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Course summary 

Evidencing treating customers fairly is an on-line intermediate level workshop considering what is 
expected from product suppliers, financial services providers and intermediaries in terms of the six 
fairness outcomes outlined under the treating customers fairly regulatory initiative as well as on how to 
measure and evidence adherence to these outcomes. 

Time allotted for course 

The course consists of 10 topics with an assessment that needs to be completed. The time allotted for 
each aspect is as follows: 

Topic 
number Title Word 

count Level Time 
allotted 

Topic 1 What is TCF? 1 706 Entry level 35 minutes 

Topic 2 TCF regulatory framework 1 283 Entry level 30 minutes 

Topic 3 Outcome 1 1 250 Entry level 30 minutes 

Topic 4 Outcome 2 1 119 Entry level 25 minutes 

Topic 5 Outcome 3 1 464 Entry level 35 minutes 

Topic 6 Outcome 4 1 580 Entry level 35 minutes 

Topic 7 Outcome 5 721 Entry level 15 minutes 

Topic 8 Outcome 6 1 550 Entry level 35 minutes 

Topic 9 Evidencing TCF 3 193 Intermediate 75 minutes 

Topic 10 TCF and the product life cycle 7 000 Intermediate 165 minutes 

 Assessment   60 minutes 
 

   Total time 9.0 hours 
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Assessment and certification 

After completion of the workshop the learner must complete an electronic assessment on the learning 
management system. 

 Form of assessment: Multiple Choice Questions 
 Number of questions: 20 questions 
 Duration: 60 minutes 
 Competency mark: 60% 

 

Upon obtaining a competency mark of 60% the learning will receive a certificate of completion. The 
learner will be afforded an opportunity to re-do the workshop should a competency mark not be 
attained. 

 

Course accreditation 

CPD Category: Online program 

COB Category: All Classes of Business 

Accreditation valid until: 30 June 2022 

CPD Points allocated: 9.0 hours | points on completion and pass of assessment 

Approval number: EVT-20210621-0024 
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TOPIC 1 WHAT IS TCF? 

 

1.1 Introduction 

TCF stands for Treating Customers Fairly.  

The TCF initiative aims to regulate market conduct by basing it on the fair outcome of financial services 
rendered rather than just looking if financial services providers and their representatives adhere to all 
the rules and regulations laid down. 

The TCF initiative lays down six outcomes by which financial services rendered must adhere to in order 
to be considered fair. The delivery of these outcomes is enforced through imposing a range of visible 
and credible deterrents to unfair treatment.  

The TCF approach aims to ensure that the fair treatment of customers is embedded within the culture 
of financial services providers. Fairness is not just about how financial products are sold to customers 
but how customers are dealt with in all stages of the interaction with the financial services provider. 

In laymen’s terms, TCF is not about ticking the right boxes but financial institutions will have to prove 
that they have adopted a TCF culture which is evident in all business structures, systems and procedures.  

  

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the six TCF outcomes. 

 Understand the difference between rules based and outcomes-based regulation. 

 Articulate the aim of the TCF initiative. 

 Outline how the TCF initiative relates to current fiduciary responsibilities. 

 Describe the stakeholders’ priority and shared responsibilities in terms of TCF outcomes. 

 



 

 
© Compliance and Learning Center (Pty) Ltd                        Page | 6 
 
 

 

Figure 1.1: Counterbalance between rules and principle-based regulation 

 

 

1.2 The six TCF outcomes 

The objective of TCF is to create a fairer and more effective financial services industry. To achieve this, 
the Financial Sector Conduct Authority has identified six core customer outcomes constituting fair 
treatment. The outcomes will be considered in detail, each as a separate topic. 

Outcome 1 

Customers can be confident that they are dealing with businesses where the fair treatment of customers 
is central to the corporate culture. 

Outcome 2 

Products and services marketed and sold in the retail market are designed to meet the needs of 
identified customer groups and are targeted accordingly. 

Outcome 3 

Customers are provided with clear information and are kept appropriately informed before, during and 
after the point of sale. 

Outcome 4 

Where customers receive advice, the advice is suitable and takes account of their circumstances. 

  

Rules based regulation
FAIS Act & Code of Conduct

Principle based regulation

TCF initiative
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Outcome 5 

Customers are provided with products that perform as financial services providers have led them to 
expect, and the associated service is both of an acceptable standard and as they have been led to expect. 

Outcome 6 

Customers do not face unreasonable post-sale barriers imposed by financial service providers to change 
product, switch provider, submit a claim or make a complaint. 

1.3 The aim of TCF 

It has already been stated that the objective of TCF is to create a fairer and more effective financial 
services industry. Thus, it can be said that the main aim of TCF is that customers’ needs are met fairly 
and appropriately through a sustainable and effective financial services industry. 

This implies that product providers, financial services providers and representatives must treat 
customers fairly in everything they do. Therefore, instilling a culture of fair treatment in the industry as 
a whole. TCF is an attempt to change behaviour among all stakeholders in the financial services industry.  

The final desired outcome can be achieved by delivering three intermediate outcomes, each which can 
be traced back to the six specific outcomes: 

1. Improved customer confidence. 

2. Appropriate product and services. 

3. Enhanced transparency and discipline. 
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Figure 1.2: Broad, intermediate and specific outcomes of TCF 

 

 

1.4 Why is TCF needed? 

Customers of financial services providers do not have as much information available to them as the 
product supplier or financial services provider, leaving customers open to unfair treatment.  

The consequences of unfair treatment or poor decisions are only felt some time after transacting, in 
some cases many years. This can result in significant hardship on the side of the customer.  

In South Africa, these challenges are worsened by low levels of both basic and financial literacy, 
increasing the risk of customer exploitation.  

While regulators can do much to educate customers as to the nature of financial contracts, and to inform 
them of the responsibilities associated with undertaking such contracts, the nature of financial services 
suggests that such education is not enough in itself. 

