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At Issue 

Two Fundamental Problems: 

1. The majority of Canadians are not 

getting the financial planning help they 

need.    

2. The unregulated financial planning 

profession leaves the Canadian public 

unprotected and at risk.  
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“It is well enough that 

people of the nation do 

not understand our 

banking and money 

system, for if they did, I 

believe there would be 

a revolution before 

tomorrow morning.” 
 

   - Henry Ford,  

   Founder of the  

   Ford Motor Company 
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Prevailing Confusion 

 
“There is a distinct 

lack of 

understanding of 

what consumers 

should expect of a 

financial plan  

      and / or planner.” 

   - FPSC 

The term “financial planning” is too 

often used as a sales pitch to sell 

product. 

  

The title “financial planner” is used 

haphazardly throughout the industry, 

often times by people who have no 

financial planning qualifications at 

all.   

 

The majority of representatives who 

hold themselves out as financial 

planners or claim to offer financial 

planning are product sales people or 

advisers. 
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Purse Strings Attached 

“…it is surprising that 

financial planning in 

Canada remains an 

industry where roles are 

unclear, rules are vague, 

and the question of who is 

accountable for any 

potential wrongdoing goes 

largely unanswered.” 

      - PIAC 

 

  

 

 

   Financial Planning poorly articulated 

by those who claim to be financial 

planners as well as their clients. 

 

   “Few focus group participants 

believed a financial planner operating in 

Canada is obliged to provide a tailored 

personal financial plan.” 

 

  “…Anyone can call themselves a 

financial planner in Canada, the notion 

that most individuals in the financial 

planning industry are merely 

salespeople is so prevalent that even 

most financial planning students don’t 

bother completing the CERTIFIED 

FINANCIAL PLANNER®/CFP® designation.” 

 

 

 

5 



Whose Best Interest? 
 

  

 

CSA Consultation Paper:  The Standard of Conduct for 

Advisers and Dealers… 

Identified 5 Key Investor Concerns: 

 

There may be an inadequate principled foundation for 

the standard of conduct owed to clients. 

 

The current standard of conduct may not fully account 

for the information and financial literacy asymmetry 

between advisers and dealers and their retail clients. 

  

There is an expectation gap because investors 

incorrectly assume that their adviser/dealer must 

always give advice that is in their best interests. 

 

Advisers/dealers must recommend suitable 

investments but not necessarily investments that are in 

the client's best interests. 

 

The application in practice of the current conflicts of 

interest rules might be less effective than intended. 
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Title Use Adds to Confusion 

    “The majority of 

investors in the focus 

groups assumed (but 

were not sure) that 

there is some 

oversight over the 

business titles and 

financial designations 

used by 

representatives.” 

     - IIROC 

 

  

 

IIROC: Use of Business Titles and Financial 

Designations 

 

Requirements to earn and maintain 

financial designations vary greatly (in fact 

some can be obtained after a weekend 

seminar) 

 

Some (focus group participants) 

suggested that investment industry 

training and educational requirements are 

not as rigorous as those of other 

“professionals”.  

 

Very few firms provide clients with any 

explanation of what the financial 

designations mean in practice. 
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Design Flaw 

 
“There is a fundamental 

flaw in the design of the 

financial services 

industry where a 

professional service is 

being overlaid on a 

product sales 

infrastructure.” 

- FPSC 

 

Rather than being accountable to a 

professional oversight model, financial 

planners are accountable to a product sales 

oversight model.  

  

Since product is the only regulated part of 

the equation, there are no repercussions if 

Canadians experience malpractice in 

relation to the planning advice they receive. 

 

Consumers are not protected with any 

assurance that their so-called adviser has 

had to demonstrate any competencies in 

the matters being advised.   

 

This flaw in the system may drive 

inappropriate behaviors .   
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The solutions to these 

problems are clear: 

Establish the adoption of 

a unified definition of 

financial planning, 

financial plans and 

financial planners. 

Establish the adoption of 

a unified set of 

standards for financial 

   Resolution 

 



FPSC Role Clarification 

Credibility 

Reach 

Singular 
Focus 

• We are the only truly independent, 
unbiased and internationally 
recognized organization that sets, 
assesses against and enforces a 
singular set of standards for 
financial planning in Canada. 

• We are present and accessible 
within every province and 
territory, across all financial 
sectors. 

• We know financial planning  and 
we are only about financial 
planning. 

10 



 

Renewed Purpose 
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Clearly Defined Mandate 

 

Define 
Financial 
Planning 

Develop & 
Enforce 

Standards 

Certify 
Professionals 

Promote 
FPSC & CFP 
Brands as 

Synonymous 
with the FP 
Profession 
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Planning, Not Product 

“Planning starts when 

someone is providing advice 

that is not about what product 

I should buy.  

It’s professional, unbiased, 

product neutral advice.” 

 
-FPSC  

 

  Planning advice doesn’t  

always refer to a full blown 

financial plan.  It may include 

professional advice of a limited 

nature.  

 

  There are degrees of 

complexity of plans. 

 

 Not about higher standard of 

care for licensed intermediaries. 

