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Thank you
A huge thank you to all the Financial Planning
Professionals who have provided valuable
content.
You can suggest ideas for future content by
tweeting and including the #pfspower hashtag,
or by contacting any of the panel members
(see details at end of guide)
pfspower.org.
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BRINGING MONEY TO LIFE
Our aim with the POWER Guides is to empower and equip our readers to
change people’s lives through Financial Planning. For many this means a
change in mindset from transactional advice to a more comprehensive,
life-focused service. By Ruth Sturkey
You may provide a great client advice
service already. Why change? Change is time
consuming, unsettling and means you need to
learn new things. You have a sound business;
you are profitable; you have satisfied clients
who trust you. What’s the incentive?
Evolution not change
I believe you are on the cusp of even greater
success. I stood in your shoes at the start of my
journey. I was successful, yet I felt disengaged
with the constant stream of clients, products
and transactions. I was providing a service, but
I wasn’t really answering the big life questions;
have I got enough? Are my family and I going
to be alright? I didn’t know how to answer
such things.
My light bulb moment was finding cashflow
planning and inspiringadvisers.co.uk. I started
to learn that I could bring money to life by
using cashflow planning. Cashflow planning
coupled with the use of several thoughtprovoking questions started some truly
rewarding client conversations. My thinking
and my business started to evolve.
What if you could evolve your business to
bring you, and your clients, a whole heap of
positive benefits?
The place to start is with you
What do you want out of life? What does a
life well lived look like to you? What do you
want your business to stand for? Why are you
doing what you are doing? Do you just want
a job and a way of getting to 60 or 65 before
stopping? Or do you want a job that gives you
more pleasure, deeper meaning and a buzz?
A buzz of pride and satisfaction as you realise
that you have the power to help clients lead a
life that they perhaps didn’t know they could
choose or achieve?
Change people’s lives
Financial advice solves a problem. Investment
management helps someone grow their wealth.
Tax planning may help someone pay less tax.
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Each are important. Rarely are these three
activities life changing.
Coaching clients to articulate what is important
to them about their money and their life is
a skill. Most clients have never been asked
these questions and really listened to. They
are certainly not used to the financial services
industry asking these questions. Few people
really stop and think about their life in this
way. But, when they do, the answers normally
encompass the following pillars of life: freedom,
choice, security, time and the ability to help
others. Once we know what is important to
our clients we can then build a Financial Plan
to make that happen.
Futureproof your business
Financial advisory businesses are under attack.
Technology can build more efficient investment
portfolios at lower cost than most of us.
Business models will increasingly be challenged
by algorithms, apps and robots. Much of what
we might have traditionally done for clients will
be commoditised.
Moving your business to a coaching-led
Financial Planning business, where you ‘sell’
your clients their future is powerful. Combine
this with a structured Annual Planning process,
where you revisit your client’s Plan to ensure
they remain on course, adjusting as necessary,
gives you a solid and predictable business.
Most people do not know that they want or
need Financial Planning until they experience
it; once they do they will not only be clients for
life but they will be advocates for life.
An opportunity to master new skills
Evolving from advice to Financial Planning
means new skills. These skills are likely to
include listening, cashflow planning and
coaching skills. There are many resources,
videos, workshops and conferences available
to help you learn and develop. There may
be some initial costs as you evolve your
business, but I encourage you to view this as
an investment in you and your clients’ future.

Supercharge your team
Imagine how inspired and engaged your team
would feel if they were involved in building and
delivering on plans which helped to change
lives. Creating a work environment that does
good for its clients will help you motivate and
retain your team. It will attract new recruits to
your door.
Putting value into your fees
There is much debate about the right amount
or method of charging; neither are the main
issue. The key is the value your clients receive
or perceive from their Financial Planning. You
and your client can easily quantify the income
tax saving for a higher rate tax payer on a
personal pension contribution of £40,000.
But how can you quantify the value in:
• Giving someone confidence to go ahead
with the renovations for her dream home,
knowing it won’t impact future financial
security
• Showing a couple they can afford to give up
the corporate rat race years before they had
ever imagined it be possible
• Showing a lady approaching retirement
that she can afford to take a sabbatical
to go travel?
Believe me, if you change someone’s life
possibilities, you are very unlikely to have any
discussion about fees.
Build a sustainable, profitable business
Financial Planning clients love the peace of
mind that you bring to them year upon year.
Loyal, life-long clients bring value to you, both
in terms of your annual income as well as a
future business value. It means you do not need
to be constantly hunting for new clients.
Do the job well and your clients will be falling
over themselves to refer you to their friends
and family.
It’s the right thing to do
An asymmetry of knowledge exists in financial
services; on the one hand the financial adviser
who knows exactly what their client should do
to reach any given end. On the other, we have
a client who has little idea of how to achieve
‘enough’ and will do as they are advised. We
find ourselves in a very powerful position
of influence. Use this power and influence
mindfully. Financial Planning is about our
client’s life and enables us to help and engage

them in a way that even the most ethical,
technical and product led service cannot.
Advice may follow but only after and
in support of the planning.
And what do our clients say?
This is the acid test. According to our clients,
the real value of Financial Planning is not in
saving tax or investment management although
these are of course a big part of what we do to
support the planning, but in the non-tangibles
such as:
• Helping them visualise their future by
creating their ‘Life and Financial Plan’
• Providing peace of mind
• Saving time (which they can never get back)
• Preventing expensive mistakes through
financial coaching
• Being there as a sounding board
• Simplifying their financial affairs and keeping
them organised
• Acting as a hub
• Providing oversight across various other
professional advisers, such as lawyers and
accountants gives them a seamless financial
experience
• Providing ongoing education both for them
and also their children resulting in multigenerational planning
• Being ‘the number on the fridge’; the
second person their wife/husband/partner/
son/daughter would call in the event of
a disaster. I don’t think there is bigger
compliment than that!
Our role as Financial Planners is to help our
clients use their money to live the best life
they can. Done well, not only will you earn a
good living, you will feel a huge leap in purpose
and job satisfaction. The two are not mutually
exclusive. Do the right thing and success
will follow.
Accelerate your evolution today, I can assure
you that you will not be disappointed.

Ruth Sturkey
Client Director – London
CFPTM Chartered MCSI, FPFS,
Certified Financial Planner,
Chartered Financial Planner
Paradigm Norton
paradigmnorton.co.uk
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PIERCING THE SURFACE
Developing a Financial Planning proposition can seem like a huge
undertaking. But if your focus is already on achieving good outcomes for
clients, you have the core foundations already in place. By Natalie Wright.
Tackling everything at once might seem
too big a task. Breaking down the process
and identifying what you need to do to start
focusing on client needs is a good way to start.
Speaking to other financial planners, and asking
for advice on how they went about it, is a
great idea. The Financial Planning community
is always willing to share. I started thinking
about how I needed to work differently in 2016
when I first decided to enter the Chartered
Financial Planner of the Year Award. I wrote
the personal statement, then went on to the
technical case study and to be quite honest I
massively underestimated the amount of work
involved. When I got to the interview process,
I felt completely out of my depth.
Why should I be Chartered Financial Planner
of the Year?
In all honesty, when I first had my interview in
2016, I couldn’t answer this question properly
because at that point I genuinely didn’t believe
I was a good enough Financial Planner. The
questions that the panel asked, made me
realise I wasn’t actually doing planning to the
level that they were looking for. Following
a conversation with the 2016 winner, Kate
Gannon, I read two books which had a big
impact on me: ‘Start with Why’ by Simon Sinek
and ‘The One Page Financial Plan’ by Carl
Richards. I read those books and thought, I
definitely need to be thinking more about the
process I’m going through with clients because
it felt too transactional.
My strength is client service, I really look after
all my clients; I’ll respond quickly, I know lots
about them but as I started thinking about
the work I was doing and the discussions that
were taking place, I realised that my client
conversations weren’t really piercing the
surface.
I joined nextgenplanners.co.uk in late 2016
and the best thing that I have got from that
community from a personal perspective is the
ability to be part of a community of financial
planners who are willing to talk about their
own challenges and successes and to share
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ideas without judgement. You get a really good
spread of different views on things and there
is no one right or wrong way. I noticed there
were a lot of similarities in people who have
been in a transactional type businesses who
then decided either to set up on their own, or
make changes in their business to have a focus
on Financial Planning.
At that point I had been using cashflow
modelling on an ad hoc basis with clients.
We weren’t using it with all clients, we were
using it for specific cases. Listening to the
Maven Money podcast by Andy Hart made
me think completely differently about why
planning really needed to sit at the heart of my
conversations with clients. Because my initial
training was with a big wealth management
firm, conversations had focused more on the
investment strategy, returns, performance
and risk. You’d meet a client, maybe they’ve
got money invested, or they were thinking
about investing for the first time and that
was the main focus of the conversation.
Having conversations around ‘this is how your
investments have performed’, ‘this is how
we manage risk’ or ‘this is how we compare
to the benchmark’ were normal day to day
conversations.
But, if you think about it, the majority of
people actually come with just one basic
question:
“Am I going to be okay?”
It was when I shifted the discussion about
investments and made it a small part of my
conversations with clients, I immediately saw
a change.
Instead of asking about investments, pensions
and savings, it became about …
“What’s is it all for?”
It became more about having a timeline
in place and setting some specific goals
around that.
“So, you want to retire at this point, can
you explain more about that?”

