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In the next 45 minutes, we’ll share

e The story so far - the latest from the FCA on value, and what’s upcoming

e Must haves - the questions you should be prepared to answer, and the data

points you need to answer them.
e Shortcut to success - 9 ways collecting client feedback makes evidencing easy
e Practical action: 3 things you should do after this webinar

® Questions
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The story so far...

31st July 2023 15th Feb 2024 20th Mar 2024 31st July 2024

Consumer Duty FCA writes to Retirement Income First Annual Board

rules start top 20 firms re: Review report Report due
ongoing advice published
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The latest from the FCA’s ongoing advice review

FCA questions 20 biggest firms about
ongoing advice services

cItyw

2024

L] 1o FCA quizzes 20
biggest advice firms

over ongoing service FT ADVISER
concerns

The regulator has raised concerns about firms not
providing an annual review for clients paying ongoing

advice fees, particularly in light of the consumer duty. FCA ﬁnds Ongoing advice issues in 231

firms

rrrrrrrrrrrrrrrrrrrrrrrrr

St James's Place sets aside £426m

Financial Conduct Authority Mar 20 2024

20 of the largest advice firms have been contacted by the regulator (Reuters/ Toby Melville)

By Alina Khan D 1
The Financial Conduct Authority has written to 20 of the biggest advice prOV|S|°n for C|Iel"lt refunds for service
firms requesting information about their ongoing advice services on the .
complaints
back of the consumer duty.

« St James's Place set aside £426m for potential client refunds E I e Va .’. " o n
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Reasonable evidence: the must-haves when the FCA
comes knocking

Suitability reviews Ongoing advice Value assessment

What proportion of your Proportion of clients who Structured and
clients are due a review, understand the service repeatable methodology
and what proportion had / they receive (meeting and to assess value and the
did not have their review correspondence quality of the ongoing
frequency, cost) advice delivered

Client feedback

Feedback collected from clients on your ongoing service
underpins all of the above
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This same data feeds into your annual Board Report
(due 31st July)

d.  Q & &) % Y

Culture & Price & Products & Consumer Consumer Vulnerable
Governance Value Services Understanding Support Customers
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How the FCA is defining value

Evidencing value is a core focus of your Consumer Duty response and the FCA's ‘ongoing advice’
review.

Value is created and perceived by all the things that go around the product:
e service quality

enhanced levels of customer service

trust and peace of mind

additional benefits

expertise within a certain advice area

ease of access to obtain support.

Value requires ongoing work - it's much more than just a box-ticking exercise.
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Collecting and acting on client feedback is essential

‘[Consumer] feedback should be fairly considered and acted upon.’

P. 46 FG 22/5 Finalised Consumer Duty Guidance, FCA

‘The right Ml is key. Do you know the outcomes your customers expect? Do
you ask them for feedback?’

Consumer Duty - Our Expectations Of Firms, FCA Solihull Event, March 2023

‘Good survey design and sampling methodology requires specialist
expertise.’

o

P. 85 FG 22/5 Finalised Consumer Duty Guidance, FCA
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Elevation is an enhanced client survey
that draws insights from over 250k clients’ feedback

Elevation

Consumer Duty Report for Anonymised Firm
FCA I

Ele afion Introduction

from Vouchedfor

the core of the Consumer Duty lies 3 requirement for i

ustomers at the heart of

their business.

Ancaymized Firm has put customer feedback at the centre of all

of the FC;

operations; allowing it to
¢ Duty
ndant Elaval

Choose Elevation Goal

PROSPECT CONVERSION T 6% VS INDUSTRY CLIENT ADvOCACY T 19% Vs NOUSTRY MITIGATING RISK 8% VS INDUSTRY

This y
M= | Outcome 1- Praduicts & Qervices
f ct " N All metrics :
(o) o V’“:JSPE 2 (v) of clients o, of reviews Outcome 2: Price & Value
intend to i
O B 0 bl 0 :‘::e'r‘: REGULATO | AlLmetrics based on responses from 582+ reviews for Anonymised Firm
client of risk
REGULATORY REQUIREMENTS  METRIC ALL VULNERABLE  INDUSTRY
Prin Distributors . CLENTS  CLIENTS AVG
arangements
X § they dtite Value for Money rating 4855 a8/5 4855
Things you're best at arrangements |
Where thatisn | Fims must moniorand assessth vlue

Consumers fee they are on track
foreseeable hai of thei products and services throughout ¢ 98% 97% 81%
theirlfe conducting regular reviews of 1 Meet their goals

their value assessment.

