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Dealer group branding confuses clients
Madeleine Coll ins

Many consumers have no idea
whether their financial adviser is
independent or tied to the distri-
bution channel ofa bank.

Research house Roy Morgan
found most people who used one
of several major dealE-!i6@s to
o|lelg_Superarugega4 thought
their adviser was independeni-Elnd
noffi

"-" 
Firt;65;;cent of those

surveyed considered their AMp-
owned Hillross Financial Planning
adviser to be independently-owned.

This compared to 58 per cent of
those who used both MlC-owned
Garvan Financial Planning and
ING-owned Retirelnvest.

Forty one per cent of clients who
obtained a super product through
Commonwealth Bank of Australia's
(CBA) wealth management arm,
Colonial First State, thought their

adviser was not tied to the bank.
This was also the case for 44 per

cent of clients who bought super
through Ml-C-owned Apogee, which
is backed by National Australia
Bank (NAB).

More than half (51 per cent) of
those surveyed thought Challenger-
owned Genesys Wealth Advisers
was not tied to the parent company,
compared to 39 per cent of
Macquarie Bank clients and 19 per
cent of Suncorp clients surveyed.

Only 18 per cent of the clients
of non-bank-aligned dealer Count
Financial thought their planner
was not tied to t!rl: _parent cor.npany,
compared with 16 per cent who
thought they were.

The findings were published

in Roy Morgan's July 2007
Superannuation Choice report.

"Overall it would appear that
there is still a great deal of confusion

amongst consumers over the term

l$epglqgllqviser', particularly
when a brand other than the parent
or group name is used," Roy Morgan
said.

'Consumers using advisers from
ANZ, Westpac, CBA and NAB are
generally aware they are dealing
with a tied planner but there is a
lot of uncertainty as to the status of
most of the other brands."

Customers were surveyed in the
18 months to December 2006. The
results were based on 7343 work-
based or personal super products
obtained through a planner, adviser
or accountant.

The research also found
satisfaction with the financial
performance_of superannuation
was higher for those obtaining it
through independent planners,
advisers or accountants, rather than
those usingtied planners. tr

A NEW UNDERWRITING SERVICE
easywrite is a new automated underwriting system
that makes collecting personal statement information
more straightforward.

THE BENEFITS . . ]  .

. You can choose to use easywrite via a telephone service
or one-to-one with your client in your office.

r Underwriting decisions are now quicker and rnore. l

consistent, with 30% of cases expected to be accepted
immediately and reduced cycle times for the remainder.

. More efficient processes mean we can offer higher up-front
commissions for all new cases submitted usinq easywrite.
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PRODUCT UPGRADES " ' . € '
To meet the changing needs of youil clients a
of their lives, we've upgraded our Fldxible Lifr
risk insurance products.

SOME HIGHLIGHTS t;ri

o Guaranteed future insurability across the lt

r Continued Income Protection enhancemen
offer is market-leading and competitively p

. A claims guiding statement for Trauma prc
future-proofs trauma definitions. This mear
in diagnostic techniques may be taken intc
provide a more favourable outcome when

and ut
our products and services. Find out how you can make a difference to your business by contacting your AMP W
Protection Business Development Manager on 1300 785 066 or log on to www.adviseronline.amp.com.au t(

Lifetime-Super botn ot which can be taken out through an application attached to a product disclosure statement issued by either AMP Life Limited ABN 84
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