1.5 The new approach 

Regulators have grappled with how best to ensure that financial services providers treat customers fairly. 
Conduct was previously only managed by setting explicit rules. The Financial Sector Conduct Authority 
did this via the issuance of different codes of conducts applicable to the different categories of financial 
services providers. Nevertheless, fair treatment of customers was not ensured through this approach. 

Customer’s needs are met fairly and appropriately 

Appropriate products 
and services 

Improved customer 
confidence 

Enhanced transparency 
and discipline 

Outcome 3 and 4 Outcome 1 and 2 Outcome 5 and 6 
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Rather than trying to make hundreds of new rules to fill the gaps in existing regulation, the Financial 
Sector Conduct Authority opted to follow in the footsteps of the UK regulator and adopt an approach 
where rules are complimented by a principle of treating customers fairly. 

Principle based regulation is not a substitute for rules-based regulation, in the new approach followed 
by the Financial Sector Conduct Authority the rules and principles are compliments. Therefore, the TCF 
policy both reflects the notion of TCF principles and TCF rules. 

1.6 What TCF is not 

TCF is not just a means of creating satisfied customers, as a satisfied customer could still be subject to 
unfair treatment but not know it.  

TCF also does not imply that financial services providers must offer identical levels of services as 
providers have different resources and ways of doing things. Furthermore, competitive markets can help 
to ensure fair treatment of customers, for example, by improving the quality of service or providing value 
for money. 

Neither does TCF imply that customers do not have to make decisions or take responsibility for them. 
TCF does not exclude the customer, as particular improvement in their financial knowledge and 
behaviour also plays a part in delivering of the outcomes. 

Moreover, TCF should not imply that innovation is inhibited nor, should it inhibit the development or 
promotion of generic material to financial services markets. However, financial services providers must 
identify the riskiness of new products, and build in appropriate controls to ensure that customers are 
treated fairly and not exposed to unsuitable or unidentified risks. 

Neither customer knowledge and behaviour, nor price competition can deliver fairness alone. We cannot 
say it enough – TCF is about culture; doing business in a way that will help ensure customers get fair 
treatment.  

1.7 The scope of TCF 

The TCF initiative specifically relates to products marketed and sold in the retail market. The retail market 
implies customers that would typically be vulnerable to unfair treatment as a result of having unfair 
bargaining power and asymmetrical access to information, as compared to financial companies. As such, 
it is not limited only to protection of individuals (natural persons) but also includes juristic entities that 
also have these vulnerabilities. 
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1.8 TCF and existing FAIS responsibilities 

Clearly, the FAIS Act and Code of Conducts already impose extensive obligations on financial services 
providers and their representatives that are relevant to the TCF fairness outcomes.  

In particular, representatives’ delivery of fairness outcomes 3 (clear information) and 4 (suitable advice) 
is to a large extent driven by the disclosure, advice, conflict of interest and licensing requirements under 
the FAIS Act and Code of Conducts.  

However, it does not follow that TCF have no additional impact on financial services providers and 
representatives.  

Where the FAIS obligations are largely compliance and rules based, the outcomes based TCF framework 
will require financial services providers to ensure that their adherence to FAIS is complemented by being 
able to demonstrate that they have embedded the broader TCF culture framework within their 
organisations (TCF outcome 1).  

1.9 Stakeholder’s priority and shared responsibilities in terms of TCF 

TCF requires product suppliers, financial services providers and representatives to share accountability 
for fair treatment of their mutual customers.  

From a risk-based perspective, the culture and governance dimensions will require particular attention 
by larger financial services providers.  

The primary responsibility for delivering TCF outcomes 2, 5 and 6 (the outcomes related to appropriate 
product and service design, product performance and service levels, and post-sale barriers) rests on 
product suppliers. However, representatives will also be expected to consider their role in delivering 
these TCF outcomes.  

The intention is that representatives should bring greater pressure on product suppliers to ensure that 
inappropriately designed and marketed products, poor post-sale service practices and unreasonable 
post-sale barriers are challenged.  

Ensuring a product is appropriate for a particular target market is mainly the product supplier’s 
responsibility, and ensuring the product is suitable for the particular customer concerned is mainly the 
representative’s responsibility (Outcome 4). However, it does not mean that a representative can 
abandon responsibility for recommending an unfairly or inappropriately structured product to a 
customer on the basis that ensuring fair product design is the product supplier’s responsibility.  



 

 
© Compliance and Learning Center (Pty) Ltd                        Page | 11 
 
 

 

Figure 1.3: Stakeholders priority and shared responsibilities in terms of TCF outcomes 

 
 

An appropriate level of product due diligence is expected from representatives. Conversely, product 
suppliers cannot disregard poor selling practices of their products by representatives. For example, 
where the product supplier is aware that products from their range are being sold to the wrong 
customers and argue that it is solely the representative’s responsibility to ensure the product is suitable 
to the customer who purchase it.  

In summary, financial services providers is expected to have a culture to which TCF is central. Product 
suppliers should ensure the correct product is targeted at the correct market and customers receive fair 
after-sales services and do not face unreasonable post-sale barriers. 

Representatives should provide clear information to customers, which falls within the realm of suitable 
advice that takes account of customers’ circumstances, and they should also ensure that they are familiar 
with the products they sell, including any post-sale barriers. 
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TOPIC 2 TCF REGULATORY FRAMEWORK 

 

2.1 Introduction 

Although the implementation of TCF is guided by the six broad fairness outcomes; clear, enforceable 
rules and regulations must also be in place to ensure that these outcomes are achieved.  

The Financial Sector Conduct Authority has developed a regulatory framework that effectively balance 
principles-based and rules-based regulation to ensure that financial services providers deliver the 
desired outcomes of discipline and transparency in a consistent manner. 

The fit and proper requirements issued under Board Notice 194 of 2017 together with the General Code 
of Conduct bestow the following fiduciary duties to financial services providers in terms of the fair 
treatment of customers: 

 An FSP must adopt, document and implement an effective governance framework that provides 
for the fair treatment of clients and prudent management and oversight of the business of the 
FSP. 

