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A summary of the key practices discussed in the 

Driving Business Capital series  
 

 

Driving success in challenging times - Part 1 Driving business capital value 
 

In this newsletter we looked at what a business valuation is and identified quantitative and qualitative factors 

that drive and destroy business value. Below are the key points from this newsletter. 

 

Quantitative 

Factors that may impact the gross revenue of a business include: 

• The type of revenue, such as recurring versus upfront 

• Investment products, insurance products (e.g. short-term or medical aid), premium increases on risk 

products and any other types of annual increases 

• Other revenue (e.g. broker fees charged directly to clients, binder fees payable by product providers) 

• Getting involved with unsuitable products or companies where the due diligence does not stack up 

• Managing your expenses 

 

Qualitative 

There are qualitative factors which may impact the quantitative factors. Some examples of qualitative factors 

to consider: 

• A clear strategy to maximise client retention 

• A documented Business Plan and Strategic Objective that provide direction to the business 

• Planning for unforeseen events 

• A documented Risk Management Plan to ensure the business is prepared for any event 

• Consistency of service and continuing to meet client expectations documented in a client Service 

Level Agreement 

• Client reviews that are guided more by the FSP’s Service Level Agreement with clients and less by 

the requirements of the FAIS General Code of Conduct, are a great opportunity to obtain feedback 

from clients 

 

Factors that destroy value and impact a business valuation 

A few factors that may bring down the value of your business are: 

• Cashflow: poor cashflow management 

• Competence: unskilled employees 

• Showing your work: inability to tangibilise the financial services offering 

• Business model: taking both quantitative- and qualitative factors into consideration 

• Advice risk: absence of a documented Advice Process 

• Regulation: non-compliance with relevant legislation 
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Driving success in challenging times - Part 2 Driving business capital value 
 

In this newsletter we provided examples of processes that demonstrate TCF Outcomes 1 and 2, giving you 

insight into how these principles can be embedded into the business, and as a result, demonstrate that clients 

are placed at the heart of your business.   

 

TCF Outcome 1 - Customers must feel confident that they are dealing with an institution 

where TCF is at the core of their culture 

 

• Educating employees and creating awareness about TCF. 

• Know what your business core values are and how you ‘live’ your business culture. 

• Provide ongoing education and create awareness about the link between the business culture, values 

and how these fit with the TCF principles. 

• Have a workshop session, or sessions, and discuss employees’ job descriptions and how TCF is 

relevant. 

 

TCF Outcome 2 - Products & services marketed and sold in the retail market are designed to 

meet the needs of identified customer groups and are targeted accordingly 

 

• Understand your clients’ financial needs and circumstances. 

• Provide a suitable product or service solution which will meet your clients’ needs. 

• Have a good grasp on your existing and potential new Product Suppliers and their overall offering. 

• During the process of assessing the overall product and services offering look out for any possible 

risks. 

• Assess whether there are any elements as part of the product design that might affect your clients. 

• When assessing a lesser-known Product Supplier, perform a more detailed due diligence 

• Complete Product Specific Training. 

• Keep up to date with product changes. 

• Keep clients in the loop regarding changes. 

• Ensure Suitability Analysis. 

• Understand the emotional and behavioural aspects when communicating with clients. 

 

Driving success in challenging times - Part 3 Driving business capital value 
 

In this newsletter we have provided examples of processes to demonstrate that your business disclosed the 

correct information to the client to make an informed decision. We also looked at processes that demonstrate 

that the advice provided to clients suits their specific situation, their needs and objectives. This newsletter 

focused on the Outcomes of TCF 3 and 4. 

 

TCF Outcome 3 - Customers are provided with clear information and kept appropriately 

informed before, during and after point of sale 

 

• Ensure clear and effective communication. 

• Have a clear understanding of your target market and which product solutions are most suitable to 

their financial needs. 

• Fully and properly disclose any information that the client would need to make an informed decision. 

• Have a sound and consistent Advice Process that is designed to meet the client’s financial needs. 

• Have regular review meetings with clients based on your business’ SLA with them. 

• Understand a client’s behavioural style and preference. 

• Provide clear and accurate information. 

https://www.masthead.co.za/part-2-driving-business-capital-value/
https://www.masthead.co.za/part-3-driving-business-capital-value/
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TCF Outcome 4 - Where advice is given, it is suitable and takes account of customer 

circumstances 

 

• Have a documented and repeatable Advice Process. 

• Provide suitable product solutions for your target market. 

• Show that you understand the client’s current financial position and financial needs. 

• Gather as much information as necessary about the client. 

• Provide suitable advice. 

• Ensure clear and effective communication. 

• Have a client orientated approach. 

• Design the business processes and educate all employees to ensure the client’s best interest is 

placed at the heart of the business. 

• Spend enough time on getting to know your clients’ needs and objectives. 

• Record important information which is necessary to the advice being provided and provide clear 

evidence to back up your recommendations. 

• Ensure that the questions you ask are tailored to the specific client. 

• Review Product Suppliers, product solutions and the Advice Process from time to time. 

• Document and keep detailed records of the Advice Process and other key client interactions. 

• Review the business processes in the Operations Manual and retrain employees. 

• Review your Professional Indemnity (PI) Cover. 

 

Driving success in challenging times - Part 4 Driving business capital value 
 

In this newsletter, we provided examples of practices that demonstrate TCF Outcomes 5 and 6. This will give 

you insight on how to ensure that the principles of these outcomes are met and embedded in your business, 

making sure that a potential negative situation is turned into a positive experience for the client. Therefore, 

contributing to client satisfaction and resulting in client and income retention. The benefit to the business is 

driving business capital value. 

 

TCF Outcome 5 - Products perform as firms have led customers to expect, and service is of 

an acceptable standard and as they have been led to expect    

 

• Communicate and explain financial concepts well. 

• Ensure that clients clearly understand which events are excluded and what they are covered for when 

taking out certain product solutions.  

• Have the difficult conversations, address and clearly disclose the positives and negatives of taking up 

a product solution. 

• Ensure that you receive adequate training and materials from your Product Suppliers to be able to 

clearly articulate, in a way that the client understands, the use and benefit of a product solution 

especially those which are more complex. 

• Find out what your clients expect from you in terms of service levels and financial solutions. 

• Check with your clients if your services are still relevant and whether their needs have changed e.g. 

remote visits versus face-to-face?  

• Keep in touch and check in with your clients, ask them about it through client feedback surveys or 

courtesy calls. 

• Have clear service standards in place for client service processes and communicate these to your 

clients. 

• Ensure the Operations Manual is updated as and when processes change. 

• Have processes in place to mitigate the risks to clients where it becomes apparent that products are 

not performing or are unlikely to perform as they have been led to expect. 

https://www.masthead.co.za/part-4-driving-business-capital-value/
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TCF Outcome 6 - Customers do not face unreasonable post-sale barriers imposed by firms 

to change product, switch providers, submit a claim or make a complaint 

 

• Have a process to ensure consistent support is provided to clients at claim stage.  

• Have a Complaints Management Framework in place that complies with the requirements in the FAIS 

General Code of Conduct. 

• Implement specific training initiatives to assist employees to be able to efficiently deal with a wide 

variety of client queries and concerns. 

• If you notice that many clients are logging complaints because of the product performance or service 

levels, bring this to the attention of the Product Supplier. 

• Keep the client informed of the progress at all times, as it is updated in the business Complaints 

Management Framework. 

• Have a Complaints Management Framework that notifies you of serious issues in real-time, so that 

your business can respond proactively. 

• Ensure the Complaints Management Framework distinguishes between incidents e.g. delayed 

response time, and Ombud Determinations. 

 


