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2005-2015  Celebrating 10 Years 



Board of Directors 



Membership growth 
 
• 36,250 individual members (33,240 in 2012) 

• Growth in Chartered  
4,800 & 7,500 on the journey 

• Paraplanners 3,000 and growing 

• Administration and Support Staff 

 



Continued evolution  2015   
 Launched: Consumer website launched May 2015 

Launched: Accredited adviser directory  

Launched: Good Practice guidance hub 

Launched: Financial Planning Academy programme  

Phase 3: Citizen Advice Bureau - MoneyPlan 

Launched: Paraplanner programme 

In Progress: Enhanced CPD programme 

10/11/2015 



Evolving member support 
• 104 Regional Conferences – 14,000pa 

• 26 specialist events – 4,000pa 

• 4 Financial Planning Symposiums – 2,000 

• Communications including  

• FS Magazine – 216,000 copies pa 

• Webinars and online content 

• 162 Regional Officers serving the members 



Lee Travis 
Head of Professional 
Development 

Professional development programme 



 

Engagement, collaboration & influence 
 

Financial Supervision 
Commission 
barrantee ooseirys argidail 

http://www.google.co.uk/url?sa=i&rct=j&q=Houses+of+Parliament&source=images&cd=&cad=rja&docid=2lheLr_r35PlDM&tbnid=RjLMpBV68Apu5M:&ved=0CAUQjRw&url=http://gavinmaclure.wordpress.com/category/mental-health-discrimination-no-2-bill/&ei=dqoDUsihFYLs0gXSoYH4Cg&bvm=bv.50500085,d.ZG4&psig=AFQjCNHSXTZp1n5hAdgjPvCPmR5Kjp7YLg&ust=1376058336327232


Credit where credit’s due – Top 
scores for content and delivery 



Visibility, advice & comment 

http://www.ft.com/


Consumer confidence campaign 



Consumer engagement 









Consumer press 

http://www.yourmoney.com/
http://www.ft.com/


The pension revolution part II 
 
Pensioners will have complete freedom 
to draw down as much or as little of their 
pension pot as they want, anytime they 
want. No caps. No drawdown limits.  
Let me be clear. No one will have to 
buy an annuity.  
 
Chancellor George Osborne -  Budget Speech 
19.03.2014   

 
” 





First 3 months of freedom 
• £27 million a day paid out in 

first 3 months – over £2.5bn 

• Over 50% taken as cash 

• New assets in draw down 
products surpass annuities 

 

 





Managing expectations 
• Sequencing Risk 

 
• Volatility drag 

 
• Managing client expectations 



Can we learn from USA? 

Conflicts of interest could be  
eroding your savings, warns President  
 
White House estimates that American 
savers lose $17 billion a year due to 
conflicts of interest  
 
Obama proposes tougher consumer rules 
on Advisers to protect IRA investors 

 
 

” 



Ageing App – planning ahead 



Keith Richards - how you might look at 70! 
 



FARMER review 



Financial advice market review 
 
As a United Profession we can influence the 
future direction of travel for the benefit of our 
clients and the public more broadly 
 
Personal Finance Society November 2015 

 
 

” 
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£1bn taken out of pension 
pots is a sign of new policy's 
success, says Osborne  

Success! 

• http://www.theguardian.com/money/2015/jun/16/1bn-taken-out-pension-pots-success-george-osbourne 

16th June 2015 



Pensions  - any the wiser? 

 
• April – July 2015 

 

18,000 guidance 
appointments 

925,000 website 
visits 

90% satisfied 
50 minimum age 

Source: Citywire 23/7/15. Min age as per July 15 budget 



Financial Advice Market Review 

“complimentary and 
comprehensive analysis of the 
financial advice and guidance 

landscape” 

Source: FCA Oct 2015 



Financial Advice Market Review 

• Examine the “advice gap”  
– for those people who do not have significant wealth 
 

• Allow and encourage firms to innovate and grow their business 
models 
– to include affordable and accessible financial advice 
 

• Encourage people to seek financial advice,  
– addressing unnecessary barriers 

Source: Gov.co.uk 3/8/15 



• On one hand… 
 

• From transactional to comprehensive 
advice 

• ‘hand holding over 40 years + 
• Cash flow management 
• Moving upmarket? 

