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Watch clients discuss the Power of 
Financial Planning and see the value 
that they place in their relationship 
with their Financial Planner.

www.pfspower.org/videos

Christine talks about the Power Financial 
Planning gives you.

“The Power it gives you as a person  
is massive… Your Financial Planner 

presents you with choices so that you 
can shape your whole life.”

For over 25 years, Simon and Nicki’s 
Financial Planner has helped provide a road 
map for their life and their money.

“We needed a pension, we needed  
to save but we didn’t know how 

much… Neil helped us through that 
whole process understanding what 
we wanted to do, when we wanted 

to do it, helped us map out a road map 
for life and for our money.”
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Thank you
A huge thank you to all the Financial Planning 
Practitioners, business consultants and 
coaches who have provided valuable content.

You can suggest ideas for future content by 
tweeting and including the #pfspower hashtag.

STRIVING FOR 
SERVICE EXCELLENCE
This guide is produced in 
association with our Financial 
Planning Practitioner Panel and 
other practitioners; a group of 
vastly experienced Financial 
Planners that so generously share 
their time and knowledge for the 
benefit of our wider profession.

Our members have the Power to change lives 
and the purpose of our Power guides, videos 
and events is not about dictating process, 
nor saying that any one approach is right or 
wrong; only you will  determine what works 
best for you in meeting your clients needs. 
Our ‘Power’ content has been developed to 
inspire and widen awareness of a range of 
potentially powerful techniques and tools 
which can often assist you in meeting your 
clients ultimate goals.

This guide’s focus on The Client Experience 
clearly demonstrates a profession striving for 
service excellence, which as well as driving 
excellent client outcomes carries the potential 
to help change perceptions and increase 
awareness of the benefits and power of 
financial planning

Keith Richards

Chief Executive Officer 
Personal Finance Society
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THE POWER TO 
CHANGE LIVES
I believe Financial Planning is the 
most important profession of the 
21st Century. I also believe it’s the 
best job on the planet.

Why? Because people will talk to us about 
their money. They are unlikely to talk about 
it in such detail to anyone else: it is often 
a secret and the very last taboo. And yet, 
money is the most powerful and pervasive 
secular force on the planet.

This entails a huge responsibility for us as 
Financial Planners.

You will remember from your exam text 
books that money is defined as a means of 
exchange, a tool of accounting or a holder 
of value. However, these books don’t tell 
you (yet) about how money affects people 
and their behaviours in both emotional and 
illogical ways, typically anchored to their 
earliest memories about money and how it 
was growing up.

Macro-economists have up until now 
ignored the fact that money is a man-made 
invention so, we humans have no natural 
instinct about how to deal with it. They 
have also ignored the individual and that 
is who we deal with as personal finance 
professionals. 

Our mission and purpose are to help 
individuals and their families manage their 
personal relationships with money and 
the fearsome forces it generates. Income 
inequality and negative market volatility 
headlines might sell the news but the area of 
income sufficiency is where we as Financial 
Planners can comment on readily and really 
add value as we shape conversations to figure 
out what our clients really want.

We know our relationship with money is at 
the base of every human activity. It has to do 
with social justice. It has to do with being able 
to feed, house and clothe a world with seven 
billion human beings in it. It is the best self-
organising force yet invented; enabling us, 
for the most part, to get along in a peaceful, 
productive way.

Ultimately, we sell peace of mind through a 
process that can develop a unique, rewarding 
and therefore invaluable experience for each 
and every client we have the privilege to 
serve. 

The delivery of such value in an empathetic 
and authentic way will earn us the right to a 
role as trusted adviser to our clients.

But we don’t always have all the answers and 
knowing we don’t makes us stronger for it 
as we seek answers out for our clients. I am 
confident you will find some of these answers 
in this guide.

Sharon Sutton

Chair, Financial Planning Practitioner Panel 
2017 – 2019

Managing Director, 
Thornton Chartered Financial Planners
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POSITIONING
Dreams can come true. Julie Lord shares her explanation to clients of 
what a Financial Planner does and uses two client stories to illustrate  
the value of what Financial Planning can achieve.

How we explain our role to clients

“What a therapist does for your mental 

health, or a personal trainer does for 

your physical health, a Financial Planner 

does for your financial health. 

“We take a wide view of your financial 

values and goals to help you create the 

life you want and put your money to 

work for you. We are part coach, part 

teacher, part confidante, part project 

manager and part progress checker.

“We also connect you to other 

professionals like accountants, if you 

need tax help, and solicitors if you need 

to draft a Will or Power of Attorney.

“What we don’t do is investment 

management or administration of IT or 

insurance. We outsource all the boring 

bits so we can concentrate on what we 

love doing: talking to clients and seeing 

their plans come to fruition.”

Our role has a pretty wide remit, but that 
is the great part about it. We can enjoy our 
chosen profession because it isn’t all about 
one thing. We can talk to different people 
about their different interests and dreams for 
the future and in doing so, be creative about 
our solutions. 

We can also find some great ideas to enhance 
our own lives along the way.

The best part for me is when the penny drops 
and clients understand that their dreams can 
come true. 

The power of Financial Planning

Once I had clients waltzing around my office… 
or it might have been a foxtrot… but it started 
when I finished explaining that my clients had 
sufficient funds to retire immediately at 58 
rather than wait until 65.

Their lifetime cashflow forecast showed quite 
clearly, using conservative assumptions, that 
they could afford their desired standard of 
living until they were 105. Reassurance enough 
for him to resign his engineering post one 
week later. 

Another life changed for the better

Another client was literally working himself to 
death. Fifteen-hour days were common with 
lots of foreign travel. He had a poor family 
life with the exception of mega expensive 
holidays to assuage his guilt. He had a big 
salary and all the trappings of wealth but he 
was overweight, unfit, unfulfilled and unhappy. 

His family cashflow forecast, showed that if 
he sold all his fancy assets and downsized a 
bit, he could take on a more fulfilling job at a 
quarter of his salary. 

Initially unconvinced, his wife and two sons 
persuaded him they were more interested in 
him than his money.

In this case our planning saved his marriage, 
his relationship with his sons and probably  
his life.

Julie Lord 
Chief Executive

Magenta Financial Planning 
magentafp.com



THE CLIENT EXPERIENCE
Broadly speaking, six steps are considered to form the foundation 
of a Financial Planning process used with clients.

More than a process

What you see in the pages of this guide is that the whole client experience is much richer and 
goes far deeper than these six seemingly straight forward steps suggest.

A Financial Planning relationship with a client is an ongoing and lifelong commitment. Although 
sometimes based on a series of linear steps, it’s fluid and cyclical.

Financial Planning is an extremely personal and individualistic partnership between 

adviser and client that starts way before the client meets the adviser and may exist 

with a firm beyond the adviser and beyond the adviser’s working years.