 

 FPSC’s purview is the entire 

planning continuum.  
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Our Purview 
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Advice Spectrum  
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Complex, full blown 

comprehensive plan  

Multiple issues,  

integrated plan  

Simple, single 

issue planning 

advice  

Sophisticated 

complex portfolio 

selection   

Multiple issues 

product selection  

more complex 

needs  

Simple single issue 

product based 

advice  

Product  Based Advice Independent, Product-Neutral 

Advice 
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Our Value, Your Value 

Credibility 
Consumers 

can be 
confident that 

a CFP 
professional 

represents the 
manifestation 

of FPSC’s 
unique role 

and consumer 
interest. 

A CFP’s 
knowledge, 

skills, abilities 
and ethics are 
assessed by 

FPSC - an 
independent, 

unbiased 
professional 

body. 

CFP 
professionals 

put their 
clients’ 

interests first 
– “it’s their 

professional 
duty”. 

Your 
certification is 

recognized 
worldwide, 

through ISO 
and FPSB. 
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Our Value, Your Value 

Reach 

Largest 
identifiable 

group of 
financial 

planners in 
Canada, by 

far. 

 Represented 
in all 

Provinces 
and 

Territories, 
across all 
regulatory 
sectors. 

Part of a 
group of 
150,000 

recognized 
professionals 

worldwide. 
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Our Value, Your Value 

Focus 

CFP is granted by an 
organization that is 

about financial 
planning, and only 
financial planning. 

While product 
knowledge and 

licensure complements 
your designation, the 

CFP is about unbiased, 
product-neutral, 

independent financial 
planning advice. 



Why CFP? 

3 Important Studies 
The Value of 

Financial 
Planning 

Study  

(Consumer 
Focus) 

CFP Brand 
Awareness 

Study 

(Consumer 
Focused) 

Australian 
Value of CFP 
Certification 

Study 

(Industry 
Focused) 
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15,000  

Canadians 

1st  

of its kind 
in Canada 

3 years 

A  Longitudinal Study on the Value of 

Financial Planning 
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Study Objectives 

Measure the impact of financial planning in three 
distinct ways:  emotional; tangible; & quantifiable 

Quantify the impact of financial planning services 
offered by CFP professionals compared to non-
certified advisors 

Determine differences in impact of comprehensive 
plans compared to targeted specific advice 
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64% 
78% 

Those Canadians using 

CFP professionals are 

more likely to believe their 

financial affairs are “on 

track” than those dealing 

with ‘non-certified’ 

planners. Non Certified Certified 

Certified v. Non Certified 



 Canadians spend 36% 

more time with CFP 

professional versus ‘non-

certified’ planner. 

 

 Canadians report 

longer relationships with 

their planner if they are a 

CFP professional (6.2 

years v. 4.6 years) 
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CFP Brand Awareness Study 2011 

•   First wave of study conducted in Sept     

 2005 

 

•   Third wave conducted in May 2011   

 (allowing for comparison on the 

 awareness and perceptions of CFP 

 brand over 5 years) 



Unaided brand 

awareness of CFP 

certification is 
  

up 92% 

  
(from 13% to 25% unaided 

and to 43% overall)  

since 2006 

CFP certification 

continues to score off 

the scale compared 

with all other tested 

brands on awareness 

Designation primarily 

associated with 2 key 

attributes: 
 

1. Good customer experience 

 

2. Holistic approach 

Most associated 

with “looking at the 

whole financial 

picture” 
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Unaided Brand Awareness 

CFP maintains the 

highest unaided 

brand awareness 

among financial 

service providers. 
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CFP CFA CLU 

25% 

7% 
4% 



 
  

 

 

“In Tune With My Needs” 

“The perception of the CFP 

brand across core attributes 

has remained strong when 

compared to financial service 

providers.” 
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20% 

- 3% 

15% 

CFP      CFA         CLU 



 
  

 

 

“Looks After All Of My Financial Needs” 

“The perception of the CFP 

brand across core attributes 

has remained strong when 

compared to financial service 

providers.” 
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CLU 6% 

CFA – 6% 

CFP 

24% 



 
  

 

 

“Cares About Me” 

“The perception of the CFP 

brand across core attributes 

has remained strong when 

compared to financial service 

providers.” 
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19% 

- 5% 

12% 

CFP         CFA     CLU 
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Australian Value of CFP Certification Study 

Annual research among 

nearly 50 firms representing 

the majority of the 

Australian advice market. 



 

 

• Report that productivity of 
advisers improve as a result of 
them getting CFP certification 42% 

• Felt that revenue improved as 
a result of CFP certification.  57% 

• Report that profitability 
improved as a result of CFP 
certification. 50% 
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65%  

Indicated improved / longer 

client relationships by 

having a greater number of 

CFP professionals 

64% 
Reported lower 

complaints from clients 

68% 
Were better able to retain 

advisers if they support them 

to attain CFP certification 

80% 
Indicated a reduction 

in corporate risk by 

having a greater 

number of CFP 

professionals 
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The solutions to these 

problems are clear: 

Establish the adoption of 

a unified definition of 

financial planning, 

financial plans and 

financial planners. 

Establish the adoption of 

a unified set of 

standards for financial 

   Where do we go from here? 

 



 

Thank You 

Q & A 
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