
•  �We now have a membership of 
more than 36,000

•  �We have more than 4,820 Chartered 
financial  planners and are sti l l 
growing strongly

•  �Two-thirds of the membership are 
directly involved with the provision 
of f inancial  advice 

•  �In the last f ive years PFS 
membership has grown by 30%

DID YOU KNOW“Fast track your 
message to more 
than 36,000 
financial advisory 
professionals”

www.thepfs.org/fs-media-pack

MEDIA INFORMATION
2017 CIRCULATION MORE THAN 36,000
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“The technical articles are 
excellent. They are always 
relevant, provide a lot of 
detail and are valuable for 
CPD purposes.”

“It is essential reading for 
an industry professional and 
keeps me in touch with my 
professional organisation.”

WHAT READERS LIKE ABOUT 
PFP MAGAZINE

A B O U T  T H E  P E R S O N A L  F I N A N C E  S O C I E T Y

The Personal Finance Societ y (PFS) is the UK’s 
professional body for f inancial  planners and those 
in supporting roles.  It  is focused on engendering 
consumer trust in f inancial  advice by setting 
standards and increasing professionalism. 
The PFS is active and influential  in driving the 
professionalism agenda on behalf  of its 36,000 
members.  It  is not-for-profit  and is independent 
of regulators and industry trade associations.

The PFS was created in 2005 as a result of 
a merger between the Society of Financial 
Advisers (SOFA) and the Life Insurance 
Association (LIA). It is part of the Chartered 
Insurance Institute Group (CII), a world 
renowned provider of professional financial 
services qualifications. The CII has been 
at the forefront of setting professional 
standards for over a century and now has 
more than 115,000 members and affiliates in 
150 countries. 1

Personal Finance Professional is the official 
magazine of the PFS. It has high levels 
of awareness amongst members and is 
a valued member benefit. The magazine 
is a key communication tool for the PFS 
to deliver news and technical features to 
members and inhabits the briefcase for 
several weeks.

With a membership representing a 
significant proportion of the advisory 
profession it is an invaluable tool for those 
promoting products, services and brand 
messages. A “little gem”, ideal for tailored 
stand-alone promotions and essential as 
part of a wider advertising campaign.

Financial Solutions is mailed quarterly to 
the entire 35,000 membership, together 
with key opinion leaders and other 
stakeholders salient 
to the financial advisory profession. 

ABOUT PERSON AL FIN AN CE 
PROFESSION AL MAGAZ IN E
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The members overwhelmingly support the PFS’s 
ambitions to raise the status and professionalism of 
f inancial  advice,  are proud to be associated with the 
highest levels of professionalism and happily commit 
to a code of ethics.

Membership of the PFS is diverse, ranging from 
vastly experienced Chartered Financial 
Planners, widely recognised as the pinnacle 
of the profession, to graduates new to the 
profession. Two-thirds of the membership are 
directly involved with the provision of financial 
advice, with the balance supporting the advice 
process as paraplanners and researchers or 
employed in a technical capacity by product 
providers.

58% are financial  planners

1 1 % are paraplanners

7%  are in compliance

3%  are product /  service providers

2 %  are employee benefits 
consultants

2 %  are in research / technical 
support

3%  are in mortgage advising

4%  are back office / admin

2 %  are in business consulting

2 %  are in f inance

GREATER 
LONDON
7,651

SOUTH 
EAST                             
2,379

MIDLANDS                                
4,889

SOUTH 
WEST & 
WALES                             
6,581

NORTH 
EAST                              
2,305

NORTH 
WEST                              
6,145

SCOTLAND & 
N IRELAND
3,459

UK  MEMBERSHIP AREAS

C O NV I NC E O UR  C H A RT ER ED M EMBERS
Chartered Financial Planners are widely recognised as having reached the pinnacle of the advisory 
profession, having passed a suite of professional, degree level qualifications. More than 4,820 
Chartered Financial Planners represent the elite of UK advisers. 