And then people naturally start talking
about why …
“I’m actually really stressed.”
“We’ve gone through this restructuring in
the business and now I’m having to do a lot
more in this area, whereas I actually prefer
working in this area.”
“My partner has reduced their hours,
I’m quite jealous, I’d like to do the same.
I don’t know if it’s possible.”
These are simple things. I started probing
more when I talked to my clients. I really
listened to what was being said and why.
Practice mde it easier to ask the right
questions.
Once I started to concentrate on opening up
conversations everything shone in a new light …
“How do you feel about where
you are heading?”
“Is this something that is particularly
bothering you?”
“What would you like to change?”
You need to help clients find what the goal is,
not everyone has a clear sense of where they
want to be.
I’ve got one client who decided to retire at
65. That was the age everyone retired within
his office. I met him in 2015. We did lots of
Financial Planning to set him and his family up
for a comfortable retirement but he couldn’t
connect with it. We carried out cashflow
modelling with him. We ran various scenarios
but it was all about the numbers; nothing was
linked to a goal. It was only when I changed
my questioning that I recognised that it was
because he needed help to really uncover his
goals. He had been working towards retirement
at a set point because that is what he felt he
should do but he had never given himself time
to think about what his personal goals were.
Now my focus has moved from the numbers
to the goals, he and his wife are far more
engaged. At first it didn’t feel natural to me
to be talking about stuff which isn’t always
tangible.
“So how do you feel about this?”
“What are your aspirations? Your goals?”

It felt a bit too fuzzy and emotional. It
sounds ridiculous when I say it now because
obviously finances and emotion are absolutely
inextricably linked. But because my focus was
on more tangible numbers, it felt like a big
leap to suddenly change my entire approach
and it didn’t feel comfortable. The more I
understood about lifestyle planning, I realised
the full George Kinder style approach was not a
natural fit with me or the majority of my clients.
I learned that you don’t need to replicate
someone else’s style, you need to find what
works for you – above all else it is important
to be genuine and to be your authentic
self. There is no exact or perfect way to
approach Financial Planning. There is plenty of
information out there about how to have great
conversations with clients. I take bits from each
source and turn it into what works for me.
Focusing on planning and creating tangible
benefits helped me develop deeper, more
enjoyable client relationships. It also …
• Drives more referrals
• Retains clients over the longer term
• Provides a means of client succession
by working with families
• Provides access to the next generation
• Helps to safeguard long-term income.
Within a 12 month period, I saw big increase in
client referrals to about 55%. From a business
perspective, that’s a massive leap.
This was my confidence builder.
It became less about the solution and the
underlying investment strategy and more
about …
“If we put this plan in place, it will help you
achieve this, this and this, and by this date.
“If you think achieving all these goals is
valuable, this is the fee”.
I got more buy in for the level of fee and I
found it easier to pitch the fee.
In the past, if you were just taking this money
and investing it, you’d quite often get into a
beauty parade pitching against other wealth
managers. That became about price.
I deal mainly with business owners:
negotiation is in-built.
In early 2018, I met with someone who was
meeting with two other advisers, after selling
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their business. I was the only one who did
cashflow planning with them and spent time
understanding …
“You sold this business, what does that
actually mean?”
He needed to find what he was going to do
next. His wife was the one that worried about
the finances the most and had managed them
so far.
Her concern was …
“If he’s not working, what will we do? What
does this mean in 10 years’ time, when the
children want to go to university? Can we
do all these things we want to do?”
It was about providing peace of mind,
confidence and strategy.
Going back maybe three years, we might have
gone straight to, “Let’s review all your pensions
and investments.” I suspect that’s what the
other two advisers said.
Now my focus is on where are the clients
now and where do they want to be? Because
I’d spent a lot of time with them, getting to
know them, what they wanted and where they
wanted to be in the next 5, 10, 20 years, the
fee was quite a bit higher than the other people
I was pitching against.
The client thought about this for a while. It’s
not just a new way of working for advisers but
it can be a new way of working for clients – in
this case they had always had a transactional
relationship. We had entered new territory for
them so they needed to think about what it
all meant.
When we had another meeting, I couldn’t
gauge their interest. I said …
“This is about the plan and if you don’t get
on board with the plan and recognise that’s
where the value is, this isn’t going to work.
So maybe I’m not the right adviser for you.”
In that same conversation they said …
“You are the person we want to
work with.”
They explained that it was the biggest decision
they have ever had to make and they needed
to feel really comfortable. I completely
understood. Ultimately I was appointed
because I had evidenced that the value was in
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the plan and that this was about a long term
relationship, regardless of what markets are
doing! You can always change investments,
strategies and other things, but at a core level,
if there is a plan in place that is being regularly
reviewed and that everybody understands,
with a clear focus, that is the most valuable
aspect.
The fee was £18,600; £12,500 for the review,
the balance for implementation.
I don’t want to get into discussing the right
fee model. I think everybody has to do what’s
right for their own firm, for the work they are
doing and what sits well with their clients. We
have to take into account that every business
is different, we have different fixed costs,
different expertise and we deal with clients
who have varying needs.
We need to speak about fees so much more
openly. It is important to demonstrate what
the value is for the fee we’re charging.
With more focus on technology, being able to
access certain solutions online means part of
the process is becoming commoditised so it’s
more important than ever that we are able to
articulate the value we’re providing for a fee.
Otherwise we’re in danger of getting into a
situation where we’re trying to compete with
something that’s being commoditised, which
is where we were pre-RDR.
I continually challenge what I’m doing.
I still look at what others are doing and I want
to keep learning and evolving. I recognise that
there are far more experienced and intelligent
people in this profession who can help me be
the absolute best I can be. I’m really passionate
about what I do. I want to create good
outcomes for clients.
I’m really keen to continue working closely with
my accountancy colleagues, to get them into
the frame of mind for helping people as early
as possible so that we can set them on the
right track. This is really important.
The earlier we can start working with clients
and getting them into good habits the better.
I want to be able to help people make the
right decisions earlier on because I can see the
value it’s going to add long term. Those clients
become very loyal. They will recommend us
to other people because they’ve experienced
planning over a longer period of time as they
transition through different life stages and

you’ve been able to help. The value you bring
is massive.
What really drives me now is seeing younger
planners coming into the profession. Free from
the baggage of transactional advice. They are
choosing Financial Planning because they’re
interested in the outcomes for clients. They
are interested in being part of a business that
helps people achieve their aspirations. We are
taking 10 graduates a year at the moment and
I find it so refreshing to see the next generation
of Financial Planners coming through with this
attitude.
Our operational structure
Behind each Financial Planner there is an
Assistant Financial Planner and that is someone
who’s come through our graduate scheme.
The scheme runs for 4 years, with year 1 and
2 focusing on building their understanding of
financial planning, completing R01-6, getting
to grips with report writing and understanding
products as part of a solution. Years 3 and 4
are spent understanding why we do what we
do and the impact that financial planning has
on our clients, this is backed up by completing
exams to get them on the road to becoming
Chartered, ensuring their technical knowledge
is at a high level and soft skills training so they
will be ready to engage with clients when they
are signed off.
Between the Financial Planner and the
Assistant Financial Planner we have a
Paraplanner, who is fully involved in the
Financial Planning process. We’ll go through
all of the notes from the meeting, explain
the plan and where we want to be. We go
through cashflow and then they will put the
report together. It’s a collaborative process.
The Paraplanner will challenge us, searching
for things we may not have thought of and
considering possible alternatives.
Centrally we have a team who process all our
administration and handle the trading. Then we
have a research and development team whose
job it is to do all research of product solutions
and we have an investment team based in
London who are purely focused on strategy,
picking the right investment funds and
solutions so that as Financial Planners we don’t
need to be thinking about that a granular level.
Then we have a separate compliance team.