Taking into account the contributions from each Financial Planning practitioner to this guide,  
a client experience of Financial Planning looks like this:

1 Purposeful preparation

• Know yourself

• Craft your message

• Communicate it consistently

• Prepare your prospect

2 Perfecting the first meeting

• Truly listen to your prospect

• Establish client-adviser relationship

• Summarise and confirm priorities

• Outline fee structure

• Prepare & issue minutes

3 Draft planning meeting

• Gather & analyse data

• Income & expenditure 

• Build cashflow model

• Develop a draft plan

• Present current & possible situations

• Demonstrate using cashflow

• Keep the focus on life first

• Money as the tool to get there

• Prepare & issue minutes

4 Recommendation report & 
 implementation meeting

• Written report and fee proposal

• Summarise position so far

• Include mind maps & minutes

• Provision of formal advice

• Detail how it meets objectives

• Verbalise written report

• Check understanding

• Continue discovery & listening

• Confirm actions & get signature

ESTABLISH 
GOALS

COLLECT 
INFORMATION

EVALUATE 
FINANCIAL 

STATUS

DEVELOP  
A PLAN

IMPLEMENT 
THE PLAN

MONITOR  
& REVIEW
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5 Annual planning meetings

• Prepare agenda

• Gather new information 

• Revisit objectives

• Full fee disclosure, explain value added

• Implement changes

• Provide minutes

6 Deepening relationships 

• Retirement planning

• Celebrate a new beginning

• Revisit goals & new purpose of money

• Preparation to enjoy financial freedom

• Permission to spend

7 The power of niche

• One size doesn’t fit all

• Understanding young business owners

• Creates better financial strategies

• Shorter planning cycles 

• More hands on

8 The power of emotion

• What holds people back

• Causing inaction to implement plans

• Behavioural tools

• Enlighten clients

9 Passing on

• Working with older clients

• Involving families

• Hand holding

• Let’s pretend you are not here

10 The best service you can give

• Your client is all that matters

Carrie Bendall 
Business Development Consultant

INSPIRE 
inspiredc.co.uk
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LIFE CENTRED PLANNING
Putting life at the centre of the 
Financial Planning process brings 
immediate and positive impact.

Watch three videos by Mitch Anthony here:

pfspower.org/videos

1 The Need for a New Advisory Model

2 Life Centred Financial Planning

3 Deepening Client Relationships

Mitch Anthony 
Co-founder

Life Centered Planners 
lifecenteredplanners.com
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If you want clients to be happy about a life 
focussed Financial Planning service, you have 
to prepare them to expect that service. If they 
expect something different, even the best 
service in the world won’t make them happy. 

You are putting too much down to chance 
if you don’t prepare clients to talk with 
you about their life, their aspirations, their 
hopes, their fears and their most important 
relationships.

Nearly every prospective client will arrive  
with some pre-set thinking about what 
financial advice should look like. Particularly 
if your own website is full of language about 
investments, funds, life insurance, pensions 
and other products.

Without setting expectations that are 
consistent with who you are, there is a strong 
possibility that you will bring the wrong 
people into the room. Or, perhaps even more 
damaging, you might bring in the right person 
with the wrong expectations and fail at turning 
them into a client.

First, know yourself

You have to be authentic and consistent, 
which means you have to find a way of 
working that resonates with your true self. 

Ask yourself:

• Who are you? Who are you really?

• What is your purpose?

• What values do you want to project?

• Do you want to change lives?

• Do you want to grow pots of money  
or do something different?

• Why do you want to offer that service?

• Because you think it’s needed? 

• Because you are good at it?

• Are you called to it?

• Is there some other reason?

This self-discovery exercise is essential to 
forming your personal service and being 
able to articulate a message that you can be 
consistent about and driven to provide.

Once you have this, your message and 
communication should follow that path across 
all channels: your website, social media, email 
blasts, blogs, everything. If you want to be a 
lifestyle Financial Planner, you need to think 
and communicate as one every single time.

Prepare potential clients

Send a letter managing expectations. 

My letter says:

“Come along to my office and we’ll 

have a discussion about all things that 

are important to you, things you’re 

hoping to achieve in the future. This 

meeting will be at our cost and at the 

end of that meeting, we’ll have a good 

idea whether we think we should work 

together and how much it is going to 

cost if we move forward.”

I don’t ask prospects to bring their financial 
information with them.

This letter does a few things:

It sets the client’s expectations by telling  
them what the meeting will be and what it  
will not be. 

Because I don’t ask them to bring their 
financial paperwork with them, they don’t 
expect to talk about investments in the 
meeting which means they won’t be upset 
when I don’t talk about investments. 

PURPOSEFUL PREPARATION
Prior to a first meeting, Damien Rylett believes setting the right 
expectations in clients’ minds is vital.
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They get a flavour of what we will be 
discussing and hopefully intrigued to 
go deeper.

I assure them there is no cost for the 
meeting so they don’t worry about 
cost and by the end of it, they will 
know how much it will cost if we work 
together.

It’s up to me to deliver

You can’t ask a prospect in for a 
meeting about their life and have 
them sit and watch a PowerPoint 
presentation about me, my company 
and our service.

The meeting has to be ALL about 
them. NOT us and NOT about their 
money.

A word about messaging

Your messaging extends beyond your 
official company communication to 
your entire public persona. It all has 
to fit together. By communicating 
who you are consistently, you will 
attract clients who are right for 
you, and filter out ones looking for 
something different.

Everything you put on your website 
can affect your meeting. Less is 
always more.

Everything matters. The way you 
confirm meetings, the environment 
you have them in, all correspondence, 
your client agreement.

You are who you are and who your 
whole authentic self is, is more than 
good enough.

Damien Rylett 
Managing Director

Brunel Capital Partners 
brunelcapitalpartners.com

The Financial Planning 
Training Academy 
fptraining.academy

1
2
3
4
5
6
7
8
9
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SOME SUGGESTIONS

Take your website, whether it’s 

one page or twenty and take out 

everything irrelevant.

Try a one-page website: “I help people 

understand what they want from their 

life and I work with them to help them 

achieve it. Let’s have a chat and see if I 

can help you.

Add a “call me if you want to talk 

more”. You will be 90% there.

Put yourself in your clients’ 

shoes

Remember the first meeting starts 

before your prospective client enters 

the room.

Understand the client’s experience 

before they’ve even met you. What 

process have they gone through from 

the first point of contact… is it easy to 

find you online? Is it easy to park?

Think about what they are asked to 

do before you meet… do you send a 

welcome pack or brochures; make 

calls asking for documentation or send 

fact finds before they meet you? Think 

about the merits and disadvantages of 

doing these things.

If you get referrals from professional 

connections you should know how 

they are setting up the referral. 

How are they describing you; is it in 

line with how you would like to be 

portrayed?

If you get referrals from clients, how 

do you think they are describing you? 

Asking them is a good start. 

The first meeting should be relaxed 

and comfortable. The person you are 

meeting is just about to have one of 

the most important conversations of 

their lives.

A GUIDE TO FINANCIAL PLANNING 7



PERFECTING THE FIRST MEETING
Steve Martin believes you need to clear your head of any preconceptions, 
exercise extreme curiosity and know to stop talking and listen. 

The first meeting is the vital moment where 
both adviser and client weigh up whether  
they are right for each other. 

The best outcome of a first meeting is 
a second meeting: to have an engaged 
prospective client who wants to continue 
talking to you about how they can improve 
their finances and their life.

Although the first meeting is more about 
listening than anything else, it pays to work 
out what you want to get from the individual 
or individuals you are meeting:

• An understanding of what makes them 
tick?

• Their motivation, their aim, why have they 
come for advice?

• Can you make their situation better or not?

• Can you get along with them and work  
with them?

• Can you gauge their ability to pay  
your fees?