•    36,000 members 
	 →  up 30%  over f ive years

•  4,820 Chartered financial  planners 
	 →  up 24% year on year 
	 →  up 228%  over f ive years

•  677 Chartered firms 
	 →  up 26%  year on year 
	 →  up 48%  over two years

EAST ANGLIA
2,598

M EM BERSH IP  BREA KDOWN 
BY M A IN FUNCTIONA L ROLE:

READERSHIP INFORMATION

A B O U T  T H E  R E A D E R S H I P
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�●     In-depth article each edition   
      covering salient tax planning      
      opportunities
�●      Interviews with key industry figures  
�●      News from the financial planning  
      market and PFS regions
�●     Chartered case studies and articles 
�●     Dedicated paraplanner article
�●     Study Zone section that includes 
      in-depth articles for more 
     experienced members
�●     Features across a variety of sector   
      topics

Without the  
correct status for 
credit mediation, 
a broker 
should not 
source buy-
to-let loans for 
their clients or 
help them make  
an application 
to a lender. 
Furthermore, 
a broker 
should not 
charge fees 
or receive 
introductory 
commissions 
for passing buy-to-let clients to someone 
else. This is because the  
usual exemptions that may apply when 
making referrals for a regulated mortgage 
contract are not available for consumer 
credit business. Firms that want to start 
arranging buy-to-let mortgages must first 
obtain the relevant FCA permissions or join  
a network that provides principal status  
for credit mediation. Not all do. 

When applying to the FCA for 
authorisation or to extend existing 
permissions, it is possible to indicate that  
an application is urgent. But, with so  
many firms applying right now, this may  
not make much difference to the how  
long the application takes to process. 

Buy-to-let or not?
The UK government is currently 
consulting on the EU’s Mortgage 
Credit Directive, which is 
timetabled to be implemented in 

2016. It is proposed that all lending 
to consumers that it is secured on land 

and occupied by the borrower or their family 
should become regulated by the FCA.

Currently, secured loans on property of which 
up to 39% is occupied by the borrower are not. 
These loans are instead treated as buy-to-let 
contracts. We will have to wait for the outcome 
of the government consultation and new FCA 
rules but we expect broking these types of 
buy-to-let loan, which are relatively few in 
number, will no longer fall under the Consumer 
Credit Act. Brokers will instead become subject 
to extended FCA conduct rules for mortgage 
mediation.

The majority of buy-to-let mortgages are 
not owner occupied so most broking activities 
will remain subject to the Consumer Credit Act 
and the lending unregulated. For this reason, 
intermediary firms that are intending to deal 
with buy-to-let market should not put off making 
their application to the FCA to extend their 
permissions to include credit mediation.  

Gemma Harle is managing director at 
TenetLime
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MORTGAGE PROFESSIONAL | CONSUMER CREDIT MORTGAGE PROFESSIONAL | SEVEN FAMILIES

 The charity-led Seven Families 
campaign launched at the start of 
November 2014 and so far three 
of the seven families have been 
announced.

Seven Families is a campaign to 
raise public awareness of the financial impact 
of long-term illness or disability. It is backed by 
some of the biggest companies in the UK and 
will provide financial support for one year to the 
breadwinners of each family, who are currently 
unable to work through ill health or accident.

The recipients will receive an income 
for a year as if they had originally bought a 
short-term income protection plan, paid for 
collectively by the group of insurers supporting 
the campaign, to raise the profile of income 
protection. The money will be given on a 
charitable basis, but paid monthly to replicate 
what would have happened if they had cover 
in place originally. Crucially, the families will 
also be provided with vital rehabilitation, which 
could help them to return to work.

A godsend
The most recent recipient is Paul Pickford from 
Bolton. He was fit and healthy and ran a car 
dealership until two years ago. In November 
2014, at the age of 42, he suffered a brain stem 

stroke while at work. He is now paralysed and 
cared for by his wife Vicky.