 The governance framework of an FSP must include effective and adequate systems of corporate 
governance, risk management (including conduct risk management) and internal controls that 
includes sound and sustainable remuneration policies and practices which promote the 
alignment of interests of the FSP with those of its clients and which avoid excessive risk taking 
and unfair treatment of customers. 

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Describe the TCF regulatory framework. 

 Outline how adherence to TCF is to be measured by the FSP. 

 Outline the disclosure and reporting requirement related to TCF. 

 Name the enforcement measures that can be taken by the regulator with regard to non-
compliance with the TCF initiative. 
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 An FSP and representatives must render financial services honestly and fairly, with due skill, care 
and diligence, in the best interests of clients and in the interest of the integrity of the financial 
services industry. 

More guidance is still expected on the on the rules-based component of the FAIS act, most probably to 
be documented in the Conduct of Financial Institutions Act – this Act is expected to be promulgated 
within a few years. Financial services providers will be required to develop processes and controls to 
manage their compliance with the rules-based components of TCF. However, adherence to the principle-
based component is already expected under the sections regulations mentioned previously. 

It is important to stress that financial services providers should not treat their TCF delivery strategy as a 
compliance project to the extent that TCF will require compliance with specific rules. The compliance 
and risk management functions need to form part of the financial services providers’ overall TCF 
strategy. Therefore, financial service providers must not fit TCF into compliance but fit compliance into 
TCF. 

Ultimately, achievement of the TCF outcomes are the responsibility of the financial services provider’s 
management. 

2.2  Measurement  

For the TCF initiative to be successful, financial services providers must be in a position to provide 
objective evidence that they are treating their customers fairly and have embedded TCF in their 
organisational culture.  

Measurement must be done by employing management information mechanisms that will monitor the 
level of adherence to TCF as well as by completing self-assessment questions. 

Figure 2.1: Regulatory requirements under TCF 

 

  

Management 
Information Self-assessment 

Disclosure  
& reporting 

Public disclosure 

FSCA reporting & Disclosure 
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 Management information 

Financial services providers are required to develop management information (MI) mechanisms 
designed to monitor and measure the financial services provider’s performance in delivering the six 
fairness outcomes.  

As management information is such a complex subject, not easily understood in terms of TCF, it is 
considered as a separate topic. 

 Self-assessment 

Irrespective of any specific regulatory TCF reporting requirements that may be prescribed, financial 
services providers are expected to use their management information mechanisms and commentary to 
assess their own success rates in delivering TCF outcomes.  

Financial services providers are expected to use the findings of their self-assessments to set company-
specific TCF goals and raise their TCF standards where areas for improvement are identified.  

Although the Financial Sector Conduct Authority developed a self-assessment tool and associated 
guidance, which financial services providers can use for this purpose, financial services providers are 
advised to develop their own self-assessment tools that are appropriately tailored to their own business 
models.  

This guide also provides samples of self-assessment question at the end of each topic dealing with the 
specific outcomes and management information. 

 

Link to Financial Sector Conduct Authority’s self-assessment tool 

https://www.FSCA.co.za/feedback/Documents/TCF%20Self%20Assessment.zip 

Link to guidance not on self-assessment tool 

https://www.FSCA.co.za/feedback/Documents/Completing%20the%20self-assessment.pdf 

 

2.3 Disclosure and reporting of identified TCF performance measures 

The Financial Sector Conduct Authority enforces delivery of the TCF outcomes by imposing 
comprehensive and rigorous disclosure and reporting requirements. Requirements include public and 
non-public disclosure of identified TCF performance measures. 



 

 
© Compliance and Learning Center (Pty) Ltd                        Page | 15 
 
 

 

 Public disclosure of identified TCF performance measures 

Items which financial services providers will be required to disclose publicly very soon include but are 
not limited to the following: 

Measure relating to claims statistics for example, repudiations, disputes and timelines. 

 Complaints volumes and responses. 

 Adherence to service levels. 

 Investment performance against benchmarks.  

 Regulatory interventions. 
  
 
 

Public disclosure applies both in respect of specific financial services providers’ measures and on an 
aggregated basis at industry or sector level.  

Through public reporting, a measure of market discipline is imposed on financial services providers that 
incentivises TCF delivery. 

The reputational impact of meaningful public disclosure acts as a powerful deterrent to unfair customer 
treatment and an incentive for financial services providers to compete over the quality of the customer 
experiences they deliver.  

TCF reporting information per sector can also encourage financial services providers to apply peer 
pressure to competitors that are not delivering adequate TCF outcomes. Publication of such information 
may lead competitors to report negative behaviour to the relevant authorities, to avoid the sector’s 
reputation being tainted by the conduct of bad apples. 

Conversely, those financial services providers who perform well on publicly disclosed TCF measures 
should gain competitive advantage from improved public and stakeholder perceptions.  

In a risk-based supervisory framework, financial services providers who consistently and demonstrably 
deliver on their TCF commitments should also attract proportionally less regulatory scrutiny than their 
riskier competitors. 
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 Non-public reporting of identified TCF measures 

Over and above any publicly reported TCF measures, the Financial Sector Conduct Authority requires 
non-public reporting on a financial services provider’s specific TCF measures and practices. These 
reporting measures are incorporated appropriately into other ongoing regulatory returns and reports.  

In addition to such standard, regular reporting requirements, the Financial Sector Conduct Authority may 
also request additional TCF related information where it deems this necessary – whether as part of 
scheduled risk-based supervision or in response to a particular concern.  

Given the Financial Sector Conduct Authority’s reliance on the quality of financial services providers’ 
reported information to conduct reliable risk-based supervision, misleading or poor-quality reporting 
attracts severe consequences.  

2.4 Enforcement measures 

The Financial Sector Conduct Authority do not only develop and monitor the TCF framework, but also 
enforces adherence to the framework.  