This structure means that as a Financial
Planner we can spend more time with clients.
SOME OF MY RECOMMENDED
RESOURCES:
Contact
PFS Financial Planning Practitioner
Panel Members
See inside back cover

Visit
pfspower.org
for events, guides, videos
Books
‘Start with Why’, Simon Sinek
‘The One Page Financial Plan’, Carl Richards
Community
pfspower.org
nextgenplanners.co.uk
Podcasts
fptraining.academy/podcasts
fptraining.academy/adviser-gap
adviceintelligence.com/podcasts
(goals based)
kitces.com/podcast
kinderinstitute.com/category/2019
Cashflow
mavenadviser.com/podcast

Natalie Wright FPFS
Director & Chartered Financial Planner
@nwright_cfp
Mazars
mazars.co.uk
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JOB SATISFACTION, WELLBEING
& GENUINE JOY
To be certain your business is futureproof, you have to predict the future
and put plans in place to meet the demands put upon you indefinitely.
Easy eh? By Julie Lord.
How boring it would be if life was predictable,
if people didn’t change their minds, if we didn’t
fall in love with unsuitable people, if politicians
told the truth and if we only needed to see
clients once to solve all their problems.
To be successful in business and thrive, we
have to be flexible, agile and open minded. We
can never stand still, we have to be constantly
thinking about the next thing. What we can
do better, faster, bigger or simpler to help our
clients reach their goals in life.
Understand the world around us
There is an enormous amount of competition
out there. Not from each other. There will
always be plenty of clients to go around. The
competition is from pioneers. Especially those
who use technology to deliver a great service.
Amazon has revolutionised the shopping
experience raising expectations that we now
have to match in our businesses.
There is a shift in mood, especially among
younger people, around the protection of
the planet. Recent demonstrations all around
the world are pushing this issue to the top
of people’s agendas and we as Financial
Planners have to take note. Simple changes
like using client portals to deliver client reports
rather than using lots of paper need to be
considered to take account of how strongly
some people feel.
Aside from the practical points of embracing
technology and saving the planet, our
businesses will only continue to attract and
retain clients for as long as they remain happy
with our service.
A lifelong service
With lives changing so quickly and the
increasing possibility of living longer, we
need to be providing a lifelong service that
addresses all their concerns. This is what
makes Financial Planning businesses different
to any other – the lifelong service that is
needed and valued by clients who are happy
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to pay our fees, willing to accept our advice
unconditionally, promote our services to their
wider network and become an ambassador for
our business.
Successful Financial Planning businesses
understand how clients feel. They know they
can be nervous, overwhelmed, insecure,
frightened, and unknowing. We provide a safe
pair of hands and a great deal of reassurance.
Clients can also be overconfident; too
optimistic and with spending out of control.
This needs to be challenged and properly
understood.
When clients feel they are understood and they
trust their planner to put their interests first, the
ongoing relationship will be strong. It will be
so valuable that they will never want to lose it.
They will want their friends and family to have
it too.
Futureproofing your business is about
recognising that current transactional
models will disappear. Financial products
can be sourced online and for those who are
interested, so can financial education.
By concentrating our business on client’s lives
rather than on their money, we can be certain
of a strong ongoing relationship and that they
will come back year after year for confirmation
that they are still on track. Many clients need
permission to spend their money. They have
often been frugal for many years and can’t
break the habit. How wonderful to be able to
help these clients to change their lives and their
financial behaviour.
This is the Power of Financial Planning
The value we can add to people’s lives is
immense. I don’t mean just by saving tax or
improving investment returns or providing
income/capital in the event of disaster – these
elements of our service are taken as read.
But we can really help to change lives for the
better and that kind of service can never be
commoditised or robotised.

Our businesses will be safe in the future
Demand for this type of service will almost
certainly increase as people will always want to
feel reassured and confident about their money
being used for their best (and longer) lives.
Financial Planners will be in business long after
all the transactional, product flogging advisers
have closed down: we will be in demand, well
paid and personally fulfilled.

What other job offers such satisfaction,
wellbeing and genuine joy?
This is the future!

Julie Lord
Chief Executive
Certified Financial Planner, Chartered
Financial Planner & Chartered Wealth
Manager
Magenta Financial Planning
magentafp.com

If you are serious about change:
• Your first meeting should be all about the
clients: ask questions about their life, hopes
and dreams. Find out what is important
to them.
• Ask ‘touchy feely’ questions: “How do you
feel about … ?”
• Listen carefully to the answers and to what
is NOT said.
• Don’t interrupt – let them speak.
• Don’t ask about money until you are clear
about what needs achieving.
• Don’t talk about you until you know what
they want to achieve. Tailor your service
to their needs.
• Don’t talk about financial products until
much later – these are just the vehicles
needed to serve a higher purpose.
• Do show empathy, understanding and gain
client trust.
• Do talk to clients about “family planning”.
Ensure all family members are on the same
page. It is a powerful concept. Everyone
likes to save for their grandchildren; maybe
help the young ones with a house deposit;
save the oldies from paying too much in
care costs; provide security in the event
of disaster and ensure the family wealth
is passed through the generations. No
financial products here, just a whole load
of valuable advice that will need to be
re-assessed every year – forever!
• Do ensure you have proper resources in
your business that allow you to spend time
developing great client relationships.

• Don’t get caught up doing the admin or
paraplanning. An investment here will pay
massive dividends and ensures you can
spend all your time on developing the
best client relationships possible - the
ones that create longevity, family loyalty
and an enduring business.
• Define your business model clearly and
ensure that all processes are clear and
repeatable. Greater efficiency means
greater profit.
• Do consider different business models for
different clients. For example, a cheaper
more streamlined service for younger
clients. Once these younger people are on
board and you have the tech and green
credentials to keep them happy, they will
at some point be begging you not to retire!
• If you are uncertain what your current
clients value in your business, ask them!
They won’t praise your investment skills
or your lovely report writing; they will talk
about how you make them feel and that
you understand them.
• When you serve clients well, they will
become your ambassadors and sell
your service for you: your futureproof
sales force.
• Do have confidence. This is the way
forward. Financial Planning businesses of
the future will be different and depend on
relationships not products.
• Remember … if you do what you have
always done, you will always get what
you have always got.
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FOCUS ON WHAT YOU CAN CONTROL
Structuring a Financial Planning business can be difficult. Applying some
investment principles can paint an interesting picture. By Duncan Parkes.

The investment philosophy
1 Structure
The portfolio structure must be
based on the emotional and financial
tolerance for, and need to take, risk.
It involves selecting sensible risks to
take and using high quality, low cost
funds to capture the rewards available
for doing so.

2 Governance
Delivering the greatest chance of a
successful outcome and avoiding fads
is important. Much of this work is done
behind the scenes and goes unseen.

3 Hand-holding
The hardest part of investing is
having the confidence and emotional
fortitude to stick with the programme
through thick and thin.

4 Rebalancing:
This seeks to ensure that the risk level
of the portfolio remains where it was
specifically designed to be. This takes
discipline.

5 Manage costs effectively:
Reducing costs is one of the free
lunches in investing, and is achieved
without taking any risk. Costs come in
two forms – financial and emotional.
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The business approach
1 Structure
Structuring a business can be difficult. Too often,
focus is given to the things that might change
and we therefore try to predict the future.
When looking back over the history of financial
advice we know that change is constant, be
that through regulation, product innovation or
technology. On the flip side we know that some
things don’t change.
The evolution of Financial Planning has
introduced new concepts in recent years that
will probably be around for years to come.
We offer:
• Peace of mind
We have seen through the issues
experienced with robo advice that the
public are looking for peace of mind and
reassurance when making investment
decisions. The choices in terms of provider,
product and fund choice when combined
with media noise makes people question if
they are making the right decision.
Giving people the confidence to make
informed choices over their finances could
form a key part of your offering.
• Freedom
People lead busy lives and do not necessarily
have the time and/or inclination to manage
their own finances. Engaging with a Financial
Planner can give them the freedom to focus
on other areas of their lives safe in the
knowledge that a professional is looking
after this aspect
of their life.
The majority of our clients prefer to be
engaging in their favourite pastime rather
than worrying about their money.
• Opportunity
One of the true benefits of Financial Planning
comes in the opportunity it can bring.
Whether this be through early retirement,
having the ability to make gifts to family
members, fulfilling a bucket list etc. Financial
Planning can bring these opportunities to life.

Perhaps this is one of the key differences
between financial advice and Financial
Planning. Financial advice is about investing
money; Financial Planning is about how
much of it they can spend.
Comprehensive Life-focused Financial Planning
has been benefitting clients for years and will
continue to do so into the future.
With this in mind, you can scope a Business
Plan in more detail with emphasis being given
to three key areas:
1 What exactly are you going to offer to your
clients i.e. what is your offering in terms
of Financial Planning (including cashflow),
investment management, ongoing planning
meetings etc..
2 What resources do you need to be able to
deliver your offering? Key considerations
here include people and technology.
3 Taking these resources into account
alongside regulatory fees, PI cover etc. how
much do you need to charge to allow you
to resource and deliver your offering? In
essence you are creating a business cashflow
in a similar way to the cashflow you create
for your clients.

2 Governance:
Once the structure of a business has been
established it will only remain in place if
there are the controls in place to manage it.
One of the fundamental aspects of governance
is culture. The FCA defines culture as …
‘The habitual behaviours and mindsets that
characterise an organisation’.
If the owners of the business have created the
right culture, governance within the business
becomes almost self-policing as everyone is
working together to achieve the same end goal.
Introducing policies and procedures that aren’t
followed by the team does not necessarily
mean the policies and procedures are wrong.
It is more likely this means the culture within
the business is wrong.
Establishing the right culture within a business
is therefore essential in allowing a business
to implement the level of governance needed
to manage it.

