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Only six groups achieve Gold Standard Status

Only six financial services groups in the UK have achieved the inaugural benchmark designed to give advisers and their clients greater confidence when buying financial services and products. 

The six groups that achieved a Gold Standard were: 

Fidelity Investments for Fund Management

Friends Provident for Life and Protection

JPMorgan Fleming for Fund Management

M&G for Fund Management

Scottish Provident for Protection

Standard Life Healthcare for Protection

Gold Standard is an independent benchmark based on the five key elements that should be considered when judging which financial services companies to deal with. The five elements are financial strength, service, capability, products which provide fair value and trust.**

Groups across the financial services spectrum in banking, fund management, mortgages, pensions, general insurance, life, protection and independent financial advice were invited to submit themselves for assessment.

Groups were required to complete a detailed questionnaire, which was then judged and assessed by a panel comprising professionals from a wide range of sectors within the financial services industry.

Chair of the panel Deborah Benn said: “The fact that Gold Standards measures five key elements sets them apart. We are not saying that those companies that did not pass Gold Standard are not good companies, but we feel there are too many companies that offer ‘just enough’. We want to highlight those companies that do much more than ‘just enough’. The aim is that when people see the Gold Standards logo they will know that the company they are dealing with has passed a very high standards test in all five areas. This has to got to be a great boost to customer confidence.”

The awards were hosted by Incisive Media and supported by The Express. The awards were held at The Queen Elizabeth II Centre in London on 2nd October 2003. David Prosser, personal finance editor of The Express. presented the awards.

On the judging panel were: 

Deborah Benn, financial journalist (Chair)

Lawrence Gosling, editorial director, Incisive Media

Philip Warland, PriceWaterhouseCoopers

Malcolm Kerr, AtosKPMG

John Pattison, Financial services strategist

Anne McMeehan, Cauldron Consulting

Jain Castiau, Cauldron Consulting

John Dallas, CSITM

Gilly Green, CSITM

Danby Bloch, Taxbriefs

Chris Gilchrist, Everyinvestor

Janine Menasakanian, Inter-Alliance

Mike Richards, Capital City Media

Nick Baker, Egg Design

Martin Fox, Egg Design

Kirstie Redford, editor, Cover Magazine

Ben Marquand, editor, Mortgage Solutions

AKG Actuaries & Consultants and Defaqto, product analysts, provided support on aspects of assessment.

Notes to editors:

· 60 groups completed a Gold Standard questionnaire

**Each of the five key elements were assessed using the following method:

1. Financial Strength

Gauging financial strength was defined in terms of the financial ability for the company under consideration to meet what its customers reasonably expect through its ability to survive in an appropriate form. Criteria considered included any existing financial strength ratings, size, new business, parental strength and attitude and reputation. Sources used included Gold Entry submissions, statutory reports and accounts, company website, third party ratings. AKG Actuaries and Consultants were used to assess financial strength.

2. Capability

This was assessed in terms of whether the company had the above-standard structures and experience in place to deal with the pre- and post-product buying process. Criteria taken into account included structure of company, lines of responsibility, experience and training of staff, regulatory and security processes as well as adherence to corporate governance initiatives.

3. Service

Criteria for assessing quality of service included initial information supplied to a company’s key distribution channel, complaints procedure, level of information supplied to customer and ease of use, pre-and post product communication levels, levels of customer satisfaction.

4. Fair Value

Features and costs of product lines were assessed. Important of product features were taken into account in relation to the costs. Defaqto was used to assess fair value.


5. Trust

Companies were asked to outline their corporate culture and key message to customers. Assessments were then made on whether this was reflected in answers given throughout the questionnaire as well as advertising campaigns to assess whether companies were true to their word.  Other areas of assessment included relationship with the press, FSA judgments, community activities, industry involvement, corporate governance initiatives and positive attitudes to employees.

EDITOR’S NOTES

Gold Standards is an Incisive Media initiative. For further information on Incisive Media publications visit www.incisivemedia.com.

CONTACT

Deborah Benn on 0208 883 4783 email: Deborah@bmp1.fsnet.co.uk
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