 
 

Impact on financial planners to date 

• On the other.. 
 

• Dealing with more insistent clients 
• Solutions for mass market(?) 
• Robo advice? 

 
 

 



Who else is set to receive cash from pensions? 

• http://www.theguardian.com/money/2015/jul/06/osborne-to-get-700m-tax-windfall-following-pension-freedom-change 

Osborne to get £700m tax windfall 
following pension freedom change 

analysis of current trends showed that around 450,000 
people will pay around £700m extra in tax on private 
pension incomes compared to a forecast of £320m 

Source: the Guardian 6/7/2015 



Which way next? 



• Plans due in the autumn 
 

• Implementation delayed until 2017 
 

• Time to build a system which is robust  
 

• In-depth package of safeguards  
 

• “The government has said it would consider making advice 
compulsory for the sale of annuities”* 
 

Second hand annuities 

*FT Adviser 8/7/15 



The green paper 

Will it 
achieve 

this? 



 
 

The growing cost of tax relief  

£34.3bn in tax relief 

£13.1bn receipts on 
pensions in payment 

c£50bn including NI relief 

vs 



• Contributions taxed up front (non-relievable) 
• Topped-up by government 
• Benefits paid tax-free 
• More transparent? 
• No longer need to consider future tax implications 

 
 

Suggestion - TEE 



Dr Ros Altmann 

 “I do fear that making pension 
withdrawals tax free at a relatively young 
age offers dangerous incentives to stop 

locking the money in for later life”. 

Source FT.com 28/7/15 
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• Partnership calculations using data from HMD & ONS 

Life expectancy at 65 

 
0.9 years ? 

6 years 
Life expectancy at age 65 for men in England & Wales (in years), 1900 to 2012 
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**Source:  Projected lifespans are derived from the ONS 2012-based principal projection for the 
UK population 

How long do people expect to live? 

Actual projected life 
span** 

Bit of a gap! 

*Source: Partnership  survey (2014) 



Average female aged 65 

Source: figures derived from the ONS 2012-based projection for the UK population.  
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beyond life 
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Life expectancy = 
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FCA – comments on hybrid… 

FCA Retirement income market study December 2014 

“Looking forward, we 
expect to see more 
“hybrid” products 

emerge, combining 
annuity and 

drawdown features”.  



Proposition – what’s in the wrapper? 

Passive Funds 

Cash Account 

consolidated 
income 

payment 

Guaranteed Income 

Death benefits 

 Lump sum 
 Income 
 Dependants, Nominees 

and Successors 

 Value Protection option 
 Guarantee option 
 Dependants or Nominees 

 As per FAD 



FCA – comments on hybrid… 

FCA Retirement income market study December 2014 

 

“Our consumer research 
clearly suggests that many 

savers will welcome 
the increased flexibility that 

such products offer”. 



Solving the advice gap – retail investment products 

2007 – 2/3rds of products sold 
with professional advice 

2014/5 – c2/3rds of products sold 
without professional advice 

Source: FCA Oct 2015 



Some Predictions……. 
New Products 
• Will start as hybrid annuity/drawdown offerings 
• Will become more complex and more flexible over time 
• Standard annuities will disappear in time 
• Variable and deferred annuities will find a niche but it will be a niche 
• Mis-buying will lead to future scandals  

Distribution 
• Direct sales will come back into fashion 
• The FCA will allow a web enabled solution to emerge 

Policy 
• The freedoms will be reduced over time 
• Pensions will face further attacks on tax reliefs and be increasingly marginalised for a 

while – but that trend will reverse in time too 



 

Clients with advisers 
 
 Advisers will give advice based on rational analysis 
 Having regard to FCA, risks and goals of customer 
 Majority will be better off as a result of these changes 

Clients without advisers 
 
• Will struggle to understand issues 
• Emotional factors will dominate 
• Many will overspend and run out 
• Others will live in poverty for fear of running out 
• Majority will be worse off as a result of these changes 

Some Predictions……. 



