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The Impact of Poor Service

Hello and welcome

Hello everyone.

So, why are you reading this document? I’'m going to make a bet that although we're
coming at things from different perspectives, we share the same frustration. We
share a frustration that the advice profession is being held back from reaching its

full potential by antiquated processes and experiences that belong in a previous era.
We believe that by and large, you aren’t receiving the standard of service across the
board that you expect. We believe that the standards you set yourselves in terms of
client experience often aren’t being met by some of the platforms you work with. This
research proves it.

And this has a REAL impact. It impacts how your clients feel about pensions and
investments. It impacts the fees you charge your clients. It impacts the number of
clients you're able to service. And it hampers the growth of your business.

Isn’t it time we did something about it?

We needed to work with an independent organisation to help us answer the
question “what is the impact of poor service”. They researched the advice profession
independently of our own user base. And the answers are startling.

| could say all the things you'd expect me to say here like... at Parmenion we invest
heavily in our people, processes and the platform itself to give our customers (and
their clients) the best experience possible. Of course I'm going to say that. Making our
customers happy and giving them a great experience is what keeps us awake at night
and what drives us forward. Yet while the service you and your clients receive is the
main reason you stop recommending a platform, it’s not the reason you select one for
your clients. Because everyone says they provide good service, and quite simply, you
can't prove it until you experience it.

So, as a sector we need to press pause, take stock of what the advice profession
is saying about us, and then work out what we're going to do about it. The advice
profession deserves better.

It's time to stop talking. And start doing.

Martin Jennings,
CEO, Parmenion
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Research methodology

‘ At the lang cat, we run a panel of approximately 1,300 wonderful
THE | members of the advice profession who we work with regularly and
LANG

\ CAT we're delighted to be partnering with our friends at Parmenion to
assess the impact of service on this fine profession.
The panel is made up of a cross section of professionals working in

advice, with experience of working with the full range of providers in
the platform sector.

In July 2023 we held a number of qualitative interviews with members
of our advice panel on the subject of service. Chiefly, we talked about
two separate but connected things:

— What is the scale of the problem for you in terms of poor service?
— What can someone like us do to help you?

— How can we help assess things better and give independent
analysis and data?

In August 2023 we took the findings of these chats, combined with

our own thoughts and designed a quantitative study which aimed to
measure some of the impacts of experiencing poor service. We're

not ashamed to say that doing this subject justice and representing
everyone’s views is up there with the most challenging pieces of survey
design we've undertaken.

Ultimately, 212 members of the advice profession completed the study
and we're hugely grateful for their time. Some of the results, as you're
about to discover, are stark and fully justify the efforts of everyone to
work towards something better for the profession.

Steve Nelson, :
Insight Director, the lang cat "
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How big a problem
IS poor service?
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How big a problem is platform service

in advice firms’ lives? The findings here
show an industry that - as a whole - is
not functioning at all well for its adviser
customers. This question specifically
asked how big a problem poor service is
generally. Not about any specific platform
or provider, but to talk more generally

“I am sick of
useless service
and systems that
are clearly not

ﬁt fOr pUTpOSQ. about the impacts of poor service, on
Recent upgrades their day-to-day work. The data tells
O some us that a massive 94% of you say that

poor service from providers impacts you
day-to-day, and 81% of you say it has a
significant impact.

platforms have
done little to
improve matters
— if anything
they have
possibly made
things worse

— if that’s
possible!”

We know from previous industry research
that there are significant challenges with
assessing platform service - and let’s face
it, the marketing brochure will always say
they care about service. But talk is cheap,
and it's not until you experience it that
you know whether it's good or not. There
are challenges with consistency too -
your service experience can depend on
the provider BDM, or even whether your
advice firm has secured a ‘special’ service
team at the provider. So if one advice firm
says it's great, it is entirely feasible that
another firm will think it’s terrible.

Strongly impacts

7 8 9 10
day-to-day work

81% =7+
Significant impact

So how do we set about improving
this picture? How do we help advisers
measure and assess the service
experience they can expect?

We want to properly measure and qualify
the impact of poor service - and regularly
report on progress.

Our friends at the FCA, through
Consumer Duty, have gone on record as
saying that everyone should receive good
service by default (although it has yet to
define exactly what good service looks
like). They're now actively encouraging
the reporting of companies providing
consistently poor service. The message is
clear: poor service won't be tolerated. It's
time to, finally, give advisers confidence in
the service they can expect.



7 The Impact of Poor Service

Have you changed platform due to poor service,
or started using a platform because of service
reputation? Are things getting better?

In the last 12 months, have you had to change
platform providers as a result of the level of service
you received?

No [ Yes |l

In the last 12 months, have you started to
use a platform provider because of their
service reputation?

Advisers are voting with their feet about service, and this
should be one of the starkest findings for platforms that
need to raise the bar, and also to help unearth examples
of good service. Around one in three advisers have
either stopped using a platform due to poor service, or
started using one becuase of their service reputation.

