product solutions is also a very
important step in the client engagement
process. Diligently following up on the
progress, and the correct issuing of
the product as intended by the parties
are essential to ensure that the trusted
relationship between the parties is
maintained.
Experienced advisers will tell you that a
lot can still go wrong at this point, and
it is extremely important that you stay
abreast of the process, because any
delay, breakdown in communication, or
incorrect issuing of the product(s) can
cause frustration on the part of the client
and it can ultimately lead to a breakdown
in trust.
From a business point of view, it is in your
best interest to follow through on the
application process and ensure that the
transaction is concluded both correctly
and as quickly as possible.
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Section 3(1) of the General Code of Conduct:

(d) The service must be rendered
in accordance with the contractual
relationship and reasonable requests or
instructions of the client, which must be
executed as soon as reasonably possible
and with due regard to the interests
of the client which must be accorded
appropriate priority over any interests of
the provider;
(e) Transactions of a client must be
accurately accounted for…
Interpretation and comments

In layman’s terms the compliance
requirements simply mean that you must
keep your promise to implement the
financial solution(s) as agreed between
you and your client. If you have created
an expectation with your client to
implement the solution, the logical thing
to do would be to follow through with
your service promise. Anything less will
lead to a breakdown in the very thing that
you worked so hard to establish – trust.
Of course, if you fail to execute your

STEP 9: IMPLEMENTATION OF AGREED SOLUTION(S)

agreement, the contract will not be issued,
and you will not be paid. Therefore,
it simply makes sense to execute the
transaction fully and effectively.

Z Confirm the correct issuing of the
contract(s) once issued

Z Provide confirmation of such correct

Summary of professional activities

implementation of the transaction to the
client

Z Maintain / re cord / store / save all

What do the top planners do?

records / agreements / applications /
submissions

Z Submit all the necessary application
forms as soon as possible after
completion and obtaining client
signature(s)

Z Request the product supplier to

confirm receipt of your application
on behalf of the client and request
confirmation that all application
requirements are met

Z Obtain a timeline when you can

expect feedback and schedule a followup date for the day after the timeline
given

Jan-Carel Botha CFP®:

Most clients have little understanding of
the backend administration and effort
involved to implement. The secret,
however, is to set realistic expectations
and over-deliver. Again, a professional
makes it look easy but make sure you
allow for enough time to execute.
Wouter Fourie CFP®:

Keep the client informed about the
process and communicate both good and
bad news as soon as possible.

Z Follow up on the process, if necessary,
to ensure effective issuing of the client’s
contract

Z In the event of additional terms (e.g.

counteroffer / loadings etc pertaining to
risk policies), communicate the terms to
the client

Z Confirm acceptance of terms and

submit the signed acceptance letter to
the product supplier as soon as possible

The transaction is never completed until
the business is issued correctly. The
process is not complete until the client
has received a contract and a copy of
your record(s) of advice.

Z Follow up on the process if necessary
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step 10:

REVIEW THE CLIENT’S SITUATION AND RENDER
ONGOING ADVICE AND SERVICES

Activity

Reviewing your client’s life journey and financial position and re-evaluating the
appropriateness of the financial solutions that have been implemented in the past, is
as valuable for your client as going for an annual health check-up conducted by his/
her doctor. Personal circumstances change frequently, which may have a significant
impact on a client’s financial health, and without an annual check-up, your client may
be prejudiced, or you may even end up losing the client. In this chapter we highlight
what an annual review should consist of, and the benefits that ongoing reviews offer,
not only for your clients, but also for you as the adviser.
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Business requirements

As an introduction to this chapter I am
going to remind you of a very important
principle that I highlighted earlier in the
publication.
The purpose of a business is to create
and keep158 a customer. All business
activities must be focussed around this
central purpose.
- Brian Tracy

The retention of clients is vital and lies
at the core of surviving and thriving

of businesses. According to Harvey
Thompson, author of Who Stole My
Customer, this principle is so significant
that there has been a deliberate strategic
shift from a focus on products to a focus
on customers, and one of the top business
issues for CEOs is customer retention.159
You will do well to consider the same.
As a reminder, your clients may go
through a life transition and you do
not want to miss out on having the
opportunity to help your client with any
of the money decisions that go with any
of the following events:

LEAVING FOR COLLEGE

STARTING A CAREER

ADJUSTMENT - WORKPLACE

Buying a car

Buying/selling a house

Changing jobs

Relocation

Financial gain/loss

Going insolvent

Getting married

Separation

Getting divorced

Retirement

Serious illness/disability

Death of a beloved

Significant loss (child)

Parenting

Issues of ageing

Sale of a business

Death of a business partner

Windfall

Legal battle/settlement

Inheritance

Accident

If you have not been in touch with your
client for a while, there is always a chance
that your client may be getting close
to another adviser, and just because
you have been out of sight and out of
mind, it may be convenient for your
client to change advisers. As they say,
timing is everything, and the only way

that you could prevent another adviser
from taking your client is to stay close
to your clients. In their book, Strengths
Based Selling the authors Tony Rutigliano
and Brian Brim have used the term
relationship frequently and emphasise
that a good customer relationship is
ongoing. I cannot agree with them more!

158 - My emphasis
159 - Harvey Thompson, Who Stole My Customer? Pearson Education, Second Edition. 2015: p28
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This is their advice:
One of the worst mistakes you make
early in your career is to see each deal as
one deal. Stay in touch with your clients
and let them be the ones who sell for
you. 160
When a client makes a decision to do
business with you, by the very nature of
your business, your job from that day
forward is to reinforce to the client why
they chose you and why it was a wise
choice. Why? Because we work in a very
competitive industry, and the reality is
that Your clients are always somebody else’s
prospect.
Sustainable success for any business in
the financial services industry depends
on its ability to attract new clients and
to retain the existing clients. According
to all the books on professional practice
management, business management
and professional selling, looking after
one’s existing clients is one of the most
basic principles. You simply must pay
enough attention to looking after existing
clients, because if you want to grow
your business, you must appreciate the
following truth:
The first step towards growing your
business is to look after your existing
clients.

Sadly, looking after existing clients
remains one of the most neglected
activities in our industry, but as the
Retail Distribution Review evolves and
competition gets more fierce, more and
more advisors are getting their ducks in
a row and improving the way in which
they look after their clients. However, it
is not only regulatory pressure and the
redirection of fees or commission that
will force advisers to re-imagine their
ongoing service model to clients, but also
the knowledge that if you do not look
after your clients, somebody else will.
The benefits of doing ongoing reviews
with your clients
Rutigliano and Brim believe that it is more
expensive to cultivate new clients than to
win more business from existing clients.161
This is supported by many authors,
including the late Zig Ziglar, former
sales coach and one of America’s most
influential and beloved encouragers.
Richard Denny, the author of Winning
New Business wrote that it is much easier
to do business with an existing customer,
than to find a new one,162 whilst Russell
H Granger, author of The 7 Triggers to
Yes believes that it is five times easier
to persuade an existing client than a
new prospect, because people need to
be consistent with their prior decisions.
From personal experience as a financial
adviser I can testify that it is far easier and
much faster to do repeat business with
those clients who already trust you. As
a reminder, the sketch below illustrates
Stephen MR Covey’s:

160 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p92
161 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p94
162 - Richard Denny, Winning new business, page 14
163 - Russell H Granger, The 7 Triggers to Yes, page 134
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The higher the trust, the quicker things happen at a much lower cost.

the power of rendering ongoing advice and services

10

TRUST

0

MEETING 1

MEETING 2

MEETING 3

Source: Essential habits of trusted advisors

It often takes only one meeting to
do repeat business with an existing
client, whereas if you had to find a new
potential client, it may take up to three
or four meetings to conclude business,
if the client picks you. Providing financial
planning and advisory services is very
personal and when you have access to
people’s financial affairs the professional
relationship between adviser and client
must be strong – and kept strong.

know when your clients go through
any life transitions, most of which have
financial implications. As the adage goes,
“Out of sight – out of mind”. However,
when you stay close to your clients, you
will know when they go through changes
in their lives and whether they need help
in making any financial decisions. Then,
when your clients go through any of life’s
transitions, you will be top-of-mind. That
is how you grow relationships.

