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Themes

Know your game
Management / Coaching
The concept of team

Emotional Intelligence

AFA GenXt Roadshow 2009

bridging the gap...%

Creating the future...
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Session 1 : Chris Kirby
“Which customers create the most
opportunities for your business ?”
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Which customers create the most
opportunities for your business?

Chris Kirby — West Australia
AMP Head of Technical Strategies
February 2009
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Disclaimer

This document has been prepared by AMP Life Limited ABN 84 079 300 379 for planner use only and is not suitable for
distribution to your clients. The information in this presentation is of a general nature only and may contain advice that is not
based on your or your clients personal objectives, financial situation or needs. Accordingly you should consider how
appropriate the advice (if any) is to those objectives, financial situation and needs before acting on the advice and before
investigating in or making a decision about Flexible Lifetime® Super, Flexible Lifetime® — Protection and Flexible Lifetime —
Protection (Superannuation), you or your client should read the current product disclosure statement for the particular
financial product available form your financial planner or AMP. Flexible Lifetime® — Protection is issued by AMP Life Limited
ABN 84 079 300 379, AFSL No. 233671. Flexible Lifetime — Protection (Superannuation) is issued by AMP Superannuation
Ltd ABN 31 008 414 104, AFSL No. 233060 the trustee of the AMP Personal Superannuation Fund. Flexible Lifetime —
Super is issued by AMP Superannuation Ltd ABN 31 008 414 104, AFSL No. 233060 the trustee of the AMP
Superannuation Savings Trust.

—Your presenter is a representative of AMP Life Limited, ABN 84 079 300 379 Australian Financial Services Licence (AFSL)
Number 233671. We are part of the AMP group of companies. AMP companies receive fees and charges in relation to its
financial products as set out in the relevant product disclosure statement or customer information brochure. AMP employees
and directors receive salaries, bonuses and other benefits from the AMP group. Before making any investment decisions,
you are strongly advised to take advice on your particular situation from an experienced advisor or financial planner. If you
did not get a Financial Services Guide from your presenter and would like to receive one, please let your presenter know.

® Registered trademark of AMP Life Limited ABN 84 079 300 379



Why should you define and target customers?

What customer profile suits your business?
Where do | find them?

What are their characteristics?

What are the opportunities?

What are their drivers?

Information gives you a competitive advantage



Customer Segments (pre-retirement)

Life phase >

High Net Worth

_ Small Business
Aspirants Wealth Builders owners

Advice requirements

Disinterested
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Small Business Owners

Who are they?

Individuals who have started their own business
In business less than 5 years (many >2)

86% > 4 employees, 61% sole proprietors

Aged 30-50

65% of SME or 1.1m

35%-
30%-
25%+
20%-
15%
10%

5%

Age - Dominated by 30-50 year olds

B Population M Segment

0%

181029 30to39 4010 49 50to 59 60 to 69

Gender

Female
41%

Male
59%

Source: Booz Allen Hamilton 2008




Small Business Owners - Advice

Why did they choose a particular planner?
—Professional group 27%
—Location 40%

— Referral 47%

Current
Planner
13%

Planner in
Past
No Advice 20%

51%

Other Advice
16%

Source: Booz Allen Hamilton 2008
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Small Business Owners - Value to your business

They are the most likely client to refer you!

—Highest Net Promoter Score

5

6

Neutral

Promoters 52%

Detractors 24%

Net Promoter Score 28%

Source: Booz Allen Hamilton 2008
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Small Business Owners — Value to your business

Over represented in middle to high income brackets

Average net wealth $252K

Income Distribution

45%
40% +
35% -
30% +
25%
20% -

15% —+

- ]
5% + l
0% A f f

% of segment
—&— % of population

Under $10- $20- $30- $40-
$10k 20k 30k 40k 60k

$60- $80- >$100k
80k 100k

Source: Booz Allen Hamilton 2008
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Small Business Owners — Drivers & Opportunities

They have a high appetite for entrepreneurial risk.
You can educate them on entrepreneurial risks?
—Economic conditions 32%*
—Business ability 11%*

—Disability 10%*

* . . . .
Insolvency and Trustee Service Australia — cause of bankruptcies non-business

Key concerns are getting finance and protection.

Are they adequately protected?
—Personal

—Business (61% sole proprietor)

60

50+

40

30+

20+

10

What insurance do | have?