“The money Vicky and I receive and the 
access Seven Families gives me to experts 
who can offer advice on returning to work 
are godsends,” Paul said. “I have not been 
affected cognitively, so if I cannot return to my 
previous employer the plan is to start some 
sort of business, although it would have to be 
something that can be controlled mainly via 
computer.”

Positive response
The campaign will help to highlight the 
importance of income protection, which is often 
cited as a difficult policy on which to advise 
clients. 

So far it has been received positively by 
the national and advisory press, as well as 
consumers. It has been featured in the Mail on 
Sunday, Independent and Express, as well as 
local press and radio. The public exposure has 
been very good.

The campaign has a dedicated website – 
www.7families.co.uk – including Facebook, 
YouTube and Twitter (see links in box). A 

Just Giving page – www.justgiving.com/7F 
– has also been set up for any companies or 
individuals who may wish to provide additional 
support for the project. Further families will be 
announced in the coming months.

The aim of the campaign is essentially about 
public and employer awareness, although it 
is also relevant to the adviser community and 
wider protection industry. The boost in profile 
for income protection should greatly benefit 
advisers in their conversations with clients and 
employers. We all hope the Seven Families 
project will become one of the most significant 
industry initiatives of our generation. 

Peter Le Beau is chairman at Seven Families

FAMILY 
AFFAIR
Chairman of the groundbreaking Seven 
Families campaign Peter Le Beau  
explains why he hopes it will provide 
a much-needed boost for income 
protection sales

WHERE IT’S DUE
Credit (MEDIATION) 
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 Buy-to-let lenders are 
increasingly checking that 
their introducing brokers are 
authorised for consumer credit 
business before accepting 
buy-to-let cases. This could 

come as a nasty surprise to some firms that 
do not hold Financial Conduct Authority 
(FCA) permission for credit mediation. These 
businesses are, in effect, prevented from 
writing new cases until their FCA permissions 
are extended.

While it is the case that most buy-to-let 
contracts fall outside the Consumer Credit 
Act, arranging them is a regulated activity. 
A broker must be authorised by the FCA for 
credit mediation before arranging buy-to-let 
loans for a consumer. 

The term ‘consumer’ is defined within the 
Consumer Credit Act. It includes individuals, 
sole traders and unincorporated partnership 
businesses comprising of up to three partners 
and it does not matter that the purpose of the 
loan is business finance.

Confusion reigns
There is a view that there are a significant 
number of mortgage firms under the misguided 
impression that authorisation is not needed. 
There is also confusion among brokers, which 
may not be altogether surprising. The Consumer 
Credit Act, and the FCA’s authorisation regime, 
is not straightforward, and furthermore the 
regulations themselves are not always easy to 
understand.

There is some confusion over the authorisation 
brokers require to arrange buy-to-let mortgages.  
Gemma Harle clarifies the situation…
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SOCIAL MEDIA LINKS
 facebook.com/7Families
 youtube.com/user/sevenfamilies
 twitter.com/7families

Mortgage
Professional

Supporting  
members and  
driving standards

March/April 2015 Issue 5

EDITORIAL CONTENT

A B O U T  F S  M A G A Z I N E

PFP Magazine aims to provide its readers with 
a wide variet y of relevant,  topical  and in-depth 
articles which are relevant to its wide readership. 
This content wil l  continue to develop and wil l  offer 
members practical  tools to help them with their 
progress towards examinations, and continuing 
professional development. 

PERSUAD E OUR PROFESSION ALS
Two-thirds of PFS members are professionally 
qualified to give financial advice. 
This is the core membership that is comprised 
mainly of those actively involved in delivering 
financial advice. 

EACH EDITION NOW  CONTA INS A  COPY OF 
M ORTG AG E PR OF ESSIONA L ,  F OCUSING  ON 
KEY ISSUES A F F ECTING  THE M ORTG AG E 
SECTOR .