Thank You 
Partnership is a trading style of the Partnership group of Companies, which includes; Partnership Life Assurance Company Limited (registered in England and 
Wales No. 05465261), and Partnership Home Loans Limited (registered in England and Wales No. 05108846). 
 
Partnership Life Assurance Company Limited is authorised by the Prudential Regulation Authority and regulated by the Financial Conduct Authority and the 
Prudential Regulation Authority. Partnership Home Loans Limited is authorised and regulated by the Financial Conduct Authority. The registered office for both 
companies is 5th Floor, 110 Bishopsgate, London EC2M 4AY 
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Delivering predictable income in retirement – 
the debate 
 
David Batchelor 
Principal & Director, Wills & Trusts, Chartered Financial Planners 

Rory Percival 
Technical Specialist, FCA 

Abraham Okusanya 
Principal, FinalytiQ Limited 

Alistair Cunningham 
Chartered Financial Planner, Wingate Financial Planning 
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Coffee 
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HORIZON 2020s 

Perspectives On Your Future Consumers 
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Tomorrow’s world: 1950s view 
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Tomorrow’s world: comic book view 
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Brain map of the futurist 
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Horizon 2020s 
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Your future marketplace is being shaped by 
unprecedented technological and social trends. 
 
The impact on you, your clients and colleagues  
will be extreme. Are you ready for the challenge?  



Horizon 2020s 

• Era of disruption 
• New business models 
• Experience counts 
• The people factor 
• Digital imperative – Beginner or Digerati? 
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Disruption is upon us  
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Coming age of disruption 
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Over the next 5 to 10 years we will see more  
disruptive innovations than in the whole of the 20th 
century ... no business sector will be spared 
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IT: the new era of mobile-cloud 
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Future connected everything 
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The ‘oil’ of the 21st century? 
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Big data: driving future competition 
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What are you? 

http://vesselhead.com/wp-content/uploads/2013/10/Data-variety-and-complexity.png
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New Business Models 



Work in the future Anywhere Economy 
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From pyramid to pancake 
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Case study: Zappos 
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Case study: Giganomics 
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Giganomics: the economy of workers who perform  
part-time jobs – ‘gigs - for several employers in order 
to cobble together a living 
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Experience Counts 



Digital consumers: the era of ‘You’ 
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Experience counts 
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Digital engagement 
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The People Factor 



The real challenge 

11/10/2015 

In the digital, hyper-connected future there is 
no such thing as a ‘typical’ customer 
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Future live-alone consumers 
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Future ageing consumers 
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More than 10 million people in the UK 
today can expect to see their 100th birthday 
-- 8.5 million of them are aged under 50  
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Your biggest future market? 
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‘UK pensioners have seen their disposable incomes  
soar relative to the rest of the population over the past  
15 years and are now less likely to be in poverty than  
those of working age’       Institute for Fiscal Studies 



Inter-generational debt divide 
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More cautious future consumers   
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Lower spending future consumers 
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A new Ofcom study reveals children as young as 
six are more confident with technology than adults 
over the age of 45 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCJv_wM7D0MgCFcntFAodW4sBdQ&url=http://blog.hbs.edu/dighbs/analyzing-digital-maturity-industry-look-mit-report-sizeable-digital-disruption-opportunity-within-insurance-space/&psig=AFQjCNFitZ3u6KuNcOywgVDfEl2huSRPnA&ust=1445412344295657
http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=2Zr9K7Bed3TimM&tbnid=0nkJc3aFmpg2FM:&ved=0CAUQjRw&url=http://dusdat-vkbcourse.blogspot.com/2011/03/normal-0-21-false-false-false-nl-x-none.html&ei=NydhUqn_N-Kv0QWM3oGgDw&bvm=bv.54176721,d.d2k&psig=AFQjCNFJwP945Enb86aKk6wfN8BayOG9mA&ust=1382185108982499


