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The Post GFC Consumer

What consumers think
and the things that you can do to be successful right now.
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. . ®
Important information bm

This information has been prepared by Brand Management (ABN 46 111 644 243) Suite 304, Level
3, 105 Pitt Street, Sydney NSW. This information was produced as an information service and
without assuming a duty of care. This information is for adviser use only. It contains general
information only. It does not constitute financial advice and should not be relied upon as a
substitute for financial or professional advice.

In preparing this information, Brand Management did not take into account the investment
objectives, financial situation or particular needs of any particular person. Before making an
investment decision, a person needs to consider (with or without the advice or assistance of an
adviser) whether this information is appropriate to their needs, objectives and circumstances.

The information in this presentation is based on our interpretation of relevant laws as at 26 March
2010 and is subject to change. No responsibility is taken for persons acting on the information
provided. Persons doing so, do so at their own risk.
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About Brandmanagement bm

« Australian based financial services research company
» Established 2002

« Specialises in financial services

e Australia, China, the Philippines, America and the UK
o Staff are financial services professionals

« Database 100,000+ Australians
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Things we will be talking about in a
moment

 Change the way the world thinks
 The idea of a “Choice Architect”
 Why being right isn’t always helpful
« QOver coming Inertia

A Brand called You
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. ®
| stand for advisers bm

« The work you do is critical
 The work you do will effectively change peoples lives
 That said, | wonder: Is it the work you think you do?

Good advice will:

1. Help people make the most of their assets
2. Make people happier
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. . ®
The happiness index bm

* |s there a separation in happiness between those who:
— Have an adviser
— Don’'t have an adviser

* University of NSW School of Research survey
— 5,000 people with an adviser
— 5,000 people who didn’t have an adviser
— Respondents aged 50
— Full time employment
— Investable assets $50,000+.
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| am happy - 2010

| am In Control Of
My Future

| Will Be Able to
Afford My Future

| Look Forw ard
To My Future

| Understand My
Future

| am Generally
Happy

0% 20%

B With Planner

O No Planner

80%
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Standing in the rubble ®
Some things we will prove today bm

 The world has changed

Almost all the things that Australia’s mass affluent
believed about the financial services industry are if
not broken — have been seriously called into question.

They no longer believe in most of the model that they
have participated in for the past five years and the
rich are the most sceptical of all.

We believe that the opportunity for people in financial
p!annln? IS bigger than ever — but that its probably
different to what you think it is.

But first — lets talk about the evidence.
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. ®
The role of inference bm

e People find it hard to express what they are thinking
about or feeling (particularly men)

e The role of the research - look for clues

e Examine all the available data and build inferences
about what is actually happening.

 CoreData conducts
— More than 1 million surveys a year
— Thousands of mystery shopping events

 When you want real data flow, sometimes you can
turn to Google.
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. ®
Sifting through the rubble bm

e The Rolex Pulse

e The Planner Pulse
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The day the world changed ®

and the return of the Rolex Pulse bm
Search Volume index Google Trends -
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The day the world changed ®

and the return of the Rolex Pulse bm
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®
The moment the beat came back bm

Search Volume index Google Trends
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®
The Planner Pulse bm

Saarch Volume index Google Trends
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®
The Planner Pulse is diminishing? bm
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®
So what does that tell us? bm

Things that we know

76% of people search for an planner and information online
(up from 52% in 2002)

Fewer searches are being done for planners

Despite the fact that the internet is a more frequently used
tool

Does that mean that the service is becoming less relevant?
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®
Lets talk about authenticity bm

e CoreData research — Labs Since 2006
« Authenticity and trust are almost perfectly linked

* Authenticity is defined by: How much do you do what
you say you are going to do?

« How much are you what you say you are?
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®
What happened bm

The people who had a planner
and the people who were in regular contact with their planner
suffered a notable fall in their wealth.
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. ®
Whose fault was it? bm

My planner is
not to blame

My planner is
somewhat to
blame

H 2010
02008

My planner Is
completely to
blame

0% 10% 20% 30% 40% 50% 60% 70%
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What do they want now?

