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BY FLORBELA YATES 
Head of Equilibrium

It is becoming increasingly difficult and 
costly for financial advisers to keep 
abreast of all the changes to legislation 

that affect their practices. Compliance 
and reporting are taking up a significant 
portion of an adviser’s time. Add to that the 
average age of the industry of 57 years – 
with younger advisers not yet experienced 
enough to take over their practices – and 
you soon realise why so many experienced 
advisers are choosing to partner with a 
discretionary fund manager (DFM).

The relationship between an adviser and 
a DFM should essentially lead to a long-
term partnership. However, not all DFMs 
offer the same services, and selecting the 
right one is a process. Advisers should 
make a list of the issues they want solved 
and then ensure that the DFM has the 
skills and capacity to solve them.

At Equilibrium, we spend time getting 
to know our adviser partners and to 
understand the challenges facing their 
practices. For those who are looking 
for assistance with their portfolio 

management, we build portfolios that align 
to their advice process, ensuring that the 
outcomes (or benchmarks) solve for what 
they are trying to achieve for their clients 
over the time horizon they have agreed 
with clients. By understanding the risk 
tolerance of their clients, we can allocate 
our risk budget appropriately to ensure 
that clients remain invested and don’t opt 
out at the first sign of market volatility. 

Advisers who partner with us receive 
monthly consolidated investment reports 
showing the look-through into percentages 
in all their underlying funds, the combined 
asset allocation at the portfolio level, and 
the overall performance of the portfolio 

versus the benchmark over regular 
periods. They also participate in quarterly 
report backs, and those advisers with 
bespoke portfolios participate in quarterly 
investment committees where they have 
input into their portfolio construction and 
manager selection. With the proposed 
licensing changes for Category I and II 
financial services providers, this is one of 
the biggest reasons we now see so many 
advisers appointing DFMs to ensure they 
maintain these licenses.

Advisers looking to sell or merge their 
books with other advisers, looking to join 
a network, planning for succession, or 
wanting to grow assets can also benefit 
from appointing a DFM to ensure the 
offering across various books or their 
underlying clients is streamlined. By having 
fewer underlying funds and more overlap 
between clients, advisers can segment 
their clients more easily, get access to 
preferential fees (both with underlying 
fund managers and platform providers), 
better reporting and reduced compliance 

burden on the practice, allowing them to 
spend more time with their clients.

Other benefits of partnering with a DFM 
include bulk switching capability across 
all clients simultaneously, and access to 
institutional and segregated mandates, as 
well as alternative asset classes, which are 
not usually available to retail advisers.   

At Equilibrium, we partner with advisers 
throughout their journey. We’ve also seen 
a recent increase in advisers applying 
for their Category II licences. If you find 
yourself at this junction, we also offer 
supervisory services to help you achieve 
the goals you have set for your business.

Equilibrium Investment Management (Pty) Ltd (Equilibrium)
is an authorised financial services provider (FSP32726) and 
part of Momentum Metropolitan Holdings Limited and rated 
B-BBEE level 1. While we make all reasonable attempts to 
ensure the accuracy of the information in this article, neither 
Equilibrium, Momentum Metropolitan Life Limited nor any of 
their respective subsidiaries or affiliates make any express 
or implied warranty about the accuracy of the information 
in this document.

How a DFM can help build a 
successful financial advisory firm

“Many experienced 
advisers are choosing 
to partner with a 
discretionary fund 
manager (DFM)”

From an adviser’s point of view...
If the business has a strategy, and any lead 
sources, advisers need to lean heavily into 
everything that is on offer. We came up with 
at least 171 different ways to get in front of 
potential new clients. These approaches 
span across 15 categories, some of which 
are: digital, thought leadership, social, 
community, networking and existing clients. 

Advisers would do well to consider 
what they have done in the past, whether 
it worked or not, and what they have 
considered doing, whether done or 
not. This is a starting point to explore 
the number of potential prospecting 
strategies. Add to this any new ideas, and 
anything else that has been seen or done. 
Advisers should then consider which of these 
ideas they could enjoy, shortlist them to one 
or two, and create a plan, which should include 
targets, activity and milestones, placed on a timeline, 
with a pipeline and an accountability function.  

 
Differentiating a business in a crowded market
•	 Focus on your clients’ goals, needs and 

circumstances. Most of the industry is still selling 
product for commission, so when a professional 
financial planner places a client at the centre of his 
planning process, value unravels. 

•	 Lead reviews with goals and circumstances – 
products, costs and performances are secondary. 

• Create a differentiating experience through:
  › How you show up. Who you are,  
  how you communicate, commitments,    
  promises and follow-ups

› Your financial planning philosophy –  
what you do, how you do it and why you do it
› Your financial planning process – following the six-
step financial planning process and standardising it 
throughout the business
› Using financial planning software for  
modelling and scenario planning

› Upskilling technically and also keeping up with  
markets and what’s happening in the world
› Thinking like an economist and having  
economics-based conversations
› Communicating with clients regularly  
and on special occasions 
› Having support staff that are  
client-centric and service-driven
› Be a thought leader – write, post, blog,  
get on radio and podcasts.

FI Consult provides information to financial institutions on 
strategy, operations and human engagement. Its mission is to 
help advice businesses unlock potential and lock in value.  
Visit www.ficonsult.co.za

David Kop and Jason Bernic are 
co-founders of FI Consult, a Business 
Management Consultancy that works with 
financial planning businesses to help them 
grow and scale. 

Kop has two and a half decades 
experience in financial planning, 
including roles in para planning, advising 
(independent and tied), owning his 
own business and working at FPI, the 
professional body for financial planners. 
Bernic is a Certified Financial Planner 
professional and has over two decades 
of experience in financial services, from 
financial planning and international wealth 
management to coaching and consulting.  