One of the best ways to maintain any
good relationship is simply to keep in
touch. Like any of your friends, your
clients go through many transitions in
life, and you want to be there for them.
If you do not stay in touch you will not

One of the best benefits of a growing
relationship with a client is that it can
lead to referrals, which are gold for
salespeople. 164
- Tony Rutigliano and Brian Brim

164 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p100
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Those advisers who have been fortunate
enough to receive good quality referrals
will know that such a referral is indeed
gold. According to Rutigliano and Brim,
when a client gives a referral, he is offering
a testimony to the value you bring to his
business.165 The research of the authors
of Marketing for Financial Advisers shows
that referrals drive the majority of
business for financial advisers, and that
60% of all business is acquired directly
through referrals from existing clients.166
It will be very difficult to benefit from this
statistic of you do not stay in touch with
your existing clients. After a long and
successful career, former wealth adviser
Larry O’ Sullivan declared:

Your existing client base is the easiest
and quickest way to increase your
business. 167
Some advisers are fortunate enough
to grow their client base purely based
on referrals. However, those referrals
are the result of hard work, ongoing
engagements and relentlessly adding
value to their client base. There would
be no chance of that without any review
meetings with their clients. When you
consider the illustration below from a
client’s perspective, who do you think
would be more likely to refer other people
to you?

Raving fan

Satisfied

Neutral

Dissatisfied

EMOTIONAL LEVEL

Impressed

TIME

165 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p100
166 - See Marketing for Advisors by Eric T. Bradlow, Keith E. Niedermeier and Patti Williams, page 117
167 - Larry O’Sullivan, Client Service Excellence The 10 Commandments, KNO RES PUBLISHING 2010: p97
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From my experience, only impressed
clients and raving fans are likely to refer
other people to you. According to a
Gallup study, satisfied customers were
no more loyal than dissatisfied ones and
they do not spend as much as engaged
customers.
When
Gallup
studied
customer engagement at a large U.S. retail
bank, they found that the attrition rate
among dissatisfied customers was 5.8%
- scarcely different from the 6% attrition
rate of satisfied customers.168 According
to leadership guru, Ken Blanchard, if you
want a booming business, you have to go
beyond satisfied clients and create raving
fans. 169
Blanchard and Spencer believe that:
Success comes to those, and only those
who are obsessed with looking after
their customers.170
The authors of Strength-based Selling
strongly suggest that you should do
whatever you can to connect with
your customers by building strong
relationships grounded in trust and
fairness – relationships that make your
customers feel capable, competent, and
smart – and ultimately make them feel
that you and your company cannot be
replaced.171 In my view, you will not be
able to achieve this without ongoing
engagement and meaningful reviews.
Clients’ personal circumstances change
all the time, which may have a significant

impact on their financial circumstances,
needs and goals. Some of these changes
may occur overnight, and if there is no
ongoing engagement between you as the
adviser and your client, your client may
just become someone else’s prospect.
Providing great ongoing service has many
benefits:

Z It adds value to your client and confirms

your value proposition
Z It helps you to cement your trusted
relationship with your client
Z It increases the chances to retain your
client
Z Honouring your commitments opens
the door for repeat business
Z Keeping your service promise increases
the chances for referrals
Z Ongoing review meetings gives you
the opportunity to strengthen your
relationship with your clients
Z During the review meeting you can
refer to your initial financial plan and
remind your clients that there are still
some financial aspects in their plan that
need to be addressed
Z Your clients may need some
assistance in their planning because of a
transition, which may open new business
opportunities for you
Z Rendering your service in accordance
with the contractual relationship justifies
any ongoing fees or commission being
paid to you
Addressing client enquiries, requests
and/or instructions timeously and in a fair

168 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p117
169 - Ken Blanchard and Spencer Johnson, Raving Fans, HarperCollins Publishers, page 26
170 - Ken Blanchard and Spencer Johnson, Raving Fans, HarperCollins Publishers, page 14
171 - Tony Rutigliano and Brian Brim, Strengths Based Selling. Gallup Press. 2010: p118
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and professional manner simply speaks
of service excellence and providers
should be able to retain clients as a
result. Financial services providers will
not only comply with the General Code of
Conduct if existing clients receive sound
ongoing services in accordance with
the service agreements, they will also
grow as a business at a much lower cost
than to attract new clients through new
marketing initiatives.

cancer was removed. If I did not go for a
regular check-up, I may not have been
so fortunate. The same may be true for
your clients from a financial perspective.
If they do not review their financial
position regularly, they may not be aware
of certain shortfalls in their portfolio or
whether their will is still relevant and
executable. You would be doing them a
great service if you review their portfolio
annually.