The Financial Sector Conduct Authority states that it will first negotiate any corrective action by engaging 
with the financial services provider’s senior management. Where this fails or where the Financial Sector 
Conduct Authority considers that there is a serious risk to customers or unacceptable conduct on behalf 
of the financial services provider, it takes formal action against the financial services provider. 

The Financial Sector Conduct Authority’s current enforcement powers include the following: 

 

 Administrative fines and penalties. 

 Declaration of business practices to be undesirable, with associated powers to order cessation or 
amendment of the practices concerned. 

 Suspension or withdrawal of financial services licenses. 

 Termination or withdrawal of the approval of certain individuals to act in certain capacities for 
example, debarment of representatives. 

 Damages and compensation awards (including punitive damages). 

 Referral of certain matters to the High Court. 

 Referral to the National Prosecuting Authority for criminal prosecution of individuals, where a 
statutory or common law criminal offence is committed. 
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TOPIC 3 OUTCOME 1 

 

Customers can be confident that they are dealing with businesses where the fair treatment of 
customers is central to the corporate culture. 

Intermediate outcome 1: Improved customer confidence 

3.1 Introduction  

When we dissect the first outcome, there is three key phrases that can be identified, and each justifies 
separate explanation. The key phrases here are confident customers, fair treatment and corporate 
culture. 

3.2 Confident customers 

Creating confidence is key to a sustainable and successful financial services industry. You will not buy a 
product from a supermarket if you are not confident that the product is what it said it is. The same is 
with financial products. 

If customers lose confidence in one part of the sector it will affect the whole industry as the customers 
will no longer be eager to buy financial products. Therefore, it is just as important to financial services 
providers and the industry as a whole that customers are confident that they will buy a financial product 
that delivers as expected.  

  

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 
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 The term customer for TCF purposes 

For purposes of TCF, the term customer always refers to the actual end user of the financial product or 
service concerned, which may or may not be a natural person. 

Where institutional investors such as pension funds or insurers invest in a product for purposes of 
backing liabilities to provide products to their own members or policyholders, then the customers will 
be those members or policyholders.  

Where there are various intermediate entities in the value chain, the term customer does not refer to 
those intermediate entities, regardless of whether the financial services provider may regard those 
entities as their customers for business purposes.  

For example, if the financial services provider is a reinsurer, the customer for TCF purposes is not the 
primary insurer whose policies the financial services provider reinsures, but the end policyholders of the 
primary insurer. 

Representatives or other intermediaries who market or distribute financial products or services to end 
customers, are not customers for TCF purposes. 

Where relevant, the term customer also includes beneficiaries or dependents. 

Figure 3.1: The end customer in the value chain 
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3.3 Fair treatment 

The dictionary describes fair as being without cheating or trying to achieve an unjust advantage. It is 
clear that customers will not feel confident to buy a product if they feel that they are being cheated or 
at a disadvantage especially where information is concerned.  

In essence customers buy financial products to protect themselves from risk or to increase their wealth. 
As the wrong product can lead to terribly negative effects, it is so more important that the customers in 
the financial services industry receive fair treatment. 

Fair treatment in the financial services industry can be described as treatment that adheres to the 
stipulations of the FAIS Act and the Code of Conducts as well as ensures the TCF outcomes are reached. 

3.4 Corporate culture 

The last part of the outcome reads “where fair treatment of customers is central to corporate culture”. 
We already mentioned that fair treatment is treatment that is aligned to the different stipulations and 
requirements under the FAIS Act and Code of Conducts as well as the TCF initiative. But what does it 
mean to say that something must be central to corporate culture? 

Corporate culture refers to the shared values, attitudes, standards and beliefs that characterise 
members of a business and defines its nature. Corporate culture is rooted in a business's goals, 
strategies, structure and approaches to customers. 

The outcome, therefore, implies that the fair treatment of customers must be considered in the goals, 
strategies, structures and approach of a financial services provider.  

Thus, the successful implementation of TCF requires a change of mindset amongst leadership and 
management. It, furthermore, stems that all employees of a financial services provider must have the 
fair treatment of customers at heart. 
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Corporate culture is unique for every business and one of the hardest things to change. Therefore, it is 
particularly important that the corporate culture that need to be instilled under outcome 1 should be 
driven from the top of the financial services provider’s hierarchy and filtered down into the following 
organisational structures and processes: 

 Management. 

 Strategy. 

 Decision making. 

 Governance and controls. 

 Performance management. 

 Reward. 
  

The Financial Sector Conduct Authority issues specific guidance from time to time regarding its 
expectations of financial services providers in embedding the TCF culture framework. The subsections 
below outline the current guidelines provided by the Financial Sector Conduct Authority. 

 Management 

The Board, senior and middle management need to provide direction and monitor the delivery of TCF 
behaviours and outcomes.  

TCF must be “owned” by the most senior management structures within the business, which will be held 
to account to ensure the delivery of TCF outcomes at all levels. The importance of TCF must not only be 
understood, it must also be implemented in all business areas. 

 Strategy 

The TCF outcomes should not merely be part of a financial services providers stated vision and values. 
The outcomes need to be carried through to implementation as part of the financial services provider’s 
broader business strategy.  

The TCF approach should be built into any strategic and business plans (or changes in plans) developed 
by senior management and should form an essential component of any strategic planning processes. 

 Decision-making 

Decision-making protocols should ensure that decisions are tested for customer impact. All decisions 
that impact on customers should be subject to challenge by staff members.  
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For staff to feel that they can evaluate and challenge decisions from the TCF perspective without 
repercussion, financial services providers must set processes in place to create a conducive environment.  

 Governance and controls 

The governance structures and control mechanisms within financial service providers should be designed 
to create disciplines around TCF. For example, governance processes around product approval, 
distribution models, service standard setting, claims reviews and complaint escalations would all need 
to cater for TCF considerations.  

It will also be necessary to develop appropriate management information and measurement systems to 
ensure that the success of a financial service provider’s TCF strategy can be measured and that TCF risks 
can be identified.  