Life

TPD Income Don't know
Protection

Source: Booz Allen Hamilton 2008




Small Business Owners — Drivers & Opportunities

My business is retirement

—50% have less than $25 super

Future focused but don’t plan

—Coaching, mentoring

Cash flow is biggest concern

—Packaged and cost effective solutions

Brand is important

—Do you have a known / credible brand?

Source: Booz Allen Hamilton 2008
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Small Business Owners — where to find them

Suburbs with highest:
Population density
population is between 30-50
Income > $67K
Trades

Employment rates

Sourced from 2006 ABS census data

WA

Sweet spots

Kalgoolie /
Boulder

Rosebourne

Rockingham

Ashburton

Mandurah

Joondalup

Coolgardie

Port Headland
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Wealth Builders

Who are they?

— Home or investment property owner

— Greater than 5 years to retirement

— Build and create wealth

— Across all age groups (predominantly 30-50)

— 1.5m Australians

Age

0,
30%; B Population M Segment

181029 30to39 40to 49 50to 59 60 to 69
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Wealth Builders

Key features:
— Married

— Greater female representation

Marital status Gender

Divorced Widowed
5% 3% Male
44%

Separated
2%

De Facto
12%

Married
78%

Female
56%




Wealth Builders - Advice

High level of involvement in own finances
— Appreciate planners can educate them
— 50% have sought advice

— 15% currently use a planner

— Transactional

—  Loyal
—  High value
What they say What they mean
Ongoing Go back to same planner for
my next transaction
Regular Whenever | need advice
(event driven)




Wealth Builders — Value to your business

High Net promoter score

Promoters 51%
Detractors 27%

Net Promoter Score 24%
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Wealth Builders— Drivers & Opportunities

Constructors are highly involved in own finances......
“financial strain”

To be successful you need to:
—Educate

—Simplify

—Bundle

—Cost and tax effective solutions

but they are under
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Wealth Builders — Drivers & Opportunities

Property is KING...You must have a partnership with
—Accountant

—Mortgage broker
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Wealth Builders— where to find them

Suburbs with highest:
Population density
population is between 30-50
Employment rates
Married

Home ownership

Sourced from 2006 ABS census data

WA

Sweet Spots
Bayswater

Northampton

Cranbrook

Kojonup

Gingin

Serpentine -
Jarrahdale
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High Net Worth

Who are they?
— People who have more than $1 million of assets, excluding their own home.

— They represent approx 1% of all consumers in the wealth and protection market,
however approx 20% of assets.

— Growing by approximately 10% per annum.
— Use multiple channels for advice

— Investment property is a major component of high net worth assets, with up to 60%
of people having significant investment property assets.

— Highly future orientated
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High Net Worth - Advice

They want partnerships of equals

— Trust and credibility

They don’t just want solutions

—  They want value add

—  Better outcomes than everyone else

Making assumptions and over-promising

—  Biggest mistakes

Accountants and lawyers don’t have all the answers!



High Net Worth — Drivers & Opportunities

Living with wealth

—  particularly across generations
See themselves as “comfortable”

—  not wealthy
Time Is precious

— even if they don’t work

Hazy about retirement

Networking
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High Net Worth — Where to find them

Suburbs with highest:
Population density
Age 40+
Tertiary educated
Employment

Professional or managerial occupations

WA

Sweet Spots
Melville

Subiaco

Claremont

Nedlands

Mundaring
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High Net Worth - Advice

Professionals Nature of relationship

Accountant

Not used for financial planning

Financial Planner

Hard to find a good one

Stock broker

Quite satisfied

Lawyer

Mixed loyalty / not close

Private banker

Over promised
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Disinterested or Aspirational?




Can you tell the difference?

Very difficult to spot the difference
— Age

— Net promoter

Characteristic Aspirational
Super 90% > $25k

BISIEIERIE
90% > $25k

Age 18-29

All ages

Net Promoter 11%

0%

Income 60% > $30k

60% > $30K

Assets 80% > $30K

80% > $30k

Employment status Employee

Employee
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Home Ownership

Legend

® - 3PD Practices
®  -3PD Planners

- Home Ownership
by Collection District
50-100 %

40-50 %

30-40 %

20-30%

O o0-20%

Kilometres
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Married with Children

Northan|

Legend

® - 3PD Practices

# - 3PD Planners
@ North

- Population with
Kids&Morigage (WA) Q O

by Postal Area
Joondalup

B 50%-100%

Il 0%-50%

Kalamunda (s)

0 9 18
ey —
Kilomefres

~Serpentinetjarrandalel(s)

I=AMP}




Household income >$88k
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Age
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Tertiary Education
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Unemployment
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Government Assistance
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Thankyou....