By providing great service to your existing
clients, your clients will:

My adviser provides me with consolidated
annual updates of my insurance and
investment portfolio, which puts me in a
position to review my will and portfolio
with my wife. It is of great value to me,
and I am convinced that it would be
valuable to your clients as well. When
clients see your value, it benefits all the
stakeholders.

Z Remain loyal to you
Z Listen to your advice
Z Purchase more products from you in

future
Z Speak to you when there are things
that concern them, and thus not surprise
you with a complaint
Z Become a patron and ambassador for
the business
Retained
clients
are
a
advertisement for your business.

great

- Larry O’Sullivan 172

Another benefit for your clients is that they
do not have to go through another timeconsuming exercise with a new planner
should they leave you. In my experience,
people prefer to stay with people they
know, like, and trust. Therefore, if you
look after them, everybody wins.

Benefits for your clients

When you reach a certain age, going for
an annual medical check-up is a wise
thing to do. If it was not for that, I may
have lived with prostate cancer for years
before it was discovered, and then it
may have been too late. Fortunately for
me, I was diagnosed at an early stage
and after a radical prostatectomy, all the

172 - Larry O’Sullivan, Client Service Excellence The 10 Commandments, KNO RES PUBLISHING 2010: p99
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Legal requirements

more than once for performing a similar
service;
(iii) any actual or potential conflicts
between the interests of clients and
the interests of the person receiving
the financial interests are effectively
mitigated; and
(iv) the payment of those financial
interests does not impede the delivery of
fair outcomes to clients.

Section 3(1)(d) of the General Code of
Conduct states that:

The service offered by a provider to a
client must be rendered in accordance
with the contractual relationship and
reasonable requests or instructions of
the client, which must be executed as
soon as reasonably possible and with due
regard to the interests of the client which
must be accorded appropriate priority
over any interests of the provider.
(d) A provider or its representatives
may only receive or offer the financial
interests referred to in subsections (a)(iii),
(iv) and (v) if–
(i) those financial interests are reasonably
commensurate with the service being
rendered, taking into account the nature
of the service and the resources, skills
and competencies reasonably required
to perform it;
(ii) the payment of those financial
interests does not result in the provider
or representative being remunerated
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Section 7 of the General Code of Conduct
requires that:

(4) A provider who has provided advice to
a client or is rendering ongoing financial
services to the client in respect of one
or more financial products, must on a
regular basis (but not less frequently
than annually) provide the client with
a written statement identifying such
products where they are still in existence,
and providing brief current details (where
applicable), of (a) any ongoing monetary obligations of
the client in respect of such products;
(b) the main benefits provided by the
products;
(c) where any product was marketed or
positioned as an investment or as having
an investment component, the value of
the investment and the amount of such
value which is accessible to the client; and
(d) any ongoing incentives, consideration,
commission, fee, or brokerage payable to
the provider in respect of such products;

STEP 10: REVIEW THE CLIENT’S SITUATION AND RENDER ONGOING ADVICE AND SERVICES

provided that such a statement need not
be provided where the client is aware, or
ought reasonably to be aware, that the
provider concerned does not render or
has ceased rendering ongoing financial
services in respect of the client or the
products concerned.
Interpretation and comments

During the lockdown I facilitated a few
workshops for financial advisers about
the value of ongoing client reviews.
During these workshops I asked advisers
the question:
“If compliance was not an issue, and you
purely considered reviewing your clients’
portfolios for purposes of adding value
to your clients and maintaining close
personal relationships, how often would
you engage with your clients?”
Without exception, all the groups agreed
that advisers should engage with their
clients at least once a year. Some advisers
even recommended that you should
engage with your clients on a six-monthly
basis. Again, it appears that if advisers
approach their clients from a relationship
perspective, it makes perfect sense to
review their portfolios on an annual basis.
Therefore, I submit that the regulatory
requirement that advisers must on a
regular basis (but not less frequently than
annually) provide the client with a written
statement identifying such products
where they are still in existence, and
providing brief current details, is merely

a confirmation of what advisers believe
that they should be doing anyway.
From personal experience I know that
it is easy to make promises regarding
ongoing reviews to people at point of
sale. It is very easy to promise, but it is
difficult to execute consistently. When an
adviser makes a promise to render
ongoing services to the client, such as
reviews, renewals and ongoing portfolio
management, the adviser must keep that
promise, because that promise, when
accepted by a client becomes a contractual
obligation.173 Should you fail to honour
the agreement, technically you would be
in breach of contract and therefore not
entitled to any ongoing fees.
The FSCA has been very clear in the Retail
Distribution Review Proposals that, in
principle, ongoing remuneration should
be coupled with an ongoing service. One
way to test the reasonableness of the
principle would be to ask the question:
Would you be happy to pay an ongoing fee
to someone if you did not get anything in
return?
How to use compliance to build
trust?
Here are some ways that your compliance
can build trust:

Z When you make a service promise,
you give a client hope and create an
expectation. When you keep that promise,
you built trust

173 - See section 3(1)(d) of the General Code of Conduct
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Z When you provide your clients with
updated statements, you remain
relevant and provide your clients with a
new point of reference and new
discussions

Z Providing updated statements and

reviewing your client’s portfolio
demonstrates care, which will maintain
the trusted relationship
Sending the minutes of your meeting
to your client after reviewing his/her
portfolio speaks of professionalism and
professionalism is always appreciated
and builds trust.

What do the top planners do?
Gerrit Viljoen CFP®:

Once the financial solutions are
implemented, we like to see the client
again to make sure everything is in order
and done as we proposed. We also see
this as the first phase of the ongoing
process which to us is arguably the most
important of all phases. If we are not
able to demonstrate that over time the
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scenario chosen by the client is on track
to achieve its long-term objectives, the
whole planning exercise was futile. Many
planners have sophisticated financial
plans and then never make sure the
solutions perform as they should.
Close monitoring on at least an annual
basis, we believe is the minimum
engagement with the client to be able
to closely monitor and make corrections
where necessary. This phase always
ties back to the client’s original goals
and requirements or to new ones if
circumstances changed.
Life events happen whether we want it
or not and the death or critical illness of
a partner can have dire consequences if
not just on an emotional level. Engaging
with clients through all phases and
markets will solidify the trust that is built,
especially if the communication flows are
more frequents during difficult market
conditions. This is normally a time we all
would want to take leave, not respond,
and wait until markets have stabilised,
but our experience shows that clients
need hand holding more, and appreciate
it more, when things are tough.
Jan-Carel Botha CFP®:

Set expectations. Clients must be well
informed of the frequency, importance,
and content of the reviews to be held.
Many older clients are hesitant to
review meetings because of their past
experiences. Reviews have been misused
by many advisers as pure sales
opportunities. My experience is that
when clients understand the importance
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of the reviews, which is paramount to
the success of the plan and strategies
implemented, they are eager to attend
these meetings. It becomes the anchor
for the ongoing relationship and further
referrals from clients. Clients that do
not actively engage or show resistance
to ongoing advice and reviews, despite
being done in a professional and
consistent manner, should be monitored
and special attention given to as this can
be a warning sign for many aspects in
the relationship and the client’s financial
wellbeing.

information from the client to establish
whether the client’s needs, objectives
and/or risk profile have changed in any
way, will create opportunities for you to
add value to the client. If any details
regarding these three elements have
changed, the entire client interaction
process from step 2 to step 8, as explained
in this manual, will then be repeated.

Wouter Fourie CFP®:

Our service level agreement and fee
structure determine our ongoing service
levels and meetings with the client. All
our clients receive regular newsletters
and market updates. During the
implementation stage there is a lot more
contact while the trust relationship is
built.

client may be going through or may be
facing soon
Z Review the client’s financial position as
per the updated portfolio
Z Agree again on the client’s needs,
objectives, risk profile and priorities
Z Obtain new qualitative and/or
quantitative information, if applicable
Z Conduct an analysis on the new
information, when applicable
Z Develop a new strategy, when
necessary
Z Present new financial planning
solution(s), when necessary
Z Present new financial product
recommendations, when applicable
Z Agree on the new solutions to be
implemented (when necessary and
when applicable)
• Record the agreement(s) in the minutes

Conclusion

Thereafter

When doing an annual review for a client,
it seems logical to prepare an updated
statement of the client’s existing financial
portfolio. Usually, by gathering new

Z If nothing has changed, send the

Regular feedback and communication
are not negotiable. Invest in a good CRM
system and use it. As your business
grows, you will realize that data integrity
becomes very important and can make or
break a business. If you don’t look after
your clients, your opposition will.
Janet Hugo CFP®:

When you conduct an annual review,
consider the following:

Z Review the client’s life goals
Z Discuss potential transitions that your

minutes of the meeting as confirmation

Z Implement the new solutions as agreed
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Z Follow up on the process if necessary
Z Confirm the correct implementation as

agreed in writing
Z Agree on the ongoing services required
and confirm the next review date
Reality check:

There is someone out there right now
talking to or planning to call some of your
clients. If you do not look after your
clients, somebody else will.
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However:

If you do look after your clients properly,
they will remain clients for life, and
everybody wins.
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PROVIDE HOLISTIC
FINANCIAL PLANNING
AND EXCELLENT SERVICE
Make proper advice a priority
PROFESSIONAL INTRODUCTION
Use our pre-populated PDF forms to complete
disclosures and introduce yourself to potential
clients in a professional manner.