Our culture has been defined by the character
traits we ask all of our staff to display when
working at Old Mill.
Simple concepts such as being nice to work
with and open minded all help make the
business a better place to work which improves
the culture.
Recognition and reward play a big part in
setting the right culture as it is important to
be seen to be giving something back.
Contrary to popular belief it is not all about
the money.
One of the best things we did was to give all
staff a paid day off on their birthday.
We also operate a system whereby member
of staff can nominate other members of staff
to receive WOW points (£100 to be spend
on-line).
Once the culture is there it becomes much
easier to govern the business.
By governing the business we mean ensuring
compliance with policies, standards and
procedures that will allow the business to
execute its strategy whilst managing risks.

3 Hand–holding:
As with investing, having the confidence
and emotional fortitude to stick to the
plan can be tough.
Throughout the journey your business goes
on, there will be moments when both the
leaders and team within the business might
start to doubt the direction of travel. Having
the confidence to avoid knee jerk reactions
or acting on emotions alone can prevent
the destruction of a business as it can an
investment portfolio.
Market volatility, client/staff losses, increasing
regulatory costs, pressure on fees, adverse
media coverage of IFAs etc., etc. can all have
an impact on you and your team’s faith in
the plan.
In the same way your clients look to you to
give them the peace of mind that they are
going to be all right, your staff may also
require similar reassurances.
The most successful Financial Planning firms in
terms of delivering true Financial Planning are
those that are as close (if not closer) to their
staff than they are to their clients.
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A lot of this is again driven by culture and
embedding a culture where managers regularly
talk to and more importantly listen to their staff
can help build trust and a feeling of …
‘We’re all in this together.’
Most businesses operate some sort of annual
appraisal system, but a year is a very long time
and shorter more frequent meetings with staff
can go a long way in ensuring you are all going
on the same journey.
These meetings do not have to be detailed and
can be as simple as:
• what has gone well since we last met
• what has not gone well and
• where should the focus be, going forward?
It also provides management with a platform to
provide the reassurances mentioned above.

4 Rebalancing:
How many people rebalance their business?
Day to day life within a business can often
lead to much more time being spent in the
business rather than on it.
Taking the time to sit back and reflect on
where the business is against its objective or
business plan is vital in ensuring you continue
to run the type of business you want.
Earlier in this article we discussed your offering,
the resources you need to deliver it and the
fees you would charge for delivering it.
Just as you would rebalance an investment
portfolio it is important that you rebalance
your business to ensure you remain on track.
Quite often decisions taken by business owners
are made on impulse, reacting to immediate
issues, rather than with reference to the
business plan.
If you have defined your offering, the resources
you need to deliver it and the fees you need
to charge it is worthwhile taking the time to sit
back and ensure you are running your business
as per the plan.
Examples might include ensuring:
• You are delivering your offering consistently
across the piece
• Your charges continue to reflect the service
you are providing
• You continue to deliver Financial Planning
and have not resorted back to product sales.
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5 Manage costs effectively:
There are external factors within our
profession that can result in costs beyond
our control; the biggest of these being PI
Insurance and regulatory costs. It is therefore
important to carefully manage the costs we
can control.
Setting budgets for your business and sticking
to them can make day to day business life so
much easier. £5,000 of costs within a business
may not seem like a lot, but if you relate
that to the work involved in generating and
maintaining £5,000 of income from a client the
benefits of managing costs become obvious.
This is particularly important for those in nonclient facing roles who may not fully appreciate
the impact excessive expenditure can have on
the need to generate income.
As well as setting budgets it is also worth
regularly reviewing your business costs
to see where efficiencies can be gained;
technology plays a huge part in this.
It is also worth remembering when looking to
grow a business that technology is much more
scalable than people.
Simply throwing more people at an increased
workload will not help develop a profitable
business.
With technology there are three perspectives
to consider:
• The use of technology to manage the
day-to-day running of the business itself
• The use of technology to manage the client
• The use of technology to enhance and
develop the client experience/relationship
i.e. client facing technology.
Combining the right technology with the right
people is a huge challenge, but if done well the
results are incredible.
Hopefully this article has demonstrated that
creating principles for your business as you
would a centralised investment proposition can
help bring an element of structure and control
to how you operate.

One of the best ways to futureproof a Financial
Planning business is to ensure you give your
business the same level of care, consideration
and attention you give to managing your
client’s money.

Duncan Parkes
Director
FPFS, IMC, Chartered Financial Planner
Old Mill Financial Planning
om.uk

SOME SUGGESTIONS
• Create a business cashflow in a similar way
to the cashflow you create for clients.
• Keep close to your staff; know them as well,
if not better than you know your clients.
• Establishing the right culture makes
governance of the business easier.
• Technology is key to greater control and
efficiency, leaving more time for clients
and staff.
• Give your business the same level of care
and consideration you give to managing
your client’s money.

POWER Videos
The Concept of Lifestyle Financial Planning
with Paul Armson
1 Introduction
2 Why We Need To Change Our Focus
3 Understanding Your Three Hats
4 Why Are You A Financial Adviser?
5 Bringing It All Together

Uncover Your Business Potential
with Brett Davidson
1 Pricing Your Service Perfectly
2 Pricing In Context
3 More Context For Your Pricing Decisions
4 Matching Price To Value
5 Creating Your Own Pricing Approach

pfspower.org/videos

pfspower.org/videos
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SHARPENING YOUR SKILLS
Enabling a ‘coaching – planning – advice’ proposition across all life stages
can also be known as ‘Converting your clients into willing buyers of life
stage driven protection’. By Adrian Quick.
It is what we do that defines us, not what we call ourselves. Over the last 41 years, my role has
developed, but fundamentally never changed … ‘I am a catalyst for better client outcomes’.
Life assurance is the bedrock to risk management yet the traditional view that ‘life assurance
is sold not bought’ still dominates our approach. The regulatory approach of forcing more
information and disclosures doesn’t create decision clarity, but dilutes the critical message …
a need for action.
In 1969, a small group of advisers in Chicago raised the fundamental question ‘is there a better
way of delivering financial advice’? What has developed over the last 50 years and subsequently
badged as Financial Planning is a focus on creating a PULL demand for action (including product)
from the client.
Financial Planning doesn’t just have to be the full fat version. Many established advice businesses
will understandably not see the need for the significant investment in time, client management,
staff training and most importantly self-development of the necessary skills required to deliver full
lifestyle Financial Planning. Why change your successful and profitable business model? However,
there is clear scope for incorporating relatively simple coaching and planning skills into the most
basic focused advice, with an eye on the direction of travel that will futureproof a business against
the changing landscape of advice.

PLANNING
CLIENT LED

PULL

ADVISER DRIVEN

P U SH

ADVICE
D. Yeske: Financial Planning Continuum

It’s not a polarised situation, fixed at one
extremity or the other. It’s a client and adviser
journey across the continuum.
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So, what creates the difference between an
adviser directed PUSH sales (not inherently
wrong) and a client demanded BUY purchase
(potentially more effective)?

Lifestyle Financial Planning ordinarily considers
the full horizon of client scenarios, including
• Living long and healthy lives
• Long-term ill health
• Dying too soon
• Long term care
• Gifting and estate preservation.
It is not limited to single life or event driven
stages, although priorities can be addressed
in order.
Post RDR there is greater focus across
established advice businesses on the pre, at
and post retirement client demographic. The
younger, less capital affluent generation don’t
find advice so accessible, but have specific
advice life stage triggers:
• Buying/renting a home
• Having a family.
Building assets for retirement is not generally
an urgent priority at this stage. Let’s focus on
just two early life stages advice, protection
linked to mortgage (debt management) and
family (financial security).
In 2018, 370,000 people took the step of buying
their first home, most with a mortgage. Note
home, not property, house or flat, but HOME.
A home involves emotion
Nobody wants a mortgage; they want to buy
a home. Nobody wants life assurance/critical
illness cover/income protection, but they do
want to ensure that what they’ve got they and
their families can keep.
I’ve focused my comments around home
purchase, but there is a strong correlation to
the significant home rental population.
The mortgage advice sector typically has more
contact with early life stage clients than the
retirement focused investment advice sector.
This is my focus of where, when and who can
make a positive early life stage impact.
There is a growing challenge in the mortgage
advice sector
With mortgage interest rates being at record
lows and the likely direction of travel in the
longer term back to perhaps 4% - 5%, securing
a longer term portable fixed rate mortgage
seems to offer a great Financial Planning
outcome. Almost half of borrowers are now
opting for a 5-year fixed deal, with nearly two
thirds of borrowers expecting a base rate rise.

