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INTRINSIC VALUE OF AN ASSET
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The actual value of an asset based on an underlying 
perception of its true value including all aspects of the asset 
or business, in terms of both tangible and intangible factors. 

This value may or may not be the same as the current 
market value.



WHAT IS VALUE?

Essentially there are two types of value:

Intrinsic value: 
the value that an object has "in itself" or "for its own sake", as 

an intrinsic property 
(ends)

Instrumental value: 
the value of which depends on how much it generates intrinsic value 

(means)

•



WHAT IS AN ASSET?

A present economic resource controlled by the entity as a result of past 
events.

Where a resource is defined as:

A right, or other source of value, that is capable of producing economic 
benefits.

*as defined by International Accounting Standards Board
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HOW DO WE VALUE THIS?
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TABLE MOUNTAIN’S INTRINSIC 
VALUE

Pride, Happiness
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INSTRUMENTAL VALUES

• Beauty

• Tourism revenue

• Marketing

• Protection

• Heritage

• Rarity

• Unique biosphere

• Wilderness

• Wonder of the world

• First time I took the cable car

• The hike up with Dad
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HOUSE OR HOME?
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A HOME’S INTRINSIC VALUE

Joy, Happiness, Contentment
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INSTRUMENTAL VALUES

• Excitement of buying

• Children born

• First day at school

• Birthday parties

• Games played

• Dinners 

• Perfect picture found

• Friday night braais

• Garden do over

• Painting the back room

• Saving enough for the extension

• Days in the new pool

• Son crashing into the fence on first driving lesson

• The house itself
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WHAT MAKES A HOME A HOUSE?

• Intrinsic value and most instrumental values are subjective 
and therefore impossible to value monetarily

• Basic valuation seeks instrumental values which can be 
measured and attempts to remove perception bias caused 
by personalised instrumental values

• Negotiation is the ability to influence a third party’s 
potential instrumental values (perceptions) in your own 
favour
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AGENT

ADVISER

ADVOCATE

ADMINISTRATOR

One who provides some advice to clients but emphasises 

product solutions. Short Term Relationship

One who accepts their role as a client representative to product providers and who 

works to ensure client friendly outcomes are met.  Long Term Relationship

One who realises that in order to meet long term promises a rigorous, defined and proactive 
long term service model is essential and builds their business and sales model on this. The 

business’ key product is administration and management of clients’ financial lives.

One who acts as a product reseller, short term relationship 

focus, low advice focus



WHAT DO WE NEED FOR SCALE?

• Business is defined by offering scale and economies of scale

• What type of businesses are the larger businesses in the 
industry today? (agent/adviser or advocate/administrator) 

• What is being scaled? (sales/product?)

• Can advise be a scale business?



SCALING PRODUCT SALES IS 
MUCH EASIER THAN SCALING 
ADVICE

• Clear targets

• Clear hiring policy

• Commission driven behaviours

• In or out mentality (less reliant on individual 
skills sets)

• Lower reliance on maintenance and process

• Volume based business model and 
measurement



SCALING A PRACTICE MUCH HARDER

• About attraction of right talent

• Professional advice is a rare and critical skill 
in the industry and is in the hands of 
individuals – why not keep it for myself?

• Need to rethink current roles and 
behaviours if this is going to work

• Scale is about systemisation – what does a 
practice systemise

• Beyond what we do, also need to explain 
why and how we do it



WHY DO YOU DO WHAT YOU DO?

IT’S THE BUSINESS DECISION



KNOWING WHY MATTERS IF YOU WANT 
SCALE

Business 2

We believe managing money properly has more impact on people’s happiness 
and choices than anything else.  It will determine or remove happiness in life, 
family and relationships. Misunderstanding this is the cause of enormous 
personal misery, pain and stress.  

We exist to eliminate misunderstanding and its destructive 
consequences. We are life and opportunity maximisers.

Business 1
To maximise sales volume and revenue in an ethical way

Although measurable outcomes are very similar, 
intrinsic value (sum of instrumental values) are 

fundamentally different



AND HOW…

Business 2

Financial advice affects every aspect of a client’s life and is deeply personal.  
Getting it right changes everything. We interpret professionalism as putting the 
clients interest first and consciously advocate for their interests always.  We 
know that advice is multi year journey and we have structured a business model 
allowing us to meet requirements our clients did not know they had in their lives.  
We serve, listen and understand.