Clear your mind

You want to get rid of any sales mentality and 
think about engaging with the right people in 
the right way that you enjoy.

Think about some questions that you want to 
ask; questions that will help your client open 
up. Questions that they will feel comfortable 
about and easy to answer.

There is much published about 

‘killer’ questions but you have to be 

comfortable with your questions and be 

ready to handle the answers. A useful 

tip is to only ask questions that you 

have asked yourself and have been able 

to answer about yourself.

Be careful of opening the meeting with 
very deep questions; you must engage with 
someone and connect before asking very 
personal questions. You must feel comfortable 
with each other and like each other first.

I always remind myself before the meeting 
starts that I have an opportunity to get to 
know someone new; to see if I can learn 
anything from them and to see if there is a 
chance that I will be able to help them.

In the meeting

All the time you are seeking to understand  
as much as you can about your client.

Ask an easy question, shut up and listen, no 
matter how long the answer takes. Repeat 
back what they have said to clarify your 
interpretation. Use it to ask the next questions 
and repeat so that you are developing a 
stronger picture of who they are and where 
they want to be.

You should expect that the client talks 

for at least 80% of this meeting. At the 

end of it, you need to be sure you can 

add value to the client’s life, that the 

value will last after they pay your fees 

and they can afford to pay your fees.

If you are nearing the end of the meeting 
and you are not sure where the value is, you 
clearly don’t understand the client. It may be 
tempting to fall into the transactional trap.  
To do this you move further away from the life 
and business you probably want for yourself 
and, frankly, you let another client down.

You need to pause, review your notes, think 
about what you haven’t yet learned from  
the client, ask another open question and  
start again.

8 A GUIDE TO FINANCIAL PLANNING



You decide

At the end of the meeting it’s up to 
you whether you offer to take the 
person, couple or family on as clients.

Our mantra is, if we don’t engage in 
what they want for their life or we 
don’t connect on a personal level, we 
don’t take them on. 

You are inviting people into your life 
and making a commitment to work 
with them for a life-long time to help 
them achieve their goals. You need to 
like them.

How can you be at your best and give 
them your best if you don’t care if 
they achieve what they want? What 
life are you creating for yourself if you 
are working with people you don’t 
really want to work with?

It’s not easy

Delivering a lifestyle or life-focused 
Financial Planning service takes time, 
practice and in many cases bravery 
to commit to this being your only 
service.

Competence comes with plenty 

of purposeful practice and 

I really recommend finding 

safe environments to practice 

through role play with friends 

or colleagues. 

All I can say to you is that no-one 
who has achieved it would ever go 
back so it must be worth it!

Steve Martin 
Chief Executive

Smart Financial 

smartfinancial.co.uk

The Financial Planning 

Training Academy 

fptraining.academy

ADDING STRUCTURE 
TO THE MEETING
This simple process adds structure to 
your first meeting to help you stay on 
track.

Introduction 

• Lay out exactly what you want to 
achieve.

• Gain understanding and clarity.

Questions 

• Tell me why you are here?

• What’s on your mind?

• Client talks, you listen hard.

Overriding objective

• Make sure you know the key 
objective.

• Check you haven’t missed something.

• Clarify points as you go along.

Summary

• Summarise what you have heard.

• What is most important to the client 
at the moment?

• Confirm client’s priorities. (They are 
not your priorities).

Fee discussion

• Outline your fee structure.

• What it covers.

• What happens if you discover 
additional complexity?

SOME SUGGESTIONS

In the first meeting you must have 

clearly demonstrated the value you can 

add to your prospect’s life to earn a 

second meeting.

This isn’t done by giving the client a 

presentation on your firm or explaining 

how many exam passes you have, or 

years of experience. If you are thinking 

of using PowerPoint… STOP.

Ask open questions about them, 

their families, their businesses. Listen 

properly to the answers and find your 

next questions in their answers.

Very few know their goal five years 

from now. You can help construct this, 

rather than ask for it up front.

1
2
3
4
5
6
7
8
9
10
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DRAFT PLANNING MEETING
Often meeting number two, Steph McDonald describes the ‘draft’ 
planning meeting as another time to shine. It’s when life and money come 
together to show what’s possible.

It’s really important to get the exploratory 
meeting right and Lifestyle Financial Planning 
properly positioned by explaining to the client 
that what you do is really different and will 
change their lives.

Our Draft Planning Meeting follows after we 
have collated all the details about the client’s 
personal and financial situation.

We call it a draft financial plan for a reason; 
the draft is our version of the client’s initial 
current and possible situation and a great 
discussion tool. It’s important that the client 
feels involved in their planning. 

This is our time to shine, where we really 

show the client why their trust is justified. 

Presenting a draft plan to the client is 

where we deliver on our promise. 

We are able to tell clients they can afford to 
give up work early, enjoy more life, or afford 
to give money to their children now while they 
can watch them enjoy it. Giving with ‘warm 
hands’ rather than later with ‘cold hands’. 

Some meetings are harder, showing a client 
that they are not in the position that they 
thought and that they have to make some 
changes if they want to avoid swapping 
“lifestyle” for “survival” in the future. 

No matter what the outcome, the one 
experience that doesn’t change is that 
‘lightbulb’ moment for the client, when they 
truly understand the purpose of the first 
discovery meeting and when they realise how 
important lifestyle focused Financial Planning 
is to their life. 

The important thing to remember about this 
meeting is that it remains client centred, we 
always want to be talking about their life, their 
dreams and motivators not just their money. 

Once clients see the draft plan and have 
their ‘lightbulb’ moment, where they truly 
understand and appreciate what they can do, 
they become more engaged.

The agreed plan then forms the basis of 
managing assets and income streams to 
support their lifestyles. It is never a ‘final’ 
plan as life is never static, and flexibility with 
regular plan management ensures it stays  
on track. 

Helping clients to experience their ‘lightbulb’ 
moment is truly more inspiring than selling a 
product has ever been. 

Lightbulb moment number 1

One client hated his job as a school caretaker 
but worked because he felt he needed to. 
When he saw that he did not need to work at 
all he handed in his notice the very same day.

Lightbulb moment number 2

At the next year’s plan management meeting 
our client was much more relaxed, but we 
could tell he still wasn’t quite achieving all 
of his dreams. We prodded and discovered 
he had always wanted to upgrade from 
his dinghy to a small yacht. We added the 
purchase of the boat to his plan and it was 
immediately clear that it really was affordable. 

Delighted, our client invited us out for the 
launch of the new boat to celebrate with G&Ts 
on the water. The plan and cashflow forecast 
released them from their ‘rainy day fears’.

Lightbulb moment number 3

A young couple in their 30s, no children, 
handled their finances very well, worked hard 
to clear debt and save. They had a clear dream 
to retire early and buy a smallholding but 
absolutely no idea if it was financially possible.

10 A GUIDE TO FINANCIAL PLANNING



SOME SUGGESTIONS

The important thing to remember about this draft planning meeting is that 
we still always want to be talking about clients’ lives, their dreams and 
motivators not their money. Money is just a tool required to get them there.

Cashflow modelling gives the plan a reality check and helps clients make 
good, informed decisions: It…

• Captures changing income streams and lifestyle expenditure through 
current and future life stages, incorporating ‘what if’ scenarios for 
discussion

• Confirms the current position and future position if nothing changes

• Provides a clear map and illustrates the impact of any financial decisions 
clients may want to make, identifying what’s necessary to get to where 
they want to be.