Poor service is the number one reason why advisers
stop using a platform. This is unsurprising - it is not just
the provider’s reputation at stake, but the adviser’s too.

A previous paper by the lang cat, Answering the call?,
explained that service falls into three main categories:
people, processes and reliability.

Sadly, most respondents see all three as stagnant or
worse year on year.

— 81% of you think the reliability of your platformis the
same or worse than last year

— 55% think the technology is much the same or worse
than last year

— 74% think the people supporting you are much the
same or worse than last year

So yes, 36% of you have changed platform in the last 12
months because of service - but overwhelmingly inertia
is stifling change.

Time to demand better, to accelerate innovation and
improvements that make a difference, and provide the
metrics to prove it.

“We have given certain platforms time to improve but to no avail,
and we have had enough. It is not good for our clients, and it has
been affecting our bottom line. We have been told by staff at one
platform that mistakes made by them creating extra work, time,
and cost for us are “what the client pays you for”
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Why and how often do you get
in touch with platforms?

On average, how often do you, or a member of your firm, need to contact a platform regarding an issue or query?

60%

50%

35

40% %

30%
’ 23 23

% %

20%
13
%

10% 5
%
.

Primary

“Unbelievably
slow to action
any instruction
and lots of weak
excuses.”

38
%
31
%
17 17
% %
8
;O 5 5 %
1 2 % 2 %
* m .
— | [ ]
Secondary Tertiary

This data is especially interesting. 28% of firms have
to contact their primary platform provider at least
once a day. And the majority of the time this is about
servicing existing clients or chasing up work.

There is an argument to say this is a failure of the
technology - the user should be able to see the
status of processes in flight. But we recognise that
some areas are complex - so if the provider can
resolve the query ‘one and done’ that is probably
acceptable. But we know this isn’t the case. 28%

of the time you are calling to chase work items in
queues. This is called failure demand, and is the
biggest unseen cost in our sector. And guess what -
it's always the customer that pays for it.

Though it's understandable that you have most
contact with the company where you place most
business, it feels somewhat counterintuitive.
There will be instances here where contact is
needed for processes that could and should be
completely digital.

52
%

B More than five
times a day

[ 1-4 times a
day

A couple
times a week

B Once aweek
16

0, .
& A few times a

month

B Never

“Delays in
dealing with
transfer
requests, routine
correspondence
and not
returning phone
calls in a timely
manner, all of
which affected
our relationship
with the client.”
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Based on the categories below, what is your most frequent

reason for getting in contact with a platform?

Post-sale servicing (e.g. regular income payments,
switches, pension withdrawals, probate/death)

Chasing up work in existing queues (e.g. Letter of
Authority, Transfers)

Technology / process issues (“something’s
gone wrong”)

Pre-sale business queries (e.g. talking through how to
place a complex case)

Technology / process issues (‘I don't know how to
do something”)

Other (please specify)

Chasing up existing work is also wasted time and effort,
for everyone involved. Advice professionals know

only too well the enduring frustrations of the Letter

of Authority (LoA) process, and while there's been
significant improvements in transfer times - especially
when digitised - there can still be horrendous delays.

Some firms end up getting multiple signatures on LoAs
because often they expire before they are processed by
the ceding party. In the worst instances, transfers can
take months and even years to complete. All the while,
an advice firm is diarising chasing these requests. Some
providers are chasing too.

In 2023 it's a remarkable amount of wasted effort -
and though many advice firms do their best to shield
this from the client, there is ultimately only one person
footing the bill.

“Inflexibility and unresponsiveness

caused me to cease placing new
business with a platform.”

42%

28%

10%

8%

“Slow responses to queries,
lack of online capabilities,
original signed forms
required for most things.”
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Measuring the impact:
Apologising to clients

In the last 12 months, have you had to apologise to your clients on behalf of the platforms
you work with? If yes, how many clients do you think you have apologised to?

40%
35%
30%
25%
20%
15%

10%

5%
7%
0%

[0)
13% 10%

None 1-4 5-9 10-14 15-20 20+ Unsure
clients clients clients clients clients
Here's perhaps the purest measure of poor service from “POOI' SeI'ViCe Standards

some platforms that advisers work with. Bearing in mind

thisis only in the last 12 months, the fact that only 7 in lmpaCted Chent serv1c1ng to
every 100 advisers said they didn’t have to apologise to ‘[he extent ‘[ha‘[ Chen‘[s 10 St
their clients on behalf of poor platform service is a bleak out ﬁnancially and Wlth no

state of affairs. ) _
| | changes in the near future this
Of course, mistakes happen, and generally advice

professionals are pragmatic about problems, so long as pmepted us to Change-”

they're resolved in a timely manner. But this implies that
too often they simply aren’t.

