Web presents

The importance of online services means that having a web presence
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continues to be high on the agenda of most advisers. Paui Lang iooks

at how some businesses can make a bigimpact on-line

owadays consumers expect that
N their professional adviser will

have a website to provide round-
the-clock guidance and reassurance, if
not also a trading capability. Out of a
typical IFA's target market of 25-64 year
old ABC1 adults surveyed by MORI late in
2006, 25% said that they would look for
financial information online first. Most
people would probably judge that to be a
big underestimate for the younger age
groups in particular, where perhaps 75%
may be expected.

Many adviser firms, excited perhaps by
the heady excesses of the dotcom boom,
were once impatient to get online in almost
any state of dress. They have lately curbed
their initial enthusiasm — dampened by
poor responses, continuing costs, time
consuming maintenance and distinctly
hazy prospects of aweb bonanza.

Others, not necessarily big organisations,
have persisted —learned from experience,
followed their instincts and pursued web
opportunities undreamt of a decade ago.
They will aim often to transform their
businesses, notjust in terms of accessing
wider or more receptive and profitable
markets but also through a range of
powerful communication and process tools
of ongoing strategic importance.

Peter Martin, head of specialist web
design consultancy Legal & Financial,
confirms a significant levelling-off of
interest from financial advisers over
the past two years, either in setting up
or updating their sites. He reports a
50% drop, which, if symptomatic of
the sector, forecasts a worrying shortfall
between advisers’ web presence and
customer expectations.

Behind the statistic lies a tale of scant

knowledge, poor advice and unrealistic
planning. Yet firms, slowly but
increasingly, seem to be taking a
considered and mature approach to
making web technology integral to their
future success.

IFA Systems, another website
consultancy with long ties with the
adviser market, is sensitive to the great
variation in firms’ requirements at this
time. Managing director, Diana Baker,
suggests that the sector is largely ill-
prepared for market changes that they
see taking place all around them.

About 40% of IFAs still do not have a
website listed, while many additionally
have sites which are seriously out of date,
considering that over half of existing sites
have a prime aim of attracting new clients,
these similarly are not showing off their
business in the best light.