Great for the client, but … with less frequent
interaction with their broker, there is a
corresponding loss of regular procuration
fee revenue.
A successful merger of the mortgage provision
with relevant ‘home/family security’ protection
not only secures a better client planning
outcome but simultaneously futureproofs
business sustainability through a two to
four year (non-indemnity for business risk
management and smoothing out cashflow)
monthly revenue stream for the adviser firm.
PUSH tactics are well intentioned and can work
with some clients, but it’s starting from the end
of the advice process (the product) and going
in the wrong direction. The client’s behaviour/
decision drivers haven’t been considered.
Let’s consider a PULL approach, that engages
emotionally:
• Is this your first home together?
• How long have you been saving?
• How difficult was it for you?
• What feature sold you on making this your
home?
• How do you feel now you have started
buying your home?
• How does this home fit with your current/
future family?
There is a lack of awareness of the risk to their
home and lifestyle and the consequences if the
earnings that funds it all stops:
• How do we bring this into focus and
engagement?
• How would you manage the payments and
bills if … ?
• What are you willing to give up if … ?
• What would have to happen to secure you
staying in your home if … ?
• How would you feel if you and/or your
family couldn’t stay in your home if … ?
• Shall we have a look at how you can ensure
you’ve got the right security in place?
These may not be your words, but the intention
is to create a context for the planning, through
open questions that self-reveal to the client
(and you) the need for cover and their personal
motivators to action:
• What’s important to you?
• Why is it important to you?
A GUIDE TO FINANCIAL PLANNING 15

• When is it important this happens?
• What would it mean if it didn’t happen?
• What changes would you have to make?
There has been no telling the client what they
need (PUSH). The client has been given the
opportunity to consider how they feel about
these issues, recognise the negative impact
and positively seek a ‘better outcome’ than
currently exists and willing to engage in a
solution.

Understanding of the problem and agreement
to take action, leads to a bespoke plan. Without
a plan, who needs advice on a product?
Planning doesn’t have to be complex, nor for
early stage clients project to age 100, but it
does have to be relevant.
Why my focus on early life stage advice?
This is because real life tragedy doesn’t just
happen to ‘other people’ …
I had known Danny for 6 years, not as a client,
but someone I trained with … one of life’s
great guys.
Kim, 33, and Danny, 34, were engaged to be
married and had two daughters.
On Sunday 6th October 2019 Danny lost his
life trying to save Kim as she got carried out
to sea by a dangerous rip tide off south-west
Portugal. Both were drowned.
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The Financial Planning is then the Gap and
Solution analysis, easily visually evidenced if
cashflow modelling is incorporated, creating
the ‘what does that mean for me’ reference,
with and without action. There’s no number
confusion … it’s clear, you weren’t OK, but you
will be now, you home isn’t at risk/your family
will be financially secure.

Accessing technical and skills development
As PFS members, you’ll be familiar with the
suite of focused technical exams routing into
different qualifications at Levels 3 and 4, and
the gold standard Level 6 Chartered Financial
Planner.
Clients justifiably expect us to be technically
and professionally competent in our roles.
However, we should avoid being complacent
in ticking our CPD boxes … we need to ensure
that we maintain and refresh not only our
technical skills, but also invest in upskilling.
This means taking the best from the
numerous and proven approaches to client
behaviour management.
To give all its members access to client
focussed skills development, the PFS
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Adrian Quick
Managing Director
MSc & Chartered Financial Planner
HarperLees
harperlees.co.uk

facilitated the creation of the Financial
Planning Practitioners Panel, a cohort of
experienced coaches and lifestyle Financial
Planners freely contributing to the POWER
initiative across all sectors of the advice
spectrum.
This is supported by the POWER Guides to
Financial Planning, written by practitioners
for practitioners.
The content is very focused on behaviour
management to give advisers the tools
to develop their client relationships and
strengthen their business models through
better client outcomes.
The POWER programme is there to support
you. pfspower.org

SLOWLY BUT SURELY DOES IT
Much has been written about the first meeting with a prospective client.
What happens when the prospect decides to proceed? By Damien Rylett.
Bringing clients into a life-long
relationship
It’s important to describe three distinct
roles we perform in our relationship with
our clients: Coach, Financial Planner and
Financial Adviser. Each role is dependent
on the other and finding out the right
information through continuous, careful
questioning.
The coaching role begins in the first
meeting when you talk about the clients
lives. You help tease out what a great life
might look like. You gather what might be
described as soft facts: aspirations, goals,
some immediate concerns and desires and
a broad understanding of their current
financial position. We will discover enough
information about financial inflows and
outflows to evaluate what our role will look
like as their financial planner.
Knowledge of life goals is fundamental
In my view, there is no such thing as
financial goals, just life goals that need
money to achieve them. The Financial
Planning role begins when you know what
these life goals are. The goal isn’t …
‘I want to live on £40,000 when I retire’, it’s
‘I want to stop working so hard when I’m
55 so that I can spend more time with my
family and do more of the things I enjoy’.
The financial planning role involves
gathering all the hard facts about the
client’s financial life; the nitty gritty about
plans, policies, income and tax. There
are a number of different approaches to
collecting this information, some arrange
another meeting, we gather information
via email and client portal.

We have come away from that first
meeting with the knowledge that someone
wants to retire, or they want to fund the
kids through university or they want to
travel or whatever.
In our role as Financial Planner it’s time
to dig deeper
What does it actually cost to put two kids
through university, crunching numbers
and attaching some numerical values to
each agreed objective. If you want to
retire, how much money will you need?
If you want to travel to North America,
what kind of money should you be thinking
of spending?
You need to know everything
It is a big, big beast and you’re never
going to get this covered off in one go.
Comprehensive, lifestyle Financial Planning
is about getting all the details about the
client’s financial situation. You link the
finances to life goals and discover what
they need to do with their finances to
make things happen.
You need to know everything: the values
of all of their assets; their income split
between dividends and salaries; savings
and investments; the balances on all of
their accounts; details of all their inflows;
and a detailed breakdown of their
expenditure. We write off to insurance
companies and investment houses to get
portfolio values, pension values, details of
life policies and other protection policies.
We also liaise with accountants.
We get state pension forecasts, details
of defined benefit pension plans, detailed
information on any financial item that our
client has. We load that into a cashflow
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forecasting system to show the client their
current position.
With any forecasting system, there are
a huge number of assumptions that have
to be made. The options are things like
inflation, the national average earnings
index … If you were doing this for
university fees, you’d probably make an
assumption for how they may increase
and you would do research around that –
how any cost has to move forward within
the forecasting steps.
Once these details are in the cashflow
modelling system, you may have a second
meeting with the client which is a planning
meeting. This is when you revisit the
objectives. Present some of the numbers;
clarify and ask more questions and perfect
some numbers around these objectives.
All the time you are gathering information,
discussing amounts, weighing up which
goals can be pursued, and which goals
may need some further thinking.
You need to have done your homework
It’s important that you have evidence to
demonstrate where your assumptions
have come from. The assumptions need
to be well qualified, discussed and agreed
with the client. That’s a fundamental part
of doing any Financial Planning. It’s no
good me saying that I’m going to assume
7% inflation in your Financial Plan when
there are no grounds for it. If I assume
a 5% increase in income, the client has
the opportunity to say that they don’t
think they will get a 5% increase. It’s an
important discussion to have between
client and Financial Planner because, the
plan belongs to the clients at the end of
the day. It’s a collaboration.
Collaborative use of cashflow modelling
Cashflow modelling is exciting because
it brings everything to life. Each time
decisions are made it gets you closer to
what the clients are trying to achieve.
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Once the core information is there, you
can start exploring ‘what if’ scenarios.
If the client wants to go traveling, you
need to have a conversation about what
that actually means and you can suggest
provisional figures until the real costs are
put together.
Once you have numbers against all of the
objectives you can compare their current
situation with the forecast and you see if
they can get there. Is there a gap? Is there
something that needs to happen? If they
can’t achieve those goals, then something
has to give. You need to discuss the short
fall and discuss what needs to be done
to close the gap. It may be that the client
should defer a goal or retirement might not
be 65, it might be 70.
Or, could they retire on less money or do
they need to move some money off deposit
into investments to get a greater return to
ensure that they’ve got a bigger fund at the
point when the kids go to university?
This is where the cashflow system helps
you work through everything with the
client to achieve a realistic plan that they
are happy with. It takes a lot of time to
gather a serious amount of information
from clients and for us to input it.
Spend time on the detail
In our experience we’ve never regretted
spending the amount of time it takes to
prepare a very detailed cashflow. It is
fundamental to achieving great client
outcomes and turning goals into a reality.
It also brings clarity, certainty and peace
of mind. The work is all about helping
to get to know your clients better and
provides you with some firm foundations
as you prepare for a long-lasting
relationship with each other.
A live planning session with clients is
effective. The Financial Planning role is
complete for now. You have a plan and
the next step is to execute it.