GATHER & EASILY RECORD
CLIENT INFORMATION
Easily capture client’s personal and
compliance details.
Focus on the client’s relationships to
understand their circle of influence.
Capture client’s current investments, risk
products and lifestyle assets.
Use Astute integration to assist you in
obtaining and recording data.

AGREE ON A SERVICE AND
CONDUCT AN ANALYSIS
CUSTOMIZED TO YOUR
BUSINESS

PROVIDE EXCELLENT
ONGOING SERVICE AND
CONSISTENT ADVICE
Enjoy our CRM functionality with bulk
sms and e-mail integration.
Segment your clients and set up
multiple review dates.
Keep your client’s portfolio record up to
date with daily automated value and
transaction feeds from investment
product providers.
Create modern branded client reports
with IRR calculations and asset
allocation.
Easily review and update your client’s
previous financial plan.
Provide the client access to view their
latest portfolio details and reports using
our customisable Wealth Portal.

Use our modern financial planning tools to
conduct an analysis.
at the previous step.

AGREE ON YOUR UNIQUE
SOLUTION & IMPLEMENT

Save for retirement.

Keep a proper record and audit trail of

Wealth preservation and post retirement

advice given and your process followed.

Quick and easy to use, most capturing done

with detailed cash flows.
Save for a goal.
Plan for Death with the option to include an
estate liquidity analysis.
Plan for Capital and income disability.
Plan for Dread disease and temporary
disability.
Conduct a Business Needs Analysis.
Produce a state of the art and customizable
financial plan.

Conclusion

OUR PROFESSION IS ABOUT HONOUR,
PURPOSE, AND COURAGE

Honour
Purpose
Courage

Honour

The financial services industry offers every opportunity to serve our own interests
and our profession is in desperate need of financial advisers who act honourably. To
conduct business honourably means to serve clients honestly and with integrity, treat
them fairly, act with skill, care, and diligence and always have their best interests at
heart. This will ensure that we enhance the integrity of the financial services industry.
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CONCLUSION: OUR PROFESSION IS ABOUT HONOUR, PURPOSE, AND COURAGE

Purpose

Financial planning is about helping
people to make good financial decisions.
We are here to serve people because we
care, and by doing so our service makes a
meaningful contribution to people’s lives.
Courage

Financial planning is a highly competitive
profession and legislation is extremely
onerous. To be successful will take a lot
of hard work and courage. Most financial
advisers go through many trials in their
career and should that happen to you,
the following wisdom may be helpful to
you.
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You cannot control what happens to you,
but you can control the way you think
about all the events. You always have a
choice. You can choose to face them with
a positive mental attitude.
- Roy T. Bennett, The Light in the Heart

Although you cannot control what
happens to you in this profession, you can
control how you approach each day as
you engage with clients. You can control
your decisions and I sincerely hope that
you decide to make your career count! If
so, I want to encourage you to take
extreme ownership of every step in the
ten-step process and become a master in
professional client engagement. Salute!

COMBINE DIFFERENT
retirement income solutions for optimal effect

As a leader in the retirement space, we adopt a goal-based approach that gives people the
flexibility to combine products to promote the best possible retirement outcomes.
By using Glacier’s Investment-Linked Lifetime Income Plan* together with a living annuity,
you have the best of both worlds: market-linked returns and growth, together with retirement
income security, as well as the opportunity to leave a legacy.
*This solution combines the advantages of a living annuity and a guaranteed life annuity.

Visit www.glacier.co.za or www.glacierinsights.co.za to view our full retirement offering.
The Glacier Investment-Linked Lifetime Income Plan is underwritten by Sanlam Life Insurance Ltd.
Glacier Financial Solutions (Pty) Ltd and Sanlam Life Insurance Ltd are licensed financial services providers