Governance and control mechanisms must be in place to ensure the financial service provider’s 
compliance with the explicit rules-based components of the TCF regulatory framework and to deliver 
the reports that is required by the Financial Sector Conduct Authority.  

 Performance management 

The recruitment of appropriate staff and representatives, trained to deliver appropriate TCF outcomes, 
is necessary.  

TCF deliverables should form part of staff performance contracts where appropriate and performance 
should be evaluated in terms of TCF competence and expectations.  

This should not apply only at the level of customer-facing staff, but also at middle and senior 
management levels to ensure that both staff and management are appropriately held to account for TCF 
successes and failures. 

 Reward  

Remuneration, incentive and reward policies need to take cognisance of fair customer outcomes and 
entail consequences for TCF successes and failures. 

 Incentivising other essential business goals such as profits and sales volumes must be reasonably 
balanced against encouraging TCF.  

Reward practices may therefore need to be reviewed to ensure that conflicts of interest are avoided and 
unreasonable risk-taking at the expense of customer protection is not incentivised. 
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TOPIC 4 OUTCOME 2 

 

Products and services marketed and sold in the retail market are designed to meet the needs of 
identified customer groups and are targeted accordingly 

Intermediate outcome 1: Improved customer confidence 

4.1 Introduction 

Outcome 2 implies that products and services need to be designed with the intended market in mind. 
Equally, it is important that the product and services are targeted appropriately, to minimise the risks 
that the marketing might lead customers for whom the product is unsuitable. 

In the sections following, the requirements in terms of outcome 2 are considered. The requirements 
have been concluded from the generic self-assessment questions developed by the Financial Sector 
Conduct Authority and should, therefore, only be used as a guide for financial services providers to 
develop their own processes and procedures to ensure delivery of outcome 2. 

4.2 The definition of the term product as applied to TCF 

References to financial products should be broadly interpreted and will, wherever appropriate, include 
financial services. Where a financial product comprises other underlying products, the term product 
may, depending on the context, include the overall offering and / or its underlying components. 

Bundled products are products or services that form part of a combined offering, where the core product 
either cannot be purchased without the additional feature, or where the additional feature is included 
in the offering by default unless or until the customer confirms that they do not want, or no longer want, 
the additional feature.  

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 



 

 
© Compliance and Learning Center (Pty) Ltd                        Page | 23 
 
 

 

Add-on products or services refer to products or services which are offered to customer as optional 
additions or enhancements to the basic product.  

The distinction between the two is not always clear, but that does not really matter. In either case, it is 
expected that the financial services provider or product supplier concerned will ensure that the offering 
in its entirety, and not only the core offering, will deliver the TCF fairness outcomes. 

4.3 Product design 

Product providers are responsible for the design and development of financial products and they must 
ensure that they have identified a particular customer group for which the product will be suitable for. 
Marketing and communication material must be developed to ensure that they are suitable for the 
product and the target market. 

In order to design and market products correctly, the product provider must have measures in place to 
evaluate the customer groups’ financial understanding of products or services offered or provided to 
them. 

4.4 Product selection 

It is imperative that financial service providers, staff, representatives and 3rd parties understand the 
products that they market and how the benefits of the product match the needs of a specific customer 
group. 

A financial service provider must perform due diligence on all the products they offer or intend to offer 
as well as on product suppliers. New products must be adequately researched to ensure that they are 
suitable to identified customer groups. It is also important that a financial services provider update their 
fact find to collect more information if moving into more complex products. 

A product should not be marketed or advise given on such a product if the product is not understood 
fully by the financial services provider and the sales department. 

It is advisable that a financial services provider follows the following procedure on all products offered 
to ensure that the requirements in terms of TCF outcome 2 are met: 

 The financial services provider must identify the customer groups the product will be suitable for.  

 The financial services provider must also assess the suitability of related and optional products 
and services for the identified customer group. 
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 The financial services provider must assess the suitability of promotional or other material for 
the identified customer group. 

 Senior management must confirm that the product adequately meets the TCF outcomes, 
including the requirement that it will perform as customers are led to expect. 

 Staff and representatives must be provided with information regarding which customer groups 
the product suits.  

 It is imperative that the sales department staff and representatives attend all product training 
provided by the product supplier and update their knowledge on products regularly. 

 The financial services providers must give the sales department and representatives a chance to 
evaluate all new products for fairness taking into consideration their customers’ needs. 

  

Figure 4.1: Process to identify if a product meets requirements of Outcome 2 

 

 

4.5 Product marketing and distribution 

It was already stated that financial services providers must assess the suitability of marketing material 
and also ensure that any related or optional products or services are appropriately targeted to the needs 
of the customers groups they are intended for. 

However, financial services providers must still be incredibly careful when choosing who to use to 
distribute their products and the platforms to ensure that the product is marketed to the right customer 
group.  
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Distributions channels and platforms should be monitored frequently to ensure that delivery via these 
does not prejudice the consumer unfairly. 

4.6  Review of products 

Financial services providers must have the following processes in place with regard to review of products 
in order to ensure that the requirements under TCF outcome 2 are met and to enable the financial 
services providers to apply corrective measures should it be found that the outcome is not adequately 
met: 

 Processes to evaluate and ensure customers’ understanding of the product and services 
marketed. 

 Measures must be in place to identify and mitigate risks that a product or service may pose to 
particular customer groups. 

 Sales are tracked to identify if products are sold in wrong markets. Sales information must include 
how many of each product was sold and the customer categories to which they were sold and 
not merely collate the number of sales made.  

 If products are sold in the wrong markets corrective and preventive measures should be taken to 
avoid this from continuing. 

 The monitoring of complaints to assess if the requirements under TCF outcome 2 are met. 

 Providing feedback to the product developer regarding the suitability of the product for the 
intended customer group. 

 The ongoing review and evaluation of products to ensure that all the objectives of outcome 2 are 
met. 

 Measures to identify specific risks in the business that could impact on the ability to deliver TCF 
outcome 2, and actively managing these risks as part of the risk management framework. 