If we think the average firm has - broadly speaking

of course - around 100 clients or family groups per
adviser, to have 54% state that they've had to apologise
to at least 5 of them in the past 12 months due to poor
service is a terrible statistic. This certainly doesn’t chime
with the essence of Consumer Duty.




11 The Impact of Poor Service

Measuring the impact: Proactivity
and getting it right first time

When contacting a platform with a query, what percentage of queries would you estimate are
resolved completely after one contact for primary, secondary and tertiary platform relationships?

Tertiary Platform

Secondary Platform

Primary Platform

Thinking specifically about proactive measures taken by platform providers please rate the
levels of proactivity you have experienced over the past 12 months.

Tertiary Platform 15%

Secondary Platform 16%

Primary Platform 11% 15%

o

10 20 30
% % % %

24%

22%

56% o2

1y o |3

45% 14% gy

31% 29% 14%

40 50 60 70 80 90 100

[ Poor [l Unsatisfactory || Satisfactory | Very Satisfactory | Outstanding

Amid these negative findings, there were some

flickers of positive service, and these centred around
relationships with primary providers. It's logical that the
platform you work with most would also be the platform
you know best: you're more familiar with processes, and
you're much more likely to have a dedicated support
team, but you'll also be more aware of any quirks in
technology and processes too. With that in mind, one
might reasonably argue that those primary figures
should be higher.

As a platform, we believe making proactive contact goes
along way to building strong relationships, but also leads
to better insight about our users more generally. The
platforms that, for example, analyse users’ experiences
can identify where it's not being used in the most
optimised way. This insight could and should lead to
more general improvements in user experience, support
material and the like to ensure secondary and tertiary
users benefit from the insight gained from the most
frequent users.



12

The Impact of Poor Service

Measuring the impact: What
would you do with the time lost?

If you were able to, where would you invest this lost time?

70%

60%

50%

40%

30%

20%

10%

0%

62
%

24
%
1
% 6
3 % 4
% %
[ [ ] H
Taking on new Developing my
clients business

64
%

50
%

1
%

Developing my Reducing the
staff workload for a
better work / life
balance

When firms were asked what they'd do with the additional time back - if all poor
servicing at platforms was eliminated - 96% would invest it in developing their
business. Arguably, this is the crucial finding from the study.

The advice profession is typically time-poor. Any time that can be taken back and
reinvested into the business future proofs the industry and the future of platforms.

Others would split the time more evenly between all the choices. Taking on new
clients can mean more people get the advice they need, making at least a dentin
the advice gap. There are currently 6 million people in the UK who would pay for
advice and aren’t getting any. The opportunity is enormous. 89% of the firms
surveyed stated that they would use at least some of the gained time back from
poor servicing, to service more clients.

There have been many column inches around the future of the advice market, with
the average age of an adviser being well into the fifties. Having the time back that’s
wasted on poor service and invested into developing staff is, again, a win for everyone:
advisers, platforms and ultimately, clients.

B Allof the lost
time

[ The majority of
the lost time

[ Someofthe
lost time

B Noneofthe
lost time

“Everything
takes too long
with a platform,
especially

in a digital
world.”



13 The Impact of Poor Service

A closing word from our friends at the lang cat

‘ The origin story of this piece of work goes back to December 2022.
THE | Theresults of the fifth wave of our annual omnibus study (State of
LANG

\ CAT the Adviser Nation) were in, and we were feeling very pleased with
ourselves. Life was good.

But as we walked through some of the results, one thing jumped out.
Thing you like most about your primary platform? Service. Thing that
frustrates you the most? Service. Thing you'd change the most about
your platform? Service. Where you'd invest money in the sector if it
were up to you? You know the answer by now.

The more we thought about this the more we realised we had to do
better. We were using the term ‘service’ as a catch all for too many
things. In parallel, we also started to believe that the sector as a whole
was poor at helping the advice profession make informed decisions.
And we couldn’t see a clear path forward. This was a clear example of
something that we ‘knew’ deep down, but seeing the evidence was the
tipping point we needed to get to work.

Step 1 was to get validation of our views and we documented this
in May 2023 in a white paper called “Answering the Call”. Here we
proved that:

— The advice profession experienced service in a number of different
ways. It means different things to different firms and roles.

— The advice profession doesn’t trust the current information
available to it to assess service experience pre-usage, chiefly ratings
and awards.

— The advice profession has to rely on peer review, reputation
and instinct to make platform decisions i.e., make a decision
on something as fundamentally important as service before
experiencing it.

That was phase one of our work. Welcome to phase 2.

Here, we are delighted to be partnering with the good people at
Parmenion on assessing the scale of the problem and we think you'll
agree that this goes some way to confirming some of our existing
beliefs and biases. In life it's good to be proved right now and again, but
thisisn't one of those instances. We'd much rather the results were
more positive. It's time to do something about it.

The next step for the lang cat is working with the advice professionand ~ *® L
the platform sector to help it make clearer, fairer and more informed
judgement on a subject that is so, so important. Watch this space.
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