1
2
3
4
5
6
7
8
9
10

We showed them that they could achieve their dream without them ever 
running out of money.

Not a product recommendation in sight, as they were perfectly capable of 
investing their own money during the early accumulation period and were 
already making significant pension provision. What they wanted was a sense 
check and the comfort that their dream could be a reality. 

Lightbulb moment number 4

A couple came in to discuss transferring Defined Benefits pensions in order to 
access income. 

We spent the first 40 minutes of the meeting not allowing them to tell us how 
much the pensions were worth. What we really needed to get to the bottom 
of is why they needed the money. The lady had terminal cancer, she was 
currently reasonably fit and outliving expectations but wanted to free up some 
money.

After some probing it became clear that it was not about the money, but 
about making memories in the time she had left and with her family. This was 
achievable using the other liquid assets rather than a defined benefit transfer.

Life over money

If you can really believe in life over money management and achieving 
fantastic client outcomes, you will have the best client meetings and 
relationships you have ever experienced, with very happy and fully engaged 
clients who cannot wait to come back time and time again to check their 
dreams are still on track.

Steph McDonald 
Chartered Financial Planner

HarperLees 
harperlees.co.uk
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RECOMMENDATION REPORT & 
IMPLEMENTATION MEETING
The implementation meeting is another critical meeting as your prospect 
gets ready to become a client says John Redmond. But before it takes 
place they have a chance to read a formal report.

By the time the third meeting takes place we 
have had a first discovery meeting, undertaken 
an analysis of the prospect’s current 
financial and tax position, captured income, 
expenditure, assets and liabilities using a 
cashflow model and floated ideas about what 
the advice might look like. 

A Recommendation Report has been prepared 
and sent to the prospect to give them a 
chance to digest and understand the nature 
and scope of financial advice.

Report content

An introduction sets the scene and acts as a 
reminder of where we are in the process. 

We summarise the goals and wishes stated 
and prioritised so far and include notes and 
mind maps from our previous meetings.

An overview of the advice sets the Financial 
Planning scene and we include details about 
the cashflow analysis.

We provide details about the key areas 
of finance such as pensions, investments, 
protection, estate planning, trusts and liquidity 
and how each meets objectives.

Implementation meeting

This meeting is fundamental in further 
gaining the prospect’s trust and confidence 
as they agree how their money is going to be 
managed or how their other needs are going 
to be met. 

More often than not it involves courage on 
the part of the prospect as they prepare 
to transfer their money to enact their plan. 
In many cases, it is also the beginning of 
regulated advice. 

This is now our chance to verbalise what 
has been put in writing to ensure complete 
understanding of the advice and to prepare 
the ground for implementation at the end of 
the meeting.

There may be overlap with other stages of 
the process, but it is crucial to get this step 
right to keep on increasing confidence by 
continuing to ask the right kind of questions. 

Every conversation is an opportunity to 
discover more information about your 
prospective client. There may still be 
important things they haven’t mentioned or 
thought about yet.

The implementation meeting is a golden 
opportunity for the client to truly understand 
the value of the advice that is being given. It 
will deepen your relationship further and the 
prospect should become more relaxed.

Body language

It’s at this implementation meeting that the 
prospective client is likely to be the most 
nervous as it is often the first time fees may 
need paying and a bigger cheque need signing 
to pass funds across.

This is the meeting at which you hope that 
your prospect will commit to your advice and 
become a fully-fledged client of your firm. 

They can still walk away at this point, without 
commitment to anything other than the fee 
agreed for the initial work.

What better way to show genuine care than to 
spend an hour or two talking through what is 
very, very important and sets the benchmark 
for the quality of your advice.
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At every point in the meeting it’s 
important to:

• Check in
• Keep listening intently
• Pick up body language
• Encourage the arrival of new 

thoughts and concerns.

We think it is important to give 
the client a chance to explain their 
understanding back to you in their 
own words so that you know they 
understand.

The conversation may highlight 
some downsides to advice not 
yet articulated, which may lead to 
revisions to advice or tweaking of 
objectives.

Flexibility is needed to pick up 
these nuances and changes made to 
incorporate them. 

It is important not to rush to 

a signature as this is another 

meeting in the process that is 

fundamental in developing trust 

and a lifelong relationship.

The client will say more as it goes on, 
you need to pick up any signals and 
listen hard. Any failure to do so may 
start to sow seeds of doubt.

For example, when discussing 
inheritance planning a client may 
have said they want to treat all 
children fairly but may have second 

thoughts about one child who is 
slightly less responsible than the 
others. This is an opportunity to bring 
children in to future meetings and 
to provide education about money 
management.

Every point of contact with your 
client needs to build on what’s 
gone on previously. Just going for a 
signature will not show the level of 
relationship and care you want to.

Taking time and attending to detail is 
the epitome of a high care service.

The creation of a client for life 
provided you do the right thing.

You may think the hard work has 
been done in discovery, analysis and 
cashflow modelling but this is not the 
case.

Rush this part of the process at your 
peril. This is the point where the client 
can still walk away if they are not 
continually engaged in the process 
and satisfied that your advice always 
has their best interests at heart.

This is crunch time and time to iron 
out the niggles in a constructive and 
caring way.

John Redmond 
Chartered Financial Planner

BpH Wealth Management LLP 
bphwealth.co.uk

SOME SUGGESTIONS

Provide a written report with your recommendations ahead of the 
implementation meeting. It provides your prospect with time to digest  
the nature of your advice.

Stay listening and flexible. Be ready to accept and incorporate changes.

Consider this as a vital meeting in the process and don’t rush through it  
just to get a signature.

Take time to attend to detail as it is the epitome of a high care service.

Rush this meeting at your peril. There is still time for your prospect to walk away.
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ANNUAL PLANNING MEETINGS
You’ve taken on a new client, given them a great initial Financial Planning 
experience, followed up with an Annual Planning Meeting and are 
wondering what now? Garry Hale looks at the next few years of your 
client relationship.

The Annual Review, or as I prefer to call it, 
the Annual Planning Meeting, is an important 
date on your client communication calendar. 
Some call them Forward Planning Meetings 
as the important stuff is ahead and cashflow 
is always about looking forward rather than 
back.

Pre-meeting preparation; clear, well laid 
out agendas and the prompt distribution of 
minutes of the meetings are all key parts of 
the process and in my experience, clients love 
them.

They are a good way of continuing to build 
trust as your client relationships mature 
over the years. They are also a good way of 
demonstrating how you continue to add value, 
year after year.

Thoroughness of preparation means you will 
be individual to each client and each client will 
feel you are taking great care of them making 
it easy for them to justify your ongoing fees.

Turning to a sailing analogy

You’ve completed the plan to buy your yacht 
and it’s berthed and waiting in the marina. 
Before you set off on your next journey, there 
is lots of stuff to be done before you even 
start the engine and venture out of the safety 
of the marina to hoist your sails.

Even before you arrive at the marina, you need 
supplies, to be checking the weather, preparing.

Once at the marina with your crew, maybe 
your spouse and family, you have a number 
of jobs to do. Checking all your supplies 
and equipment, engine checks, sail checks, 
weather, checking your planned route and the 
assumptions and calculations you have made, 
being aware of safe havens en route should 
circumstances change.