HORIZON 2020S 

Perspectives On Your Future Consumers 

11/10/2015 



A vision for 
financial planning 
 

11/10/2015 



Positioning your financial planning 
businesses for success 
 
David Batchelor 
Principal & Director, Wills & Trusts, Chartered Financial Planners 

David Thomas 
Joint Managing Director, Chadney Bulgin LLP 

Robin Melley 
Matrix Capital 

Joel Adams 
Founder, LIFT-Financial Ltd 
 
 11/10/2015 



A vision for 
financial planning 
 

11/10/2015 



Lunch 

11/10/2015 





A vision for 
financial planning 
 

11/10/2015 



Nick Bamford 
Chartered Financial 
Planner, Informed Choice 
IFA 

11/10/2015 



The Professional Adviser Practice: 
Objective 

“ The best financial planning and advice to our clients with 
sustainable business profits” 
 



Three components of success 

• Systems and processes 
 

• Team 
 

• Brand 

 



Systems and Processes 

• Systems: the big picture 
 

• Processes: the small steps 







Systems and Processes 

• How can we do it quicker? 
 

• How can we do it better? 

 



Systems and Processes 

• Who does… 
 

• What? 

• When? 

• How? 

• Why? 

 



Systems and Processes 

• SOPs 
 

• Checklists 
 

• Agendas 

 



Team 



Team 

• Right people, right seats 

 



Team player attributes 

• Emotionally secure 
 

• Highly teachable 
 

• Service orientated 
 

• Creative 

 



Team 

• Administration 
 

• Paraplanning 
 

• Financial Planning  

 



Team 

• Get the right ones 
 

• Get ones better than you! 



Brand 

• What does it mean? 

• What does it stand for? 

• Truth in engineering 

• Or 

• Cheating the system?  

 



Target market 

• GU6 

• 50-75 

• Complex Financial Affairs 

• Financial security 

• Retirement front of mind 

• Debt free 

 

• Confused by choice 

• Computer literate 

• Value professional advice 

• Nice people 

• Investable assets £300,000+ 

• Baby Boomer Generation 

 





• Informed Choice is Independent Financial Planning 

 

Brand Headline 



Brand values 

• Challenging 
• Satisfaction 
• Forward-thinking 
• Security 
• Integrity 
• Fun 
• Local 
• Professional 
• Family 

• Clarity 
• Validation 
• Calming 
• Confidence 
• Approachable  
• Rational  
• Honesty 
• Thoughtful 



Brand Personality 

• Careful thinking and 
planning, established, 
upscale clientele, fun, 
personable and friendly, a 
mix of modern and classic 

 



Brand Emotional Benefits 

• Peace of mind, feeling 
relaxed, removing stress, 
confidence about money, 
a friendly experience 

 



Brand Rational Benefits 

• Financial security 

• Clear explanation 

• Removing confusion  

• Understanding 

• Confidence 

• Clarity 

• Listens carefully  

• A safe pair of hands  

• Cautious approach  

• Achieving financial goals 



• Unique & distinctive, represents our origins and demonstrates 
Informed Choice is an established brand 

 

Brand Logo Description 



Brand Logos 



Brand Colours 

• Green constitutes health and tranquillity, and symbolises money. 
It also denotes nature and alleviates depression. It represents 
new growth 

 

• Grey is a cool, neutral and balanced colour. It is considered to be 
formal, conservative and sophisticated 

 



Brand Font 

• For headlines we use Garamond size 16 bold 

 

• For body text we use Garamond size 12 regular 

 



Three Components for Success 

• Systems and Processes 

• Analyse, document, do it quicker, do it better, marginal gains 
 

• Team 

• Right people, right seats, right attributes, better than you 
 

• Brand 

• Target market, tailored to you, build it, promote it 
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Global regulation and technology driven change impacting the advice market 
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Market drivers & Commercial challenges 

Drive of Global Regulation 

 Market Impacts – What this means for the market? 