Suitability reporting becomes easier
The financial advice and recommendations
may not take as much time. The clarity
of the current financial position and the
quantifying of goals makes it obvious
what needs to be achieved and in what
timescales.
Once ‘the beast is tamed’, you know the
whole picture. You also know you have
created a long-lasting client and an easier
workload going forward. You still have
all of the usual financial adviser issues
of who you use from a product point of
view, but it’s much easier to justify your
recommendations and suitability if you’ve
gone through the Financial Planning and
cashflow modelling processes first.
The compliance piece is easier
The compliance regime has never ever
changed from, ‘Is whatever you are
recommending, suitable for the client?
What are the client’s goals? What are they
trying to achieve?’ If you go through the
Financial Planning and cashflow process,
it’s very difficult for you to recommend
anything that’s unsuitable or not aligned
with the client’s goals.
Meeting to confirm the plan
It can be easy to avoid a final
implementation meeting, particularly if
you know and feel the clients are bought
in, want to sign the paperwork and get
the plan executed as fast as possible.
From a regulatory perspective, best
practice is another meeting to go through
the recommendations, key features and
products. It gives you another opportunity
to check that nothing has been missed and
catch any other thoughts that have started
to emerge. A lot can happen throughout
the process.
There are no short cuts
One of my favourite analogies is to
compare the results of a slow cooker to

a microwave. Does the food taste better
when you use a slow cooker? I think so and
it’s because the food in a slow cooker has
been given a longer time for the flavours to
infuse and develop.
Financial Planning shouldn’t be rushed.
I’m not saying it has to take 25 meetings
and that you just do it slowly for the sake
of doing it slowly. But the more time
you spend on this front end of engaging
the client and during the planning, the
outcome generally is better. Just like the
food from a slow cooker genuinely tastes
better. Try it from the microwave!

Damien Rylett
Chief Executive
Chartered Financial Planner
& Business Coach
Brunel Capital Partners
brunelcapitalpartners.com

SOME SUGGESTIONS
• When bringing a client into a
comprehensive, life-long Financial
Planning relationship, it’s good to
consider your role split into three
different parts: Coach, Financial Planner
and Financial Adviser.
• Time spent discovering life goals and
everything about a client’s financial
position makes the final task of financial
advice and recommendations a whole
lot easier.
• Cashflow is an exciting tool to use live
with clients and to bring the whole
financial planning piece to life.
• You need to do your homework to make
each assumption as accurate as possible.
• Spending time on the detail is
fundamental to achieving great client
outcomes.

A GUIDE TO FINANCIAL PLANNING 19

OPPORTUNITIES TO KEEP ENGAGING
An annual client Review Meeting acts as our formal client touch point each
year to review what has happened and what changes need to be made to
inform the future. By Alasdair Walker.
Our Review Meetings take place at the same
time each year. The ‘strike date’ is the exact
anniversary of the client’s plan going live. Our
two aims are to provide an update of what we
have experienced over the year and to collect
new information from the client about any
changes they are experiencing.
The meeting typically lasts an hour to an hour
and a half, depending on the client. Even
if there is relatively little to update, the meeting
still acts as a comfort touch point to remind
clients where they are and gives them a
chance to keep the plan moving forward.
There is a procedural element to these
meetings. Updating the file notes plays an
important role because that leads to a follow
up report that we send to clients. This report
meets the MiFID II annual suitability reporting
requirements for clients.
Rather than presenting an agenda to the
clients, I like to run the meeting in a more
relaxed way.
We send a letter to clients asking them to bring
certain things to the meeting and I work to a
list of headings that I make notes under.
We don’t collect data ahead of the meeting
because I worry about missing the ‘texture’
of the update. The conversational exchange
in the meeting is valuable and we update the
file live with the client to make sure we cover
everything.
Often there are opportunities to discuss
what might otherwise be missed. I have an
enlightening workshop with Jan Bowen-Nielson
of quivermanagement.com to thank for that
insight.
As an example, you get an update by email
about the cash position and you receive the
number £80,000 and that’s £20,000 less than
last year. With advanced data provided, we
might miss the nuance of this change and the
opportunity to expand on it. The discussion
in the meeting may lead to learning about a
family wedding that was funded. It’s a fantastic
bit of information that you wouldn’t otherwise
have got and that leads to other conversations.
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The meeting structure is guided by what the
client says with me jumping between headings
collecting new information as appropriate.
ANNUAL CLIENT REVIEW MEETING
DATA COLLECTION CHECKLIST
■■ Financial Position Update
■■ Health
■■ Risk Profile Replay
■■ Objectives Discussion
■■ Market Review
■■ Valuations
■■ Voyant
■■ Protection Needs
■■ Tax Planning
■■ Capital Gains
■■ Accumulation
■■ ISA Allowances
■■ Pension Allowances
■■ Decumulation
■■ Income Levels
■■ Sustainability
■■ Estate Issues
■■ Wills
■■ Estate Planning
■■ Protection
■■ Product Provision
■■ Investment Strategy
■■ Action Points
Live cashflow
We will talk through the cashflow, updating and
looking at any impacts there might be. This is
always live, even if it’s just a five-minute recap.
Our clients are all familiar with Voyant because
it’s front and centre to what we do. Effectively,
we use it to fact find. A copy cashflow report is
provided with the follow-up report.
For me, cashflow is the starting point for any
Financial Planning discussion. The tongue-incheek statement we use around the office is

“No matter what the question is, the answer is
you need a Financial Plan.” Even for something
that is seemingly fairly standard, cashflow
allows us to model, stress-test, and challenge
any preconceived assumptions or biases
we might suffer from. I have been surprised
at how often our ‘gut feelings’ about longterm Financial Planning can turn out to be
empirically incorrect.
Higher engagement
The evolution from an old style investment
review meeting to a Financial Planning focused
Review Meeting has been received positively
by clients, resulting in higher engagement
across the board.
Clients find it a comfort when we use the
cashflow tools to stress-test and demonstrate
the robustness of their planning against
disasters like the death of a spouse or care
home fees. If the plan can’t stand those
disasters, it allows us to consider the issues far
in advance of them actually happening.
Overall, I think this leads to a significant
reduction in ‘financial stress-levels’ for clients.
It makes things very tangible as they can see
how disparate things tie together. It presents
them in an easy to understand way. It also
helps to underline the value in our services.
We use any opportunity to keep engaging with
the client by listening for when to say, “Tell
me more about that.” We are constantly fact
finding and increasing our understanding of a
client’s position.
Re-statement of suitability
Our follow up report acts as a combination
of an updated Financial Plan and a MiFID II
compliant re-statement of suitability. There is
significant post-meeting preparation work to
undertake to get that right but it works well
with compliance needs.
Two weeks after the review meeting, we run
annual statements of account for clients to send
with the report, which is something we have
done since 2013. It includes any fees we have
levied and any payments we have received
towards those fees, with the balance either
paid by the client or credited to next year’s
fee account by us. I like this approach because
it gives clients complete transparency and an
opportunity to challenge the value they are
getting. It has been a wholly positive experience
and something I would highly recommend.

Satisfaction survey
Six weeks after the report is with the client
and the statement of account is settled, we
have a three-question satisfaction survey
that goes out every year to every client. It is
based on the ‘Net Promotor Score’ concept
and is deliberately kept short to ensure a high
response rate:
1 How likely is it that you’d recommend
us to a friend or colleague? (a scale of 1-10)
2 What changes would we need to make for
you to give us a higher rating?
3 Any other comments, questions
or concerns?
The answers form a useful Management
Information metric.
Our entire process is tech-led through
Intelligent Office. Improved task management
and workflow are resulting in a rewarding
increase in efficiency.

Alasdair Walker FPFS
Chartered Financial Planner
@FinancialWalker
Hunter, Aitkenhead & Walker
ha-w.co.uk

SOME SUGGESTIONS
• The Review Meeting is a great
opportunity to show progress against
objectives over the year and to gather
more information.
• Collecting data and preparing a follow
up report that meets the MiFID II annual
suitability reporting requirements is an
effective use of time.
• Live use of cashflow is a good way of
engaging clients in the data collection
process.
• Using cashflow tools to stress-test
against potential problems such as death
of a partner or ill health serves to reduce
financial stress levels for clients.
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CLIENTS & THE POWER OF LOVE
If you don’t feel the love for your clients, why work with them?
By Gemma Siddle.
I think all my clients are amazing. My
relationships with them make me excited,
especially when I see them walking with a
spring in their step because we have helped
them do what they truly want. You have to
create an environment where a connection
is allowed to happen.

Sometimes people are just looking for
permission. We are selling peace of mind,
giving knowledge of where clients are at,
looking at options and choices. We are a bit
like a tour guide and just as people want to
share great holiday experiences, they will want
to share their experience of our service.