All checks are done, the crew briefed, and 
safety briefing done, you are good to set off, 
but this is just out of the marina! 

You have to be aware of everything going on 
all around you, allocate actions to the crew, 
manoeuvre your yacht out of its berth on off 
the pontoon and through the marina, taking 
care and being mindful of the conditions and 
activity of others.

Eventually you are at the exit of the marina 
and setting out to sea. You head out and 
make your preparations with the crew to 
hoist your sails, switch off the engine and 
start your adventure and journey to your first 
destination.

In my view this is all just your first 

stage of the Financial Planning process 

and maybe taking you to your initial 

planning meeting with the client.

Lots of work has gone on to get you to this 
stage which has involved actions by everyone, 
detailed planning, use of data, information and 
planning assumptions and forecasts.

But remember you’re only just out of the marina 
and now in the open sea. The start of your 
adventure and journey has only just begun.

You are now thinking of your first destination 
and what needs to be done to get there 
and the information and plans that need to 
be put in place with your crew to make the 
initial passage enjoyable and successful for 
everyone.

Your client is going to need the expertise 
and guidance of an expert skipper to help 
them navigate ahead, continually monitoring 
conditions, always looking forward.
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Planning & preparation

Planning and detailed preparation is vital to 
the ongoing annual planning meetings. I always 
issue key details ahead of the meetings: their net 
worth, their updated income and expenditure 
details so that in the meeting maximum time is 
spent on planning where to next.

Most of my clients have an annual planning 
meeting. Some I meet six monthly to discuss and 
review investments. The annual planning meeting 
is always a separate life focussed meeting.

Make cashflow integral

Make cashflow modelling an integral part of your 
service proposition; give it to every client and 
present it on a large screen for maximum effect.

In my experience, perseverance with the more 
sophisticated software pays off. You can create 
much more meaningful and engaging plans. Also, 
keep up to date with the latest releases, features 
and enhancements, do the training, use their help 
desks. Create your own cashflow!

Having provided my clients with ongoing 
cashflow planning meetings for over 15 years, 
they really do value the ongoing planning advice. 
There is always plenty to discuss and areas where 
planners can add ongoing value to the client’s 
outbound journey and life.

Clients should really enjoy and benefit from the 
cashflow planning meetings and look forward  
to them.

The meetings should be exciting; about life. They 
should provide clients with peace of mind that 
their Financial Planning skipper has their vessel, 
whatever shape or size, on track.

The journey should be successful and enjoyable 
with any turbulence managed and just adding to 
life’s richness along the way.

Garry Hale 
Managing Director

HK Wealth 

hkwm.co.uk

Pre-meeting prep

Sample checklist, 6 weeks 
before

Send to client:

Reminder of meeting 
with agenda for client to 
update with any issues 
arising

Current income and 
expenditure questionnaire

You:

Update investment & 
policy information

Review notes of previous 
meeting

Update cashflow with 
new information

Check key areas for 
conversation – update 
wills, etc.

Annual planning meeting 
sample agenda

Purpose of meeting

Minutes of previous 
meeting

Matters arising

Latest actions undertaken 
on the client’s behalf

Review clients’ objectives

The year’s highlights

What haven’t you done 
you would like to do?

Cashflow update

Key items for future 
discussion

• Investment review

• Tax planning

• Estate planning

• Family

• Other professional 
advisers

Summarise revised 
objectives, actions & 
timescales

Date of next planning 
meeting

Issue minutes of meeting 
within two days
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DEEPENING RELATIONSHIPS
Retirement planning is a core function of the Financial Planning 
profession. Amyr Rocha-Lima discusses why our job is not just to 
help clients accumulate resources but to help them as their coach and 
cheerleader as another life stage begins.

We work with clients to articulate and quantify 
their goals, then craft a strategy to achieve 
those goals. But planners and their clients 
shouldn’t view retirement as the culmination 
of a financial plan. 

Doing so ignores the opportunity we have to 
add ongoing value to our clients’ lives – and  
to our businesses – by planning for what 
happens next.

A client who has achieved financial 
independence – that is, they have enough 
resources to support themselves for the 
remainder of their expected lifetime – has 
reached a significant milestone. It is the end of 
one stage of life, and the beginning of another. 

The client’s core values may stay the same, 
but their goals and priorities continue to 
evolve and extend indefinitely into the future. 
That’s why the need for retirement planning 
doesn’t end when the client is mathematically 
able to retire. 

The meaning of money

As life-focused Financial Planners, our job 
is not just to help our clients accumulate 
resources – we must guide them on how to 
use those resources meaningfully and live their 
best lives both before and during retirement.

From the client’s perspective, a retirement 
plan requires more than money to be 
successful. 

To live happy and meaningful lives, people 
draw upon other resources, such as valued 
relationships, personal growth, and above all,  
a sense of purpose. 

Yet money remains interwoven with all these 
other factors, and a person’s financial habits – 
many of them ingrained from a much younger 

age – can inhibit their ability to enjoy the fruits 

of financial freedom that they worked so hard 

to obtain. 

A complete financial plan incorporates money 

and meaning alike, and the client’s true 

outcome is measured by their ability to use all 

available resources to achieve their best life.

Life-focused Financial Planning starts with 

discovering what the client really wants from 

life before addressing any monetary factors. 

In processes like the EVOKE® methodology 

developed by the Kinder Institute of Life 

Planning, the planner asks a series of probing 

questions that gradually uncover the 

client’s most deeply held dreams, fears, and 

motivations. 

Only after the planner and client fully 

understand these life goals – and 

the obstacles that may lie in the way 

of achieving them – do they start 

discussing financial strategies. 

Once the plan is in place, the planner 

continues coaching and encouraging the client 

until all of the steps are implemented. They 

continue to meet at a minimum of once per 

year to repeat the conversation, ensuring that 

the plan remains aligned with the client’s true 

goals.

Post-retirement Financial Planning is a 

continuation of the same process, adjusted for 

the fact that the client is now free to pursue 

whatever they wish to find meaning. 

It requires the same level of mutual trust, 

empathy, and engagement as during the 

client’s working years. 
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Adding value to clients lives

For retirees who haven’t yet 
replaced the structure and sense of 
purpose that working gave them, 
the life planning approach gives 
them an essential key to solving the 
retirement puzzle. 

As average lifespans increase into  
the nineties, the typical retirement 
time horizon will likewise expand and 
so will the number of opportunities 
we have to bring value to our clients’ 
lives. 

Coach & cheerleader

By exploring the client’s unique goals 
and values to render a mental image 
of financial independence, the life-
focused planner creates a powerful 
incentive for the client to stick with 
their financial plan. 

Planners develop a bond of trust  
by listening with empathy to clients’ 
hopes and fears, and act as both 
coach and cheerleader to change 
the client’s limiting behaviours and 
celebrate the milestones that lead  
to the plan’s fulfilment.

As Financial Planners we are 
obligated to act in our clients’ best 
interests, and the life planning 
method represents the pinnacle of 
this fiduciary approach. It also aligns 
with our own business model. 

We can no longer rely solely on 
quantitative solutions like investment 
management and cashflow 
modelling to grow our practices; 
the competition in that space has 
grown so fierce in recent years that 
opportunities to win new clients and 
satisfy existing ones are scarce. 