 Value Chain Breakdown 

 Distribution -> Robo-advice fiction today but not in 2020 

 Products 

 What does this mean for you? 

Build for success – winning in the advice market  

140 
Copyright © 2015 Capgemini Consulting. All rights reserved. 



141 Copyright © Capgemini 2014. All Rights Reserved 

Today’s Market Drivers 

141 

Consumer-focused regulation 

Multiple territories driving transparency, 
removing commission with an increasing 

focus on fairness 

UK at the forefront of the evolving market 

Changing consumer behaviors 

Apple iPhones and iPads have completely 
changed how clients view and use 

technology   

A  website is a hygiene factor but the user 
experience is a key differentiator 

Technology 

Focusing in the front office capability is 
important but technology into the back 

office is critical  

Technology embedded processes are key to 
operational efficiency & cost control 

More choice = confusion 

New disruptive businesses will undoubtedly 
bring new ideas in the next 5 years but will 
create increased market noise for clients 

Companies will need to differentiate with simple 
focused propositions to stand out from the crowd 

Engagement & experience  

Choice means clients will look to those who 
can deliver seamless service & value  

Understanding how your client experience is 
delivered and maintaining consistency is key 

Commoditisation v 
Differentiation   

The market is increasingly being driven to 
commoditisation for products and will be for 

advice  

Testing what clients honestly want , expect and 
value in your proposition is crucial   

Copyright © 2015 Capgemini Consulting. All rights reserved. 
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 Identification and remediation of legacy issues 
 Ensuring new activities do not repeat past issues 
 Embedding conduct risk 

 Understanding customer drivers and choices 
 Moving away from intermediated to direct customer engagement 
 Ensuring the ability to market direct to customers 

 Keeping shareholders happy 
 Creating and sustaining new income streams from new and existing customers 

 Reduce cost to improve operating ratios and drive up shareholder value 
 Create a low cost advice model for the growing market who desire a low cost technology solution 

 Building IT architecture to support growth and increased communication 
 Ensure capability to extract value from customer data and analytics 

 Creating a culture of high performance, delivering good customer outcomes through daily activities 

Commercial challenges for today’s Financial Service companies 

Compliance 

Customer 

Growth 

Cost 

Efficiency 

People 

1 

2 

3 

4 

5 

6 
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The Story So Far... Drive of Global Regulation 

143 
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Canada: 
• Consulting on a 

commission ban and 
likely to be implemented 
in 2017 

USA: 
lIncreasingly likely 
that similar 
consumer focused 
regulation due to 
Canadian and 
global move 
towards banning 
commission and 
transparency 
 

Brazil: 
Already highly regulated and a 
drive towards increased 
transparency underway 

 

South Africa: 
• Ban on commission for 

multiples products 
including general 
insurance 
 

UK: 
 RDR – Retail Distribution 

Review 

Europe: 
 MifiD II – Markets In Financial 

Instruments Directive II  bringing a 
commission ban from 1 Jan 2017 

Singapore: 
 Currently leading a review 

of the advice industry and 
potential ban on 
commission  

Australia: 
 Future of Financial 

Advice (FOFA) 
regulation i2012 –2014,  
key focus area include: 
- Increasing 

transparency 
- Ban of commission 
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Market Impacts – Value Chain  

144 
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For you, this means  reviewing your customer proposition, delivering consistently and improving efficiency 

Copyright © 2015 Capgemini Consulting. All rights reserved. 