& routow up ouan see aLL4s reviews () WAxUM cLARITY ON oW ADVISER WiLL NELP (et ac 53 nevs P———

work L 63% 82%
0% 100% 0% 100% Ditibutorsme | rom oot ot For cmpleonlesr | ConSUmrs fctthe
b 4 Keit received is at 77% 63% 87%
market are take hard for a customer to assess their options. (€35t quite clear
| faprotuctor servcedoes ot provideor
Carry out regul ceases to provide fair value to customers, 4
il product or serv firms must take appropriate action to Reat- review data of fair value
sl | BTSSR and understanding of benefits and costs. Action can be taken where any feedback
CE suggests there i a value issue. Data can be segmented by different customer
Firms should aso consids groups to evaluate dit
Vulnerable Clies | oupsof consumersare afected as some
defined as client [Srpme ey be oo
Volnerable w optionat 33% of responses (192 cents i total) were fom vulnerable clients,

defined as clients with Low financial expertise andior over the age of 65 andlor 2 long term care need.
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1. Client understanding of cost - clients can’t
assess value without first understanding cost

How do you pay for financial advice from your adviser?
55%

1in 6 clients

- don’t know
how their fees
work

0.3%

| pay a percentage (%)

My adviser doesn't | pay a combination of | pay a fixed fee (£)
of my assets

charge a fee fixed fee (£) and
percentage of assets
(%)

| pay an hourly fee

W Proportion of Responses Ele Va ‘ﬁon
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2. Clients’ perception of value

Value for Money How would you rate
your experience with
[adviser name]?

66.3%

Overall
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3. Client confidence they’re on track

How confident are you that you are on track to achieve the goals you are
working towards with your adviser?

58.8%

21.3%

16.9%

Not sure Quite confident I'm on track Confident I'm on track Couldn't be more confident I'm
on track
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4. Client confidence they understand risk

How confident are you that you understand the potential disadvantages
of your adviser’s recommendations?

74.7%

22.4%

0
0.8% ki
The disadvantages were not | have some understanding but | have enough understandingto | couldn't be more confident |
pointed out or explained to me would have preferred more be confident in my decision understand the potential
clarity before making my decision disadvantages
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5. Frequency of communication

How often do you and your adviser speak?

53.2%

27.3%

17.5%

Less than once a year Once a year Two to four times a year More than four times a year
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5. Frequency of communication cont.

2.76%

2.40%

1.73%

1.55% 1.56%

One person firm 2-5 adviser  6-20 adviser 20-50 adviser 50-100 adviser 100+ advisers

Data for firms on Elevation with at least 20 reviews only



6. Who initiates communication

Who normally initiates communication between you and your adviser?

41.3%

Only the adviser Normally the adviser, Roughly 50/50 between Normally me, sometimes Only me
sometimes me me and the adviser the adviser
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7. Clarity of correspondence

How clear is the correspondence you receive from your adviser and/or
their firm?

50.2%

34.7%

14.4%

0.2% 0.4%
Not clear Quite clear Clear Couldn't be clearer N/A -1 don't receive any
correspondence
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8. Client engagement with correspondence

How do you engage with correspondence you receive from your adviser
and/or their firm?

55.9%

41.6%

2.0%
0.5%
N/A -1 don't receive any | barely read them at all I quickly look for the most | take the time to read them in full
correspondence important parts
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9. Availability of adviser between scheduled meetings

Between scheduled meetings, in what circumstances would you contact
[adviser]?

70.5%

28.1%

1.4%

| would always wait for the next scheduled  Only for an urgent or important question Whenever | have a question
meeting
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Evidencing value using client feedback

EXAMPLE VALUE ASSESSMENT REPORT

@ % OF OUR CLIENTS INDUSTRY LOWER INDUSTRY AVERAGE INDUSTRY UPPER
SAYING... QUARTILE RANGE QUARTILE

Our value for money is 5 star . 90%

They are confident they are o
on-track to achieve their goals . 81%

They are confident they understand risk . 919

They speak to their adviser at least once . 98%
per year

Are sure how the fees work @ s0%

Their adviser initiates communication @c7%

Their correspondence is clear @®6c7%

They engage with correspondence

They can contact the adviser between 0
scheduled meetings . 65%
[
5 year cost for £100k in assets £6,000 E I eva f’ on
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Practical action - what you should do now

V Obtain and assess the relevant data on: suitability reviews, ongoing advice, value

\/ Request a ‘Monitoring Assessment or Annual Board Assessment’ and ‘Governing
Body Report or Board Report’ template from your compliance provider

V Establish a process for collecting client feedback (if you haven't already) to make your
report more robust

NB: lack of complaints and retaining clients is not sufficient evidence of meeting the
Consumer Duty
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Questions?

elevation@vouchedfor.co.uk
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