The value that we provide is in 
getting clients to see the big picture 
– the life that financial independence 
makes possible. 

When that image sinks in and clients 
fully realise what they can achieve, 
that value becomes priceless.

Amyr Rocha-Lima 

Chartered Financial Planner

Holland Hahn & Wills 

hhw-uk.com

SOME SUGGESTIONS

Personal finance is more personal than it is finance. A person’s financial 
habits can inhibit their ability to enjoy the fruits of financial freedom in 
‘retirement’ that they worked so hard to obtain.

Many of these habits are ingrained from a much younger age and a key role 
of a Financial Planner is to help ‘un-limit’ these beliefs. As people’s lifespans 
increase, so do the opportunities for Financial Planners to add value to 
clients’ lives, by helping them work out their future possibilities.

Here’s a simple exercise for you to use with your clients:

Ask them to imagine that they’ll wake up tomorrow and everything 
about their life is exactly the same - except for two things. They have no 
possessions but the clothes on their back and they have a bag of money, 
the contents of which are identical to their net worth today. How would 
they feel? What would they do? What would they change?

The role of a Financial Planner is not just to help our clients accumulate 
resources – we must guide them on how to use those resources 
meaningfully and live their best lives both before and during retirement.
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THE POWER OF NICHE
Around five years ago, Adam Carolan noticed a trend in his business: an 
ageing client base dying or losing capacity and a struggle to engage with 
the Next Generation. 

At first our idea was simple: we decided to 
engage the children and grandchildren of 
clients and build services and pricing around 
their needs. We started to look at couples as 
families. After doing this for about a year, we 
started to notice a trend in this approach.

Many of our successful clients had successful 
children, often doctors, dentists, lawyers 
and business owners. They didn’t have the 
assets to work with them independently in the 
traditional sense, but we took them on as part 
of the bigger family picture. Many of these 
clients are extremely profitable clients today. 

What started as a protectionist 

business decision turned into 

opportunity to build our client base 

with the next generation of existing 

clients.

We make a point to offer to educate children 
and grandchildren at an early age. We 
often invite them into our business to do 
workshops or even work placements to start 
to understand business. 

Going Deeper

The other thing I started to notice was that 
our approach seemed to attract younger tech 
minded business owners. 

One client introduced me to his son who ran 
a successful digital creative agency that he 
wanted to sell. His turnover and profit were 
strong but he was hopeless with finances.

Developing the Niche

All marketing was focused on business owners 
in digital and tech creative industries, 28s – 
42s, married with children, tech savvy and 
time poor.

This did not in any way stop me getting 
existing client referrals from a job done well 
for existing clients.

Understanding the Issues

I learn in every meeting I have. The whole 
client experience will never stop evolving.  
I learnt that my audience had businesses and 
struggled to decide whether to scale them 
to sell them or build management teams to 
walk away. This became a huge part of the 
conversation and the planning that I would do.

I understood that they often wanted me to 
deal with their professional network to make 
sure that everyone is on plan.

My clients were often uneducated on 
traditional investments and often struggled 
with risk taking outside their business. 

They disliked the jargon and paperwork that 
traditional advice created. I learnt to take 
complex ideas and explain them in simple 
ways. This would sometimes take a few 
meetings. 

I learnt not to push my agenda on these 
people. Often their minds were full of running 
a business, so timing and location was key 
in delivering new information. I often do 
introductory meetings with new clients at 
coffee houses as many of them work remotely. 
Everything seems chaotic but is built around 
the desired experience of the way my 
audience preferred to work.

Communication is often short, to the 
point and includes different ways of 
delivery such as instant messaging 
services. Financial Planning is a big time 
and energy commitment for business 
owners so making it easy as possible 
to consume has become a bit of an 
obsession.
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We have a strict process that we 
follow but we stay away from forcing 
people to conform to our approach 
100% of the time. Personalisation is 
important to our clients.

Initial Process

We operate the usual planning 
process, but we try to use 
introductory meetings much more 
efficiently to explain the next steps 
and how we work. We use a 2-page 
document to explain the process and 
clients love this simplicity.

Following this introduction, we are 
asking for data and information to 
build the Financial Planning software 
before having a 2-2.5 hour meeting 
in what we call a “financial strategy 
meeting”. 

In the first hour or so, we question 
clients and then at the end of the 
meeting we build their financial plan 
collaboratively with them in the 
meeting. A Financial Planner drives 
the conversation and an associate 
planner drives the software and takes 
notes. Our audience comes into the 
experience knowing what to expect 
and are always keen to progress 
quickly.

We then deliver a straight-to-the-
point Financial Strategy Report, some 
simplified supporting documents 
and a fixed-fee quote to research, 
recommend and implement their 
financial plan. Once agreed, we crack 
on behind the scenes.

Ongoing Service

We want plenty of client touch 
points whether it’s a blog, newsletter, 
thoughtful birthday present or a 
purposeful meeting.

We also do the standard Annual 
Planning Meetings, but the 
circumstances of our clients often 
move quite quickly.
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All business owners get tax planning 
and business planning meetings 
at relevant times in each calendar 
year and we often liaise with their 
professionals.

Our job is also to simplify the financial 
lives of our clients. Many of our clients 
understand the value of their time 
(both in business and personal life) 
and the cost benefit of paying us to 
sort their stuff out. 

The fees for our ongoing service 
depend on wealth and complexity. 
We have many clients who would 
not fit into a traditional AUM 
advice process as they have 
valuable businesses but not much 
in investments, so we charge them 
annual fixed fees (paid monthly).

Everything is built on what works for 
the clients and Xentum and if either 
doesn’t fit then we seek to change it 
or walk away from the relationship.

Adam Carolan 
Managing Director

Xentum 
xentum.co.uk

SOME SUGGESTIONS

Develop relationships with families 
as soon as possible. Offer to 
educate children and grandchildren 
at an early age: workshops or work 
placements are good ideas.

Keep learning about your niche: 
what they like, what they don’t like. 
The whole client experience should 
never stop evolving.

Following a strict process is good 
but keep it flexible and personal.
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THE POWER OF EMOTION
Clients tend to seek advice when big life events come along: selling a 
business, stopping work, a new business, birth of a child, a new house,  
ill health, divorce. Anthony Villis says it’s no surprise that people often 
have heightened emotions that affect their decisions.

Looking back over my career, emotion is 
something I’ve always been aware of, and 
thought I understood, when giving advice to 
my clients. But when it came to clients not 
following my advice, I tended to reach for 
comfortable excuses.

Maybe it wasn’t them. Maybe it was me

Maybe I just didn’t know enough about the 
emotional biases that stopped them from 
acting on my advice? 

In 2015, my family went through a life-
changing experience of our own and came 
out the other side with a much deeper 
understanding of just how powerful emotional 
decision-making can be… even for a financial 
professional like me. 

I now believe that behavioural insight and 
coaching is the MOST important part of 
our role as Financial Planners. Now an 
understanding of the behavioural drivers 
of decision making lies at the centre of 
everything my firm does.

The best of times, the worst of times

On 25 January 2015, my fiancé Petra and I 
welcomed our beautiful daughter, Lux, into 
the world. After a long time trying to start a 
family, we were both incredibly excited about 
becoming parents and looking forward to 
everything that went with it. 