  

Financial services providers must be able to provide concrete examples, supported by management 
information, of improvement in the extent to which they are delivering Outcome 2 to their customers. 
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TOPIC 5 OUTCOME 3 

 

Customers are provided with clear information and are kept appropriately informed before, during 
and after the point of sale 

Intermediate outcome 2: Appropriate products and services 

5.1 Introduction 

Clear communication is a key component of financial services providers’ approach to TCF.  

In the sections following, the requirements in terms of outcome 3 are considered. The requirements 
have been concluded from the generic self-assessment questions developed by the Financial Sector 
Conduct Authority and should, therefore, only be used as a guide for financial services providers to 
develop their own processes and procedures to ensure delivery of outcome 3. 

5.2 The term product information defined 

The references to product information under Outcome 3 does not only refer to material that contains 
technical product descriptions but includes any and all information (regardless of communication 
medium) that is provided or made available to a customer that the customer could reasonably be 
expected to consider in making a decision regarding a product or in understanding the features or 
operation of a product. Therefore, product information includes, but is not limited to the following: 

 Advertising  Illustrative information 

 Promotional information  Contractual information  

 Marketing information   Servicing information 

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 
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It is also important to note that product information does not only refer to information produced by the 
product supplier concerned but also any information supplied by the financial services provider, sales 
department and any third party.  

5.3 Accuracy of information 

It is the responsibility of a financial services provider to ensure that product and service information 
regarding their own product or any other party’s product is correct and stays current. The financial 
services provider must not only review the clarity, appropriateness and fairness of product information 
provided to customers on a regular basis themselves but must also test the product information for its 
clarity with the target customer group before issuing it. 

Senior management should approve all product information whether produced by the financial services 
provider or not. It is best advised that agreements with third party distributors stipulates that only 
approved product material should be distributed.  

These stipulations refer to both standard product information and any once-off non-standard product 
information. 

The financial services provider must also ensure that information is made available to customers by staff, 
representatives or third parties at an appropriate time to enable the customer to make an informed 
decision. 

The financial services provider must monitor complaints and suggestions received from customers, staff 
and third parties to identify the need for improvement in product information and should act on such 
feedback in a prominent manner. The financial services provider must be able to provide concrete 
examples of the improvement in processes in the extent to which the financial services provider is 
delivering TCF outcome 3. 
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Figure 5.1: Process to ensure accuracy of information 

 

 

This process is applicable to- 

 Information distributed by FSP for themselves. 

 Information distributed by FSP on behalf of someone else. 

 Information distributed by someone else on behalf of FSP. 
  

5.4 On-going communication 

Financial services providers must communicate with customers on an on-going basis post-sale to ensure 
that customers are kept aware of product performance, their opportunities to act at certain points in 
the product lifecycle and changes in the terms and conditions.  

Financial services providers must adhere to the following stipulations in order to meet the requirements 
under TCF outcome 3 with regard to post-sale communication: 

 The financial services provider must provide existing customers with key information on their 
products on a regular, ongoing basis after contracting, through appropriate channels. 

 The financial services provider must ensure that customers are informed of any recent or pending 
changes to products, contractual events or any actions required from them, in sufficient time to 
enable them to reasonably respond to or act on the information. 

 
 

In order to meet these requirements, financial services providers should ensure that they have up-to-
date contact details of customers, and that customers have current and accessible contact points if they 
need product or service information or need to get in touch with the financial services provider for any 
reason.  
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Therefore, financial services providers must inform customers of the requirement to update their 
personal and contact details if any of the details change during the course of the business relationship 
with the customer. The financial services provider must also ensure that the contact details of the 
financial services provider, compliance department and any relevant third parties have been conveyed 
to customers. 

Furthermore, financial services providers must keep accurate, retrievable and secure records of all 
product information provided to customers and any other material interaction with customers. 

A culture should be created where the representatives must immediately bring it to the attention of 
senior management if they feel that any information provided is misleading or inaccurate or does not 
provide the customer with adequate information to make an informed decision. Any complaints or 
feedback from customers regarding this, should also be brought immediately to the attention of senior 
management. 

Management should insist that and monitor whether representatives use plain language, avoid jargon 
or explain jargon terms where they are unavoidable. Language used should take into consideration the 
literacy level of the intended market and their financial knowledge levels. 

5.5 Disclosures 

Disclosures assist customers to make informed decisions and are thus a key component of outcome 3. 
The code of conduct stipulates specific disclosures that need to be made to customers and also when 
these disclosures should be made.  

Financial services providers should ensure that representatives fully disclose the required information at 
the appropriate time. Where standard disclosure documents are used, the financial services providers 
must ensure that representatives explain the key components of such disclosure to the customer in 
understandable language. The disclosure documents should also comply with the standards of clear 
information as stipulated under outcome 3. 

The sections below summarise the disclosures that a representative must make with regard to the 
product or service, financial services provider and product supplier. 
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 Disclosures regarding the financial services provider 

A representative must at the first meeting or call provide the customer with the following information 
regarding the financial services provider: 

 The full business and trade names, registration number and contact details of the financial 
services provider. 

 The names and contact details of the compliance officer or compliance department of the 
financial services provider. 

 Whether the representative is rendering services under supervision. 

 Details of the financial services and financial products the representative is authorised to provide.  
 

 Disclosures regarding the product and the product supplier 

The representative must provide the customer with the following information regarding the product and 
the product supplier: 

 The product name. 

 The name and contact details of the product supplier. 

 Name and contact details of the compliance department of the product supplier. 

 Whether there are contracts with other product suppliers. 

 Existence of any conditions or restrictions imposed by the supplier on types of products the 
financial services provider may provide. 

 Whether the financial services provider holds more than 10% of the relevant product supplier’s 
shares. 

 Whether the financial services provider received more than 30% of total remuneration, including 
commission, from the product supplier during the last 12 months. 

 The key features and benefits of the product. 