From the first meeting we create an
opportunity for clients to speak and feel what
it’s like to be listened to. Sometimes for the
first time. We follow the same pattern each
time, we ask:

What happens in the background is very
process driven

1

About goals and objectives

2 Does anything concern them
3 What they have invested.
We follow where the conversation goes
and use encouraging phrases such as “Tell
me more.” In vulnerable, complex, high risk
situations we may have two planners rather
than a paraplanner and a planner.
We help match people. We see how it goes,
who works best with the client.
In a recent situation we had a lady in her 50s
whose husband was dying of brain cancer. Two
planners attended the meeting with the couple,
Neil had better conversations with the wife and
I had better conversations with the husband.
I was able to talk to him on his own about his
concerns for his wife and the things she may
worry about. Neil had the same relationship
with his wife and now that the husband has
passed away, she remains a client of Neil’s.
We were often working against the clock, it
was all time critical and we made ourselves
available to go to their home to minimise
any stress for our clients. We were entirely
focussed on helping to achieve the best
outcomes in a tragic and highly emotional
situation.
In happier circumstances, we are helping
our clients achieve their dreams such as
riding Route 66.
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Client files and documentation are
standardised. Everything is the same for each
client, technology, filing, the service replicated
so that we can really focus on our relationship
with the client. This works for futureproofing
the business. Clients know what to expect and
know it won’t change.
They know it doesn’t have to be Gemma
That’s where the team comes in. I don’t want
the clients just loving me.
The team lies at the heart of a long-lasting
business, it should be able to stand should
one fall so clients can be looked after for their
lifetime.
We need to train the next generation to be
skilled and able. They are the future. The future
lies in the younger team members following in
our footsteps and you have to love your team
just as much as you love your clients.
Once you give the service clients love you can’t
take it away. On the next page you will find
Eldon Financial Planning through the eyes of
our younger, newer team members.

Gemma Siddle
FCSI, FPFS, CFP™
Chartered Financial Planner
Director of Client Services
Eldon Financial Planning
eldonfinancial.co.uk.

WHY IS ELDON DIFFERENT?
Clients come first, not any potential fee or profit. By James Hunt, Paraplanner
At Eldon, there is no stereotypical ‘white board’ displaying targets, as I have encountered in the past.
Doing so would create a conflict between acting in the best interest of the client and simply reaching a
monetary target.
Our primary aim is to construct a long-standing relationship with each client, guiding them through their
unique financial journey and offering a service that lasts a lifetime. The goal of adding value to each client
where we can, with their benefit at heart means the turnover and success of the company takes care of itself.
The fees are fair, and we can evidence the value for money for the service provided.
The way that Eldon works appeals to my values and beliefs in offering long-term support; each client is an
individual with unique needs and goals. Each client receives the same level of planning and care. I am deeply
involved with the planning for clients, going to great lengths and detail to ensure that they receive the best
level of service we can offer. Rather than acting ‘behind the scenes’, I’m an additional point of contact, able to
see the longer-term impact of our work. The shift towards holistic lifetime financial planning is exciting. Eldon
is a part of this shift, offering and encouraging a more supportive, trustworthy and all-encompassing service,
which I am grateful to be a part of.

Client outcomes lie at the heart of Eldon. By Beth Cowell, Technical Administrator.
We understand which type of client we add the most value to and seek to engage with those clients longterm. If we can’t add value, we guide people to the help they need. Eldon provides a service that makes
clients feel part of the family; always there, whether it be bad news or good.
The lifestyle cashflow modelling approach helps provide peace of mind by showing clients a representation
of what their long-term outcomes look like and what they can achieve rather than just providing
recommendations on where is best to place their assets and what level of risk to take.
Cashflow modelling can actually change recommendations. It helps the client understand how the
investments will work to aid their desired lifestyle, and how different choices will affect their long-term
objectives.
I have the utmost confidence that I am on a learning journey which will enable me to provide advice in a way
that has the client’s best interest at heart. Little extras like sending birthday cards can be such a joy to a client
and can make them feel more comfortable and at ease. Building a good rapport and an open and honest
relationship is essential to providing good advice.
The client-centric process and mindset I am now part of makes me feel good about the future of our
profession and its ability to build a reputation for delivering real value to clients. I’d certainly recommend
my family to Eldon.

Valued and creating value. By Robyn Teasdale, Trainee Paraplanner.
Before Eldon, I was naive to the contrast between lifestyle Financial Planning and standalone financial
advice. Eldon focuses on the objectives of the client; constructs a picture of their overall ‘lifetime plan’;
and then offers advice on how best each individual can achieve this.
Rather than basing recommendations on singular issues, we incorporate present and future needs, and all
aspects of each financial situation, to develop a broader view of what’s needed now and in later years. As
such, I believe that a deeper, longer-lasting relationship develops between the Financial Planner and client.
We consistently challenge ourselves to add value to those that we work with; clients and colleagues alike.
We make Financial Planning the centre of everything that we do; our successes are based on how we can
support clients to fulfil their lifelong goals.
I feel I’m part of a business that truly cares about the mark that it leaves behind and values the work it does
deeply. As much care is taken as would be when dealing with our own life, because that is essentially what
you are dealing with – a life. Each individual cannot be condensed into a single recommendation for an
investment bond or pension plan. A Financial Plan can, and should, change and develop as the client does.
I feel part of a respectable profession, with a long journey of personal and professional development ahead
of me, valued as part of the business just as we value those that we work with.
A GUIDE TO FINANCIAL PLANNING 23

EMBRACING NEW TECHNOLOGY
Technology will be transformational in making Financial Planning
more accessible than ever before. By Anthony Villis.
It’s no secret that today, humans are living
longer than ever before. Advances in
technology and modern medicine mean that
people born in the UK in the early 2000s are
likely to live on average to the age of 100. This
is vastly different to just 50 years ago where
we were only expected to live to the age of 70.
As the population continues to grow and age,
the government is likely to expect more from
us as individuals to serve our own interests,
and take greater responsibility in planning for
our futures. As the requirement for private
provision sharply increases, the Financial
Planning profession will need to rise to the
challenge of meeting the needs of consumers,
at scale, whilst ensuring that people can access
affordable and comprehensive advice.
How do we as a profession adapt to the
expected rise in demand? How can we rise to
the challenge whilst ensuring our services can
be accessible to everyone?
The answer is technology
It’s clear that the world of financial services
is changing quickly. In the past decade
computers have graduated to running
portfolios. According to the Economist
(Masters of the Universe, October 5, 2019) …
“The amount of capital run via computers
reached $4.3 trillion invested in American
equities, exceeding the sums actively
run by humans for the first time.”
In order to meet the needs of consumers, we
will need to look to technology for inspiration;
to take the wealth of knowledge that exists
within our profession, digitise it and make it
easily accessible so that a greater number of
people can engage with Financial Planning.
The future will see fully interactive platforms
developed to allow clients to build their own
financial plans. Technology will act as an
educator …
• Allowing consumers to access ‘do it yourself’
planning
• To run financial forecasts and understand
different outcomes given different
assumptions
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• To begin thinking about what their financial
future will look like.
Technology will make engaging with a financial
adviser more time-efficient. The hybrid model,
combining technology with human interaction,
will soon replace traditional face to face advice
as the preferred method of service delivery.
The Rise of Financial Coaching
If we agree that technology will increasingly
do much of the heavy lifting, Financial Planners
will need to adapt their skills to continue to be
relevant.
The shift towards financial coaching will
continue; helping clients decide what matters
most to them, working to remove self limiting
beliefs and using behavioral insight to keep
them on track.
Post the financial crisis, we have witnessed a
shift in behaviour, with people looking to use
their wealth towards achieving happiness,
financial wellbeing and quality of life. This
trend will continue and advisers will have an
important role to play in the process. Helping
clients pursue experiences over material
‘things’, dedicating time and resources
towards supporting causes we care about and
harnessing our wealth towards doing good.
Our profession will need to invest time and
resources into the next generation of advisers
by providing training on how to offer financial
coaching, as well as an understanding of
behavioural finance so that they can better
support their clients. This adviser upskilling has
already started and it will gather momentum.
There is a common conception in Financial
Planning circles that computers will never be
able to deliver the coaching side of our role.
Our jobs are therefore protected. I’m not
convinced that this is true.
As Artificial Intelligence
(AI) learns to read people’s
expressions, learns to
understand the tone of
language and learns to
create, it is only a matter
of time before individuals

will be able to have a meaningful interactive
conversation with a computer about their
hopes, fears and dreams for the future. This will
mark the beginning of the true robo adviser.
Virtual Reality and Gamification
Virtual Reality (VR) and gamification will begin
to feature in Financial Planning.
Imagine a cashflow model that could be
brought to life through a VR headset. Rather
than seeing a series of bars on the screen, VR
would allow individuals to fast forward into
their future. To show them their future life,
where they’re living, what holidays they’re
taking, how it feels to downsize their house,
to help their kids with their finances or to pay
Inheritance Tax!
‘What if’ scenarios could be modelled live using
the VR headset. How do the decisions being
made today impact you in the future? How
does your behaviour affect or support your
ability to achieve your goals? For example, we
can step into the shoes of our future selves,
and look at the lives we will live 40 to 50 years
down the road if we save £200 a month versus
£2,000. This application can bring home the
need to save for our futures.
Having a platform that shows the magnitude
of making those seemingly small contributions,
and presenting it in a format that dispenses
with complex graphs and makes planning
something more easily understood, will carry
an enormous benefit. It’s a great way to
overcome present bias and I’m sure clients will
love it. Financial Planning has the ability
to become seriously cool in the future.