Just over two months later (on April Fools’ 
Day!) Petra was diagnosed with early-stage, 
triple-negative breast cancer. 

The news was a massive shock and we quickly 
shifted into survival mode. What do we need 
to do today, tomorrow, next week to survive 
physically, emotionally and financially as a 
family? 

Instead of cooing over the milestones of Lux’s 
first year, we were staring down the barrel of 
a course of chemotherapy, ominously known 
as the Yellow Devil, and planning for Petra’s 
double mastectomy. It was an incredibly 
tough time, but thankfully she is recovering 
amazingly well, and we count ourselves  
hugely lucky.

We’ve all heard the clichés: “you only live 
once”, “life is not a rehearsal”. But, in my 
experience, it takes the sledge-hammer  
impact of a blow like this to make you really 
sit up and listen. Well, after chemotherapy, a 
double mastectomy and sepsis, we were now 
listening intently.

A sea change

By this point, we’d lived in London for 15 years, 
often talked about moving away, but always 
found a reason not to. Unsurprisingly, the 
financial ramifications were a focus for me and 
I ran through a litany of reasons not to move.

I’ve studied behavioural economics 
extensively. And yet, here I was letting 
emotional biases stop me from making an 
important life decision. 

It was Petra who eventually cut to the heart of 
the issue and asked the right question: “Do we, 
as a family, want to live in London anymore?”. 
The answer was “No”. And the rest was easy. 

We both wanted to live by the beach, and 
having grown up in Dorset as a boy, it was the 
obvious choice for us. We embarked on our 
own life-changing Financial Planning process: 
what did we need to do to be able to afford to 
move to the South Coast?

We’ve been here for two years now and we’ve 
never been happier. 
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Understanding the biases

Our experience was ultimately 
empowering and reinforced for me 
the incredible Power of Financial 
Planning done well. But it also 
highlighted to me how easily 
cognitive biases can stop us from 
progressing in life. 

If we really want to deliver life-
changing Financial Planning, we need 
to understand the biases that can 
stop clients making good decisions 
they feel great about. 

Sounds easy right? Well, there are 
188 known cognitive biases that could 
stop your client from achieving their 
goals. And understanding where all 
188 biases come from, alongside all 
the expert financial knowledge we 
need for our jobs, is not realistic. 

We’ve recently completed a series 
of articles and eBook on behavioural 
finance in partnership with our client 
and friend, Brett Kahr, Professor 
of Psychotherapy at the Balint 
Consultancy. We explore how the 
common biases can impact decision-
making. 

The guide is designed to remove a 
common blind spot about the impact 
of behavioural biases in financial 
decision making. As Brett says: “The 
capacity to receive advice from an 
expert adviser may very well be a 
good barometer of mental health.” 
A philosophy we like to apply to 
ourselves as well as our clients.

Designing the client experience 

As a result of our work with Brett and 
our passion for helping our clients 
make the best decisions possible, 
we’ve incorporated a number of 
behavioural tools into our Financial 
Planning process. 

We use the ‘Money Habitudes’ tool 
to assign a money personality to 
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each of our clients. The tool lays 
out six money personalities into 
which people generally fall: Giving, 
Planning, Security, Spontaneous, 
Status and Carefree. None of the 
habitudes are good or bad, per se, 
but it is an incredibly valuable tool to 
create awareness in our clients of the 
emotional response they may have to 
a financial decision.

This also allowed us to tailor our 
communications to clients and share 
messages that we knew would 
resonate with them. By addressing 
the needs and concern of each 
money personality, we can make our 
newsletters more relevant, design 
‘nudge’ messages to prompt action 
and create a more rewarding client 
experience.

Creating client advocates

I’m happy to say that our new 
approach to incorporating 
behavioural tools in our Financial 
Planning process has been just as 
enlightening for our clients as it 
was for me. Clients describe it as 
‘eye-opening’, ‘empowering’ and 
‘liberating’. We’ve helped people 
to find the confidence and financial 
security to make big decisions and 
live the lives they want to. Because: 
“Life is not a dress rehearsal!”

The best plan in the world means 
nothing if you don’t act on it.

Since implementing our holistic 
approach to working with our clients, 
we’ve helped more and more of our 
clients to actually live the lives they 
dream of, not just talk about it.

And surely, this should be at the 
centre of everything we do as 
Financial Planners.

Anthony Villis 
Managing Partner 

First Wealth 
firstwealth.co.uk
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PASSING ON
Adam Katten views dealing with older clients and a client’s passing  
not as the end of a client relationship, but the beginning of a new one 
working with beneficiaries and family members. There are perhaps  
six areas to consider.

1 Trust. Older clients may feel vulnerable 
when they lack understanding having left 
their financial affairs to their spouse over 
the years. Here trust includes a degree  
of education, making them a “partner”  
in discussions about budgeting and how 
cashflow modelling works.

2 Confdence. Older clients need to feel 
confident in you. Whilst many younger 
clients prefer to “control” the decision 
and their financial plans, older clients are 
often happy to pay for and take advice 
from a trusted expert who shows that their 
financial affairs are “in a safe pair of hands”. 
If you display confidence in your advice, 
the older client will trust you and feel more 
empowered themselves in handling their 
financial affairs. 

3 Sensitivity. Some older clients may at 
times require more time and patience 
whilst others may be more astute, one 
size never fits all. You also need sensitivity 
to family dynamics. If clients are just 
concerned with their own wealth rather 
than worrying about assisting their children 
within their lifetime, this outlook can 
be shifted over time through sensitive 
discussion, reasoning, and demonstration 
of what Financial Planning can achieve. 
Conversely, other clients may wish to 
mitigate inheritance tax at all costs and 
maximise gifts to children to their own 
detriment, especially where children may 
be persuading them in this direction.

4 Family Cooperation. Building relationships 
with families as early as possible has 
advantages. The elder client will usually 
want their family to be on board with any 

decisions made, so that family disputes 
are minimised and they are more likely to 
support their wishes. The family can be of 
great assistance to you in ensuring that 
clients understand your recommendations, 
which will ultimately protect them and  
their family. Importantly, everything should 
be done to encourage the next generation 
to stay as clients when the older client 
passes on.

5 Legal Issues. This includes ensuring that 
Wills are up to date, appropriate for current 
needs and Powers of Attorney considered. 
PoAs enable other planning such as 
investments into business property relief 
schemes to be arranged although gifts are 
precluded under a PoA.

6 Technical Finance Expertise. A prerequisite 
for any client but particularly in pensions, 
protection, investment strategy, cashflow 
modelling and inheritance tax planning. 

When a client passes away, it is firstly 
important to provide emotional support to 
those surviving.

Your next role is acting as the central trusted 
advisor. Assisting solicitors or accountants and 
other professionals to ensure timely provision 
of information and documentation and then 
working with executors in accordance with 
your client’s expression of wishes.

Adam Katten 

Managing Director

NLP Financial Management Limited 

nlpfm.co.uk
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months to live, took the time to put a 
little green book together for his wife.

This included everything: regular bills 
that needed paying, house and car 
insurance, plumber, boiler and even 
how to use the Sky TV control. He 
left behind detailed notes about all 
the day-to-day finances and running 
of the house. He wrote down all the 
dates that everything needed to 
happen. 