 The terms, conditions and exclusions of the product including for example what will happen if 
the customer does not pay the premium, increases, the waiting period, excesses, restrictions or 
circumstances in which benefits will not be provided. 

 Breakdown of the costs. 
 
 

The representative must make sure the customer understands the terms and conditions of the product. 
This includes the obligations assumed by the customer as well as the obligations the product supplier 
must adhere to. 
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 Other disclosures 

The representative must also inform the customer of the following: 

 The representative must inform the customer of the rand amount of commission/fees the 
financial service provider and/or representative will earn for selling the product. For example, 
the representative must inform the customer that the 5% commission received will translate into 
R100. 

 The representative must inform the customer of any other incentive (prices, gifts or bonuses) 
that the financial services provider or representative might receive. 

 The representative must inform the customer on how often he/she will receive a fee, commission 
or incentive, for example once a year or every month. 

 

Representatives are very reluctant to disclose their commission structure and the fact that they are 
working under supervision. Financial service providers should have reward practices and deterrents in 
place to ensure that adequate disclosures are made. 
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TOPIC 6 OUTCOME 4 

 

Where customers receive advice, the advice is suitable and takes account of their circumstances 

Intermediate outcome 2: Appropriate products and services 

6.1 Introduction 

Delivering suitable advice is a key component of TCF as well as the General Code of Conduct. Where 
customers have obtained a recommendation, the advice must reflect their needs, priorities and 
circumstances.  

In the sections following, the requirements in terms of outcome 4 are considered. The requirements 
have been concluded from the generic self-assessment questions developed by the Financial Sector 
Conduct Authority and should, therefore, only be used as a guide for financial services providers to 
develop their own processes and procedures to ensure delivery of outcome 4. 

Meeting TCF outcome 4 is a direct responsibility of representatives, although financial services providers 
must have procedures in place to ensure that representatives giving advice are adequately equipped to 
do so, must monitor advice given and rectify any behaviour that does not comply with the stipulations 
under TCF outcome 4. 

6.2 Responsibilities of financial services provider under outcome 4 

A key component of suitable advice is having the relevant skills and processes in place to provide such 
advice for the target market and product concerned. Therefore, a financial services provider must before 
deciding to market a product, assess whether or not it has the appropriate skills and processes in place 
to provide advice that will be suitable.  

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 
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The financial services provider must also have clear agreements with any third parties distributing 
products on behalf of the financial services provide, setting out respective responsibilities in relation to 
providing customers with advice, information and service support. These agreements must be structured 
to ensure that customers understand who they should look to in relation to different aspects of the 
financial products or services provided to them. 

The other main responsibilities of financial services providers under TCF outcome 4 is ensuring that 
representatives providing advice is adequately trained and monitoring advice given. 

The financial services provider must be able to provide concrete examples, supported by management 
information, of improvement in the extent to which the financial services provider is delivering TCF 
Outcome 4 to customers. 

 Ensuring representatives are adequately trained 

Financial service providers must ensure that representatives have adequate knowledge of products and 
services on which advise is based to enable the representatives to provide suitable advice on those 
products. The financial services provider (as a product supplier) must provide adequate training and the 
financial services provider must monitor the quality of training, training attendance and assess whether 
knowledge has been adequately retained by representatives. 

It is also imperative that the financial services provider have controls in place to prevent representatives 
providing advice on products if they do not have adequate product training. Feedback and complaints 
must be monitored to identify any training needs and the risk of inappropriate advice. 

The financial services provider must have clear TCF objectives included in the criteria that 
representatives are required to satisfy to meet incentive or remuneration targets, regardless whether 
the remuneration or incentive is determined by the financial services provider or another third party. 

 Monitor advice given 

Over and above monitoring feedback and complaints, financial services providers must also monitor 
other potential TCF indicators in relation to customers associated with third parties and representatives 
to identify and mitigate risk of inappropriate advice or poor customer outcomes attributable to the third 
parties or representatives concerned.  
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These TCF indicators may include the following: 

 Claims experience. 

 Product retention or early termination data. 

 Investment portfolio switching. 

 Type and frequency of product changes. 
  

Third parties (for example funeral houses) and representatives should be encouraged to provide 
management with feedback about aspects of their products or services that inhibit their ability to 
provide suitable advice. 

Management must ensure that third parties and representatives are aware of what products he or she 
is able to provide advice on, based on the categories for which the representative is authorised for and 
any limitations imposed on the license of the financial services provider to which the third party or 
representative is contracted. 

The financial services provider must also have controls to identify and act on instances where 
representatives have provided advice they were not authorised to provide, either in terms of their 
specific contract or mandate with the financial services provider and/or with any product supplier, or as 
a result of non-compliance with the FAIS licence conditions or other legal requirements. 

Furthermore, policies and procedures must be in place to compensate customers who have suffered 
financial prejudiced as a result of inappropriate advice. 

Representatives that continuously provide unsuitable advice, or if a single transgression is of a serious 
nature, must be subject to disciplinary procedures and removed from role as representative if necessary. 

It is also advisable that financial services providers monitor published decisions of the FAIS Ombuds, 
guidance from the Financial Sector Conduct Authority and other relevant information sources in relation 
to advice practices, to ensure that the controls and practices in relation to TCF outcome 4 remain 
relevant and effective. 
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6.3 The elements of advice 

In order for representatives to give suitable advice they must maintain adequate product knowledge, do 
a suitable needs analysis, maintain a record of advice and manage conflict of interests. 

 Product knowledge 

Adequate knowledge is key to providing suitable advice to customers that suit their needs and risk 
profile. 

Managements must ensure that representatives are aware of the arrangements made for access to any 
product information necessary to provide suitable advice. 

Management should ensure that a representative do not recommend a product if they do not 
understand the product completely.  

 Needs analysis 

Management must ensure that products recommended to a customer is suitable to the customer’s 
needs. The General Code of Conduct describes that a representative must follow the following procedure 
when advising a customer: 

 The representative must ask the customer questions relating to the customer’s financial 
situation, financial product experience and objectives. This will enable the representative to 
provide the customer with suitable advice. 