Artificial Intelligence – Evidence-Based
Financial Planning
As further digitisation sweeps the profession,
we can harness rapid advances in AI and
Machine Learning to empower clients to take
a more active role in their Financial Planning.
AI will also offer clients insight into how long
they can expect to live. By pulling together
data from various sources such as DNA profiles,
lifestyle, postcodes and family history we can
help them to better plan for what the future
might hold, and ensure they can protect their
interests over the short, medium and long term
based on that outcome.
Access to data will quickly accelerate. A logical
progression for GDPR is that data is owned by
the consumer, and should be available instantly
in any form they choose to consume it.
As we know, data collection is currently
painfully slow and tedious. The future will be
different. Centralised Financial Planning hubs
will instantly access client data, providing
a complete view of their finances; a proper
dashboard. Feeds from open banking will allow
instant access of expenditure, cashflow models
can be built (using accurate life expectancy
forecasting) and AI will suggest planning
options based on the massive data source
available; this option looks like a good fit given
your goals and data we hold similar positions.

Gamification can also be brought to life
through wearable tech. We already have it in
the fitness industry, with individuals targeting
the amount of steps they are taking each day
or the number of calories burnt, with the results
displayed on your watch. This can extend to
Financial Planning.
Daily tasks can be set around good financial
behavior, for example, skipping an expensive
coffee or avoiding an impulse purchase.
Finances can take on a video game like quality
and goals can set that are just slightly out of
reach to encourage engagement and daily task
success will deliver a dopamine reward hit.

The rise of AI supported evidence based
Financial Planning is inevitable. The need for
subjective views from an adviser will become
redundant. Given all of the facts, given all of the
data, taking into account your life expectancy,
the highest probability of success is this course
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of action. Real robo advice should be redefined
as evidence based Financial Planning; this is
the future.
As the demand for such technology increases,
regulators will need to be willing and able
to support our profession in bringing about
legislation that not only paves the way for
innovation, but actively encourages it.
Regulation will increasingly digitise. Digital
advice records will allow AI to analyse vast
quantities of data, looking for anomalies were
the advice or the solution looks out of step with
expectations. These markers will then allow
further investigation.
Regtech will be a massive win for the
profession. Costs will be driven down, bad
practice can be identified and quickly acted on.
Technology will help regulators become less
reliant on the subjective decisions of poorly
qualified and inexperienced humans.
Financial Planning Avatars and Extreme
Personalisation
With the rapid introduction of virtual assistants
that rely on voice control such as Google Home
or Amazon Alexa, our profession could stand to
gain an enormous amount by adapting to this
new form of communication.
Accessing certain information can be a
challenge for clients leaving them feeling
frustrated or unsure where they truly stand
with respect to their goals. The ease of
obtaining data through voice technology and
the simplicity of using it has a powerful and
universal appeal, so we must ask… why should
retrieving personal data and handling finances
be any different?
Google recently announced that 20% of
searches made on its platforms were made
with ‘voice enabled’ devices, coupled with
the rise of mass data, this trend is only set to
speed up. Increasingly, AI will also facilitate
extreme personalisation in the output provided;
answers tailored specifically to that individual’s
situation, rather than generic search results.
As these vocal forms of search become more
commonplace, they will be able to access all
of the individual’s data with the centralised
Financial Planning hubs we discussed earlier.
Combining the data with AI, the Financial
Planning avatar will be able to accurately
respond to specific money related questions.
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Imagine saying …
“Hey Google, how much income will
I receive when I retire?’’
and having that request automatically applied
via voice recognition. Not only would the
Financial Planning avatar answer the question,
but would have the ability to make suggestions:
Financial Planning Avatar …
“Your anticipated retirement income
at 70 will be £25,000 per annum.”
Financial Planning Avatar …
“Based on your current spending, in order to
support your current lifestyle in retirement,
you will need to save an additional £1,000
per month for the next 20 years, you could
do this via your ISA.”
Individual …
“Hey Google, increase my monthly ISA
contribution by £1,000 per month.”
Financial Planning Avatars will allow clients
the ability to more readily participate in their
Financial Plan by making small adjustments
without having to make contact with their
adviser (if they have one at all in the future).
Innovation will quickly become a crucial focus
for any organisation seeking to gain market
share and stand out.

Brain Computer Interface and
Remote Monitoring
Financial Planning is set to benefit massively
from Brain Computer Interface (BCI)
technology. A brain-computer interface (BCI)
is a computer-based system that acquires
neuron brain signals, analyses them and
translates them into commands that are
relayed to an output device
As computers become more powerful and our
understanding of the human brain increases,
some pretty spectacular science fiction will
become reality.
Human interaction is restricted by speed of
conversation or the speed of typing. BCI will
change this and give us the ability to share full
sensory and emotional experiences; the ability
to transfer at the speed of thought the way
we feel about things to a computer or another
individual.
The practical applications for Financial Planning
are massive. Instantaneously we can receive
information about how clients feel, their
previous experiences, their life goals and how
they feel about risk. Our ability to empathise
will advance hugely, as we accurately
understand their feelings direct from their
brain; misinterpretation will disappear. Long
conversations and great questions will no
longer be required and the technology could
completely remove the need to meet clients
at all.
BCI will also combine with wearable tech.
Information about the way we are feeling can
be interpreted and sent to gadgets which can
then provide relevant messaging to help us.
For example, if we were feeling anxious after
watching the latest financial news, our BCI
would recognise the neurological signals and
smart watches could generate behavioural
messaging about ignoring short term noise
and investing for the longer term. Financial
coaching watches will become a thing!
Transhumanisation - Financial Planner 2.0
Looking further into the future, developments
in technology, behavioural changes and
medical advances could lead to the reality
of transhumanisation. Transhumanisation
suggests that the current human body is in a
relatively early stage of its development and
the future we will see our bodies augmented
with sophisticated technologies to enhance our

performance; to make us smarter, stronger and
more capable.
A finance chip could
be augmented with
the human brain,
allowing individuals
to instantly access
of all of the data
available, and AI
would allow us to
consider evidence
based Financial
Planning for every
question the
individual has. You
effectively become
the most powerful, knowledgeable financial
planner on earth! Individuals instantly have
the ability to consider and provide solutions
to complex issues, based on the mathematical
probability of success.
Humans would be able to use the
augmentation either as a sounding board,
deciding to make decisions themselves, or
switch the Financial Planner button on, so that
all decisions are made by and actioned by
the computer; the fully autonomous financial
adviser.
Final thoughts
Reflecting on how far we as a profession have
come in recent years, and looking ahead to
the exciting future that lies ahead, we must
not be fearful of change. We should embrace
new technologies with an open mind and a
willingness to explore new possibilities.
Supporting greater diversity in our profession
will also be key to ensuring that the balance
of new ideas that are brought forward by
individuals from all walks of life, enable us to
make great Financial Planning available to
everyone.

Anthony Villis
Managing Partner
First Wealth
firstwealth.co.uk
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CHANGE IS CONSTANT
How will you futureproof
your business?
This guide has some excellent and truly
insightful articles from experienced
practitioners. A central theme for many is
recognition of the need to change, followed
by embracing new skills and embarking on a
gradual evolution. Change can be daunting,
but when you are in control of the pace,
extent and goals of that change it is much
more manageable than having change thrust
upon us. This is never truer than in the context
of technology but, rather than embrace the
potential that new technology provides,
many people can feel paralysed by the fear
of potentially negative impacts.
Our profession continues to evolve and we
should all be proud of the progress made.
Change is a constant and a healthy focus on
further evolution, be it cultural, regulatory
or technological will ensure greater success,
recognition and prosperity.
At the recent POWER Workshop Brett
Davidson was reminding delegates of the
need to make the time to work on the business
rather than in the business. Easier said than
done as we can more often be too busy
delivering for our clients to step back and focus
on our own goals and objectives. I’m sure you
will know a builder whose own home is in a
state of constant disrepair or a Doctor whose
lifestyle is less than healthy! As Julie fittingly
concludes in her article in this guide: ‘If you do
what you have always done, you will get what
you have always got’.

Keith Richards
Chief Executive Officer
Personal Finance Society
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COACHING SKILLS FOR
FINANCIAL ADVISERS
Webinar 1:
Tuesday 28th January 2020
11am (1 hr + Q&As at the forum )

Coaching; a powerful
opportunity for advisers
Webinar 2:
Tuesday 28th January 2020
2pm (1 hr + Q&As at the forum )

Coaching; driving improved
wellbeing for clients
Webinar 3:
Thursday 6th February 2020
2pm (1 hr + Q&As at the forum )

Coaching; practical tips
from practitioners who
have embedded it in
their proposition
Register for free
pfspower.org/webinars
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