EAC H EDITION C ONTAINS INFORMATION ON 
ISSUES AND OPPORTUNITIES C URRENTLY 
FAC ING FINANC IAL PLANNERS INC LUDING:
�●     Investment
�●     Pensions and annuities
�●     Mortgages
�●     Equity release
�●     Tax planning and mitigation
�●     Protection
�●     Marketing
�●     Professional and business development

FPF Magazine is always 
keen to hear new ideas 
for editorial content. 
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A vision for 
financial 
planning
See inside for more information on the forthcoming symposiums

Motivation

Inspirational
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National Financial Planning Symposiums 2015 -  
Event preview

#PFSVision

In association with

O P P O R T U N I T I E S

A DV ERT I SEM ENT  O P P O RT UNI T I ES:
FPF Magazine provides advertisers with access 
to a unique and valuable audience across the 
country who take their profession seriously. 

�●     Print advertising
�●     Sponsored reports/case studies
�●     Bellyband and wraps
�●     Creative inserts
�●     Supplements
�●     Event sponsorship

The PFS has a brand that is synonymous 
with TRUST and INFLUENCE and people in 
the industry wish to be associated with this 
through its member’s magazine, Financial 
Solutions.

REASON S TO ADVERTISE:
�●    Lands on the desks of 36,000 named   	
	      individuals

�●    High visual impact for advertisers 	
      due to controlled advertising space

�●    The PFS has a strong brand and     
      is well respected in the advisory 
      profession

�●     �Voted top membership 
communication, the magazine is 
highly regarded by its readership

�●     FS Magazine is job useful,  
      supporting our members’ 
      professional development

�●     We are investing in our publication 
      and continually improving it 

�●     Opportunities also exist to promote 
       your brand through CPD events,       
       conferences and Chartered business 
       dinners.

“Contains topical, well presented 
and thorough technical articles.”

“It has more industry relevant 
articles within it when compared 
to the other magazines. 
I read more of FS Magazine than 
any of the others.  It is professional 
and you can see it has a focus on 
professionalism as opposed to 
some magazines that seem to exist 
simply for the egos of reader-
contributors dressed up as articles. 
FS is definitely my preferred read.”

“I love it! Great technical articles 
which I have used to improve 
my understanding to give clients 
better advice.”

OUR READERS THINK...

Please contact us 
for tailored creative 
packages.
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R a t e  C a r d 1  i s s u e 3  i s s u e s 6  i s s u e s

D o u b l e  p a g e  s p r e a d £ 6 , 0 0 0   

F u l l  p a g e £ 2 , 5 0 0 £ 2 , 2 5 0 £ 2 , 0 0 0

H a l f  p a g e £ 1 , 5 0 0 £ 1 , 3 5 0 £ 1 , 2 0 0

Q u a r t e r  p a g e £ 7 5 0 £ 6 7 5 £ 6 0 0

S t r i p £ 5 5 0 £ 4 4 0 £ 3 5 0

P r e m i u m  p o s i t i o n s  + 1 0 % + 1 0 % + 1 0 %

L o o s e  i n s e r t s £ 1 1 5  p e r  ' 0 0 0  ( u p  t o  1 0 g )

X p r e s s  e - n e w s l e t t e r £ 1 , 0 0 0  p e r  m o n t h
 

F u l l  p a g e                     W i d t h                       H e i g h t

b l e e d 2 0 6 m m 2 7 1 m m

t r i m 2 0 0 m m 2 6 5 m m

t y p e  a r e a 1 7 4 m m 2 4 0 m m

H a l f  p a g e

h o r i z o n t a l 1 7 4 m m 1 1 8 m m

H a l f  p a g e

v e r t i c a l 8 5 m m 2 4 0 m m

Q u a r t e r  p a g e 8 5 m m 1 1 8 m m

S t r i p  a d v e r t 1 7 4 m m 5 7 m m
 

T E C H N I C A L  D E TA I L S

T EC H NI CA L DETA I LS
			 
All advertisements must be supplied as 
high resolution print ready pdf files.

Print images should be placed as CMYK 
eps, tiffs or jpeg files at a resolution of 
300 dpi at actual size, not gif or RGB.