 Customer is king! 
 Opportunity for advice and asset 

management 
 Platforms and life co’s under pressure to 

rapidly evolve 
 This is now a global challenge not just for 

the UK 
 

Value Chain Distribution 
 

Products 
 

Drivers of Change 
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What will 2020 commercially look like for industry players  (basis points share, bps) 

Asset manager Life company Platform Distribution* 

Pre RDR 100 10 40 300 

Present day 10-75 0 20 100-300 

2020 3 - 40 50 - 100 0 5 - 15 

 Asset managers with strong brands to move into distribution to improve margin and volume or margins may stagnate/reduce 
 Life companies fight to retain assets at time where no value in product wrapper and they struggle to innovate for consumers 
 Platforms in the short term assets will increase but margins decrease as they evolve into utility solutions  
 Distribution –  Private/Retail Banks/Insurance/IFAs/Wealth Advisers  productivity challenges due to regulation and new advice solutions reducing pricing for focused advice 

solutions leveraging key technology 

Conduct & RDR  has driven life co’s to engage with customer 

Asset Managers drive to improve margin , retain assets and maximise post-retirement opportunities 

Advisers look to outsource investment decision making or package fund solutions  

Opportunity level 

*Ongoing is 50-100 bps Challenging but potential Good if can evolve with customers Challenging without superscale 

145 
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Market Impacts - Distribution  

146 
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  Robo – advice,  there is no such thing,  it’s 
a fantasy for another few years 

 Reducing the cost of the fact find process 
is key to lower the cost of focused advice! 

 Continually looking at the efficiency of 
your customer and admin processes will 
support future winners 
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 Customer is king! 
 Opportunity for advice and asset 

management 
 Platforms and life co’s under pressure to 

rapidly evolve 
 This is now a global challenge not just for 

the UK 
 

 

Value Chain Distribution 
 

Products 
 

Drivers of Change 

Focus on what you do well and don’t worry about robo-advice but continue to look at ways of deploying technology in your business 
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 Customer is king! 
 Opportunity for advice and asset 

management 
 Platforms and life co’s under pressure to 

rapidily evolve 
 This is now a global challenge not just for 

the UK, 
 

 

Value Chain Distribution 
 

Products 
 

 Innovation is too slow 
 Retirement freedoms demonstrate the 

innovation challenge 
 Greater focus needed of client insight and 

testing driving product solutions 
 Align to product providers that embed 

client into their development 
 Focus on the material benefit solutions 

offer clients 
 
 

Drivers of Change 

Product development needs to evolve, this means focusing on key product providers who truly believe in client innovation  

Copyright © 2015 Capgemini Consulting. All rights reserved. 

 

 Robo – advice,  there is no such thing,  it’s 
a fantasy for another few years 

 Reducing the cost of the fact find process 
is key to lower the cost of focused advice! 

 Continually looking at the efficiency of 
your customer and admin processes will 
support future winners 
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Build for success - Winning in the advice market 
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Fundamental to increasing revenue, you 
have no choice but consistently deliver 
great service and be brave test your 
meeting your clients expectations  

A website is great but ensure your 
processes are fit for the lower cost future  

Your key asset are your people, be 
prepared to critically assess whether you 
have necessary skills and culture to meet 
the changes ahead 

 
Focus on client outcomes 

 

Processes / Efficiency 

Culture & Behaviours  

Thank you for your time!  



About Capgemini 
With 112,000 people in 40 countries, Capgemini is one of the world's 
foremost providers of consulting, technology and outsourcing services. 
The Group reported 2010 global revenues of EUR 8.7 billion Together 
with its clients, Capgemini creates and delivers business and technology 
solutions that fit their needs and drive the results they want. A deeply 
multicultural organisation, Capgemini has developed its own way of 
working, the Collaborative Business ExperienceTM, and draws on 
Rightshore®, its worldwide delivery model. 

Capgemini Consulting is the Global Strategy and Transformation 
Consulting brand of the Capgemini Group, specialising in advising and 
supporting organisations in transforming their business, from the 
development of innovative strategy through to execution, with a 
consistent focus on sustainable results. Capgemini Consulting proposes to 
leading companies and governments a fresh approach which uses 
innovative methods, technology and the talents of over 3,600 consultants 
worldwide. 

 Learn more about us at www.capgemini-consulting.com 
The information contained in this presentation is proprietary. 

© 2015 Capgemini. All rights reserved. 
Rightshore® is a trademark belonging to Capgemini. 
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