Business 1
By knowing our market and maximising lead generation, product knowledge and 
team sales skills

Although measurable outcomes are very similar, 
intrinsic value (sum of instrumental values) are 

fundamentally different



AND WHAT…

Business 1

Manpower target
Product volume target

Sales Target
Vertical Management

Team Output



AND WHAT…
INTRODUCTION
Client sent pre-appointment package inclusive of: 
Confidentiality Agreement, Description of Our Process and 
Checklist to prepare them for our first meeting

CLIENT MEETING ONE
1. Client presented with signed Confidentiality Agreement
2. Financial Planning Process Explained
3.   Comprehensive analysis of client’s current financial     
situation undertaken including:
• Current income and expense budget;
• savings, assets, investments, loans, credit and other 

liabilities;
• personal, and work structures and requirements; state 

of current estate planning; 
• short and long term desires and outcomes;

We will provide and manage all administrative and legal 
documentation necessary to best understand your current 
situation whilst ensuring your personal information is 
protected.

INDIVIDUAL ANALYSIS AND PLAN PREPARATION
1. Exact information pertaining to a client’s current 

financial circumstances to be obtained on client’s 
behalf

2. Full analysis by Senior Financial Planner to determine 
short and long term strategies to enhance client’s 
financial circumstances

3. Analysis documented as full Financial Plan
4. All administrative requirements prepared on client’s 

behalf
5. Ongoing Financial Management  and Service 

Agreement prepared

CLIENT MEETING TWO
1. Formal Presentation of Financial Plan
2. Formal Presentation of Financial  Management and 

Service Agreements
3. Discussion and clarification of any client queries or 

concerns
At this stage in the process the client will be asked 
if they wish to become a client and join our 
Financial Family 

IMPLEMENTATION AND ADMINISTRATION OF 
CLIENT FINANCIAL PLAN
1. All administrative paperwork  inclusive of relevant 

application forms, legal documentation, wills, records 
of advice will be managed on the client’s behalf

2. We will manage all negotiations and administrative 
requirements pertaining to share investments, unit 
trust investments, insurance, retirement benefits, 
trusts, etc in line with our client’s instructions and best 
interests

3. We will ensure that all steps in our Financial 
Management and Service agreements are 
administered, active and managed on the client’s 
behalf in line with expectations

4. We will proactively  act as your Financial Conscience
through regular and meaningful management of your 
financial circumstances

We will invest 20 hours of our time to 
ensure you have the information you need 

to make the right decision for you



Although measurable outcomes are very similar, 
intrinsic value (sum of instrumental values) are 

fundamentally different



THEN WE CAN THINK ABOUT WHO

Failing to understand that financial planning is chiefly 
an administrative business requiring structure, 

process and skilled staff is the greatest barrier to a 
scalable advice business model



PROCESS AND ADMINISTRATION

• Need to understand that the root to success in this industry is 
administrative success

• For us to reach the professional standards we are striving to achieve 
we need to realise that recruiting, equipping and training quality 
administrative staff is as important as the technical skills of an adviser

• Positioning what Financial Planners do fairly, rationally, consistently 
and transparently will be the only way for practices to understand 
business



PRACTICES TODAY



PRACTICE TO BUSINESS

• Clients must enter a process

• Consistent client experience with no difference between advisers but personality

• Advisers sell the process

• Advisers do not have to advise the process can do that

• Core becomes the business and manages the process

• COO dominates and runs business

• Back office manages everything including client relationship

• Back office is the business

• The business delivers a service 

• The service is the process



PRACTICE TO BUSINESS

• Without this multiple processors will run multiple processes

• The process is not defined by who completes but by what is done in the correct 
order

• WHO completes is the purpose of management

• The process needs to be a seamless interaction between individuals consistently 
and on multiple tasks and temporal lines



COO

Client 
Relationship/Queries

Techncial
Advice/Paraplanning

Marketing and 
events

Administration

HR

Financial 
Management

Process 
Compliance

Segmentation/Rela
tionship 

Management

IT

Process 
Management and 

Development

Adviser

Adviser

Adviser

Adviser

OWNER DIRECTORS



SOME ELEMENTS THAT CAN BE 
SUBJECTED TO PROCESS

– Book appointments

– Send introduction packs

– Para-planning

– Allocate correct Service Management to Financial Plans using the fee calculator

– Control implementation of advice and review recommendations

– Schedule and book reviews

– Send regular mails

– Send portfolio updates

– Contribute to and send newsletters

– Manage most queries

– Financial Management 

– Provider relationshipsd

– Compliance

– IT 

– Communtications

– HR Management



DEFINITELY NOT EASY BUT…

• If you can determine the why and the how for your 
business…

• …there are a lot of talented execs out there who can build 
the what

• The future of independent advice business may rely on the 
recruitment of quality COOs

• Then concentrate on attracting best talent to your model

• Or you can wait for our own “Royal commission” to force 
change…



WHAT I THINK YOU DO

• You administer peoples financial lives and act as their 
financial conscience

• You are the client advocate who ensures outcomes in a 
complex commercial world

• You do not have to SELL products, they are prescription 
only

• DECIDE TO HAVE VALUE



You do have to stop GIVING advice though… 

It’s simply too valuable



THANK YOU