Greater need for risk management

Greater need to see value for money provided by advice

Greater need to keep a closer eye on my affairs

Need more tailoring to my individual situation rather than
generic approaches

Greater need to see projected financial benefits of the
advice provided

Greater need for financial planning

More interested in how my finances are structured

Need to be able to better identify the right adviser for my
needs

Greater need for better/prompt forewarning of market
downturns

Greater need for clear and regular reporting

W Wealth has suffered notably
m Wealth has not suffered notably
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Motivators — what'’s always been important &
remains important

Ability to enthuse you.

Ability to influence you.

Value of the planner's services

Ability to build relationships.

Rapport building skills

Planner's recommendations suited to needs
Trustworthiness

Expertise in financial planning
Comprehensive knowledge of relevant strategies and options
Keenness for your business

Understood your personal needs and goals
Ability to create a good impression

Quality of advice provided

Easy to talk to

Being socially comfortable

Listening skills

Clear and easy to understand.

I =ngagement/people skills

Value/suited to needs

Knowledge and expertise
Communication

Planner friendliness
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Clues to the secrets of success

bm

Rollup
ACQUIRE score

Assurances

Compliance

Quality

Understanding

Intention

Reaction

Environment
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Keeping the
customer satisfied
o Communication
o Clarity

o Confidence

o Leadership

m Industry
m MLC 2009
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We know the world has changed
but what can you do about it right now?
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The list of new things

e The Role of a choice architect
 Why being right isn’t always helpful
e QOver coming inertia

e A brand called you
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®
The role of the choice architect bm

What you do may not be what you think you do.
The paradox of choice

— NAB has 150 Mortgages

— 18,000 investment choices

— Cash Accounts: 0.2% P.A to 5.74% P.A return
— Which one is right for me?

An 1Q of greater than 140 is wasted
The rule of 10,000 hours
Helping people make smart choices
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®
Why being right isn’'t always helpful bm

In 2008 we recognised that we were in the depths of a
pretty grim economic time — so we started doing what any
good research does — we asked a lot more questions and
we discovered two groups of people

The Frozen — After the collapse they disengaged from the
world and all new funds went into cash.

The Ambitious — Engaged vigorously with the world,
spoke to their planner and went shopping — in some cases
where they could gearing to enter the markets.

28
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®
What happened bm

January 2008

Start of research - the 1200 people in this study
had lost average 22% of their wealth
(self reported)

January 2010

The Frozen have had an increase in wealth
of approximately 10% (self reported)

The Ambitious have had an increase in wealth
of approximately 40% (self reported)

29
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®
Frozen v Ambitious - frequency bm

Frequently

Regulalrly

B Ambitious
M Frozen

Occasionally

Very Rarely

0% 20% 40% 60% 80%  100%
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The concept of being loosely bound Bg)m

2009

2008

2007

2006

0% 10% 20% 30% 40% 50% 60 % 70% 80%

M| am very important to my planner
@l am somewhat important to my planner

B am not important to my planner
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What would it take to make you interested

again? Bﬁ}m

“I want to feel that he has a clear plan for me — that we can make
something of this situation in the next few years — all he ever
says Is but equities — that’s like asking a man who has been in

a car crash to get back behind the wheel...”

Male 58, Queensland

“What | need is a road map — and the sense that he isn’'t going to
let this happen again — I'm four years from retirement and I'm
not convinced that sticking with the plan is the answer — after

all the world has changed so much”.

Male 61, NSW
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The clues to dealing with the mad and the

scared Bﬁ}m

e Rulel Theyaren'twrong. They are scared — you
have to meet them where they are.

* Rule 2 Once you have established the fact that you
know where they are you have to build trust.
Little steps taken with great frequency

« Rule 3 Assess this persons motivators — are they
motivated by fear? Ambition? Ego?

« Rule4 Make amap
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Things that you know ®
and can deliver on right now bm

 Knowledge Leadership
« Emotional Connections

* Understanding and creating the Art Of Fulfilment in your
clients

« Biography is not destiny
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Remember how people work and use it

35

Certainty
Variety

Significance
Connection

Contribution
Making a map
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The Post GFC Consumer

What consumers think
and the things that you can do to be successful right now.
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