I have a photocopy of this and can 
easily refer to it when I get a call. 
This was not just practical, it gave 
my surviving client comfort and 
something she could keep near to 
her at all times. This is now something 
we encourage all clients to do.

Also, when some older clients have 
difficulty in spending money, we 
spend time having a conversation 
about it. We ask “do you want to  
be the richest in the cemetery?”  
By demonstrating how much surplus 
wealth is available you can give such 
clients permission to have a treat, 
more holidays or just the ability to 
help others.

Just using cashflow modelling doesn’t 
make you a Financial Planner, asking 
the right questions at the right time 
does.

Kevin Deamer 
Partner

KMD Private Wealth 

Management 

kmdpwm.co.uk

We suggest to elderly clients that we 
enact an ‘IHT400 Audit and Rehearsal’ 
fairly early on in our relationship. 

We pretend we are the Executors 
of the Estate and audit what exists 
to fill out all the HMRC forms. By 
intervening at this point we can deal 
with the gaps so that when it comes 
to it, families can deal with their loss 
knowing that everything is in order.

In most of our client relationships 
it’s the husband who goes first and 
they are the ones that manage the 
financial affairs and don’t always 
write everything down. This exercise 
is a great way of working with them 
to make sure everything is in place. It 
can be scary for the surviving client 
when they are not used to dealing 
with finances.

Often the husband carries information 
in his head or on spreadsheets that 
are hard to access. This helps to 
eliminate any nasty surprises.

I often describe the process to clients 
as ‘Reverse Nesting’. Just as a woman 
nearing the birth of a child begins 
to get everything ready for arrival 
day, buying all the right clothes and 
preparing the room, this is a chance 
to get everything ready for the less 
knowledgeable partner. This way 
we make sure everything is in order 
and when the time comes they can 
concentrate on other more important 
things.

Good learning point

One male client, diagnosed with 
terminal cancer and given nine 
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LET’S PRETEND 
YOU ARE NOT HERE
Kevin Deamer makes a point of rehearsing what happens 
when the time comes for Executors to complete all the 
necessary paperwork.
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THE BEST SERVICE YOU CAN GIVE
Aligning yourself with your clients’ best interests is paramount in the 
provision of the best service you can give. When a desire to help people 
comes first, the money will follow if you always do the right thing, says 
Michael Freedman.

I began my eighth decade, sixth in 

service, doing something I had never 

considered before. I, along with my 

team, asked 10 clients if they would 

be happy to be filmed for videos to 

appear on our website. All accepted the 

invitation without hesitation. Three of 

the 10 opting for a photo story rather 

than a video.

When I watched the videos and read the 
words for the first time, I filled up with 
immense pride. Some of these clients I have 
been serving for over thirty years. They 
became clients when I established BpH Wealth 
in 1984.

Some were friends to begin with, others 
have become friends over time. It is very 
pleasing to hear how my advice over many 
years has impacted on these clients’ lives 
and businesses. I also take great pride in 
the glowing reports about my colleagues 
helping individuals and families so well. The 
spontaneity and willingness of our clients  
to help us tell our story took me completely 
by surprise.

Previously my background was as a Chartered 
Accountant in manufacturing and I ran 
a clothing business for many years. The 
problems encountered in this sort of work 
were varied and enormous, coming at me from 
every direction. 

In my new role as a Financial Adviser in 1984, 
I was able to draw on this experience to 
help other business owners, not just in their 
business lives but their personal lives too.

I realised very early on, that what I really 

wanted to do was to help people with financial 

advice that I would be happy to receive myself 

or give to my mother. 

It turns out that this was an extremely good 

core principle to have. Without any clients in 

1984, I had to begin by cold calling. With a 

core purpose of selling experience and service 

rather than a financial product, I was never 

short of someone to talk to. 

I believed that with my qualifications and 

experience, I could help people a great deal. 

Many were surprised with how helpful I could 

be. I just listened carefully to their needs  

and did everything I could to help them.  

I kept flexible, knowledgeable and was quick 

to respond. No one wants to ask a question 

about a financial matter and be kept waiting 

anywhere between three and six weeks for a 

response.

We adopted a fee approach very early on. We 

did not really like the concept of commission 

because it meant to help a client and be paid, 

you had to sell a product. It always seemed 

more logical to help clients by adding value to 

their circumstances. To do this by improving 

their returns, making their plans more 

comprehensive and more fitting with their 

lifestyles and to charge a fee for doing so.

Fee conversations have never been 

an issue. In one of our client videos, 

our client talks about some people 

questioning the cost of good advice. 

His response was, “You should think of 

the cost of bad advice!”
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Valuing both clients and staff 

so highly creates value in itself.

Structure and process are important 
but not so important that they restrict 
you providing the best service you 
can give. 

Michael Freedman 
Partner

BpH Wealth Management LLP 
bphwealth.co.uk
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If you always do the right thing, 

there will be no shortage of 

business to do. 

I had planned to keep the business 

small but that didn’t really happen 

because my approach meant I was 

more than successful in attracting 

clients.

Now we are five financial advisers and 

10 support staff, many of whom have 

been with the business for 20 – 30 

years.

Our core business principle with our 

team has always been to pay well and 

to treat them as a work family. Just as 

with clients, it has always been really 

important to me to treat staff the way 

I would like to be treated myself. 

A happy, well-respected and 

experienced team will always serve 

clients well. You will never lose out. 

The alternative may mean your staff 

looking elsewhere and you needing to 

spend more in recruitment and more 

time on training. It is rare to lose out 

paying people decent wages.

It’s also been important that  

we are all extremely well 

qualified. If you are affecting 

people’s lives so deeply by 

reorganising and advising on 

their financial affairs you should 

be fully equipped with the 

technical knowledge of how  

to deal with it.

It’s been a wonderful and productive 

journey creating something where we 

feel we have done the right thing for 

all our clients and the right thing for 

our team.

SOME SUGGESTIONS

Understand exactly what it is you 

are selling: a way of making clients 

lives better. This can never be a 

one size fits all approach.

Don’t let structure and process 

affect service levels.

Flexibility, knowledge and quick 

response times will always create 

value.

Think about the advice you give 

and the way you give it. Would  

you be happy to receive that 

advice yourself or give it to one  

of your family members?

Make sure your staff know they  

are as important as the clients  

you all serve. 

Think about what receiving a five 

star service means to you. That 

means putting the client first at  

all times.

Work should be fun and you 

should enjoy who you work with.  

If you don’t, do something else.
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FINANCIAL PLANNING 
PRACTITIONER PANEL 2018/19
We are very grateful to our Panel of experienced Financial Planners who 
were appointed this September 2018 to offer guidance as the Personal 
Finance Society broadens its Financial Planning CPD programme and 
creates inspirational content to share good practice across the profession.
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Watch clients discuss the Power of 
Financial Planning and see the value 
that they place in their relationship 
with their Financial Planner.

www.pfspower.org/videos

Yvonne says Financial Planning has given her 
the freedom to give up full time work.

“I describe myself as having a 
portfolio career now and that’s very 

much thanks to the Power of the 
Financial Planning I’ve been doing 
with my Financial Planner for more 

than twenty years.”

Jon describes him and his wife being in a 
brilliant place with a strong financial position.

“Would we have been there without 
Financial Planning over the last 25 

or so years? No we would not.”