 The representative must establish the needs of the customer based on the information obtained 
from the customer. 

 The representative must identify the financial product that will suit the customer’s needs, subject 
to legal or contractual limitations imposed on the financial services provider. 

 The representative must establish whether the financial product identified is a replacement for 
an existing financial product of the customer. 

 If the product is a replacement for an existing product, the representative must fully disclose to 
the customer the financial implications, costs and consequences of such a replacement. 

 The representative must ensure that the customer understands the advice and will be able to 
make an informed decision. 

 
 

If a customer chooses a different product than the one recommended by the representative or do not 
follow the advice, the representative must inform the customer of the risk that the product might not 
suit the needs of the customer. 
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If the customer does not want to provide the representative with the requested information, the 
representative must inform the customer that the advice given might not be suitable to the customer’s 
needs, objectives and financial circumstances. 

Figure 6.1: Steps that must be taken when providing advice 

 

 

 Record of advice 

A financial services provider must maintain a record of advice if a financial product is purchased as a 
result of advice given. The record must contain the following: 

 A brief summary of the information and material on which advice was based.  

 The financial products which were considered. 

 The financial product or products recommended with an explanation of why the products 
selected will meet the needs of the customer.  

 

The representative must provide the customer with a copy of the record of advice in writing. 

 Avoiding conflict of interest 

A conflict of interest is any situation in which the representative has an interest that may influence the 
objective advice giving of the representative. For example, a product supplier may offer a price for the 
representative selling the most of his products. This might lead the representative to advice customers 
to buy the product so that he/ she can win the competition. 
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Financial services providers must adopt, maintain and implement a conflict of interest management 
policy that complies with the provisions of the FAIS Act. The policy must contain measures for the 
identification and address of any conflict of interest there may be between a financial services provider, 
representative, product supplier and customer. 

The financial services provider must, in writing, at the earliest reasonable opportunity disclose to the 
client any conflict of interest of respect of the client, including the following: 

 The measures taken, in accordance with conflict of interest management policy to avoid or 
mitigate the conflict. 

 Any ownership interest or financial interest, other than an immaterial financial interest, that the 
third party or representative may be or become eligible for. 

 The nature of any relationship or arrangement with a third party that gives rise to a conflict of 
interest, in sufficient detail to a client to enable the client to understand the exact nature of the 
relationship or arrangement and the conflict of interest. 

 

A financial services provider or representative must, in writing, at the earliest reasonable opportunity 
inform the client of the conflict of interest management policy and how it may be accessed.  
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TOPIC 7 OUTCOME 5 

 

Customers are provided with products that perform as providers have led them to expect, and the 
associated service is both of an acceptable standard and as they have been led to expect 

Intermediate outcome 3: Enhanced transparency and discipline 

7.1 Introduction 

TCF involves being clear about what product or service is being provided and the range of possible results 
and experiences for the customer. Any situation where a product or service could fail to deliver the 
benefits that the customer was led to expect is covered by TCF outcome 5.  

In the sections following, the requirements in terms of outcome 5 are considered. The requirements 
have been concluded from the generic self-assessment questions developed by the Financial Sector 
Conduct Authority and should, therefore, only be used as a guide for financial services providers to 
develop their own processes and procedures to ensure delivery of outcome 5. 

The responsibility of meeting the expectations of customers under this outcome is the responsibility of 
financial services providers and product suppliers. However, management must ensure that third parties 
and representatives inform the customer of the product terms and conditions as well as terms of service 
without creating unfair expectations. 

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 
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7.2 Product performance 

The products provided to customers should perform as financial services providers, third parties and 
representatives have led them to expect. Customers should be alerted to the risks of particular actions 
and non-action on their part, including early termination of a product, non-payment of contributions 
and failure to review insurance needs. Processes must be in place to mitigate the risks to customers 
where it becomes clear that products are not performing (or are unlikely to perform) as the customers 
have been led to expect.  

It is imperative that financial services providers closely monitor environmental, regulatory and economic 
developments that could impact the extent to which products will meet customers’ expectations. 

The onus is on financial services provider to check product performance before offering them to 
customers. The financial services provider must conduct feedback assessments in terms of whether the 
products are suited to what it was led to be believed. 

7.3 Standard of service 

The second part of the outcome stipulates that the associated service should both be of an acceptable 
standard and what customers have been led to expect. 

Clear service standards must be in place for customer services, and the standards should be tested 
regularly to determine if they are in line with customer expectations. The financial services provider must 
also give feedback to third parties about their services in order to ensure that areas not adhering to the 
standards are corrected. 

Financial services providers must have procedures to deal with errors promptly and provide redress as 
soon as possible. 

If the financial services provider makes use of third-party providers, it is essential that agreements 
stipulate who is responsible for customer service delivery and the standards that must be adhered to 
must be adequately defined. For instance, response turnaround time on queries must be clearly defined, 
for example 1 business day. 

Processes must be in place to protect the confidentiality of customer information. The General Code of 
Conduct stipulates that a financial services provider may not disclose a customer’s confidential 
information without the customer’s written consent unless disclosure is required in public interest or 
the terms of the law. This requirement also applies directly to third parties and representatives. 
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7.4 Evaluating expectations 

Financial services providers are required to have management information mechanisms in place not only 
on customer satisfaction but also on customer expectations and how the financial services provider meet 
these expectations. This requires that the financial services provider must have full and unrestricted 
access to information held by the third parties. 

The mechanisms may include the analysing of the following behaviours of customers to identify risks 
that products or services are not meeting expectations created: 

 Product retention 

 Portfolio switching 

 Early termination 
  

Processes must be in place to mitigate the risks to customers where it becomes apparent that products 
and services are not performing or are unlikely to perform as they have been led to expect. 
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TOPIC 8 OUTCOME 6 

 

Customers do not face unreasonable post-sale barriers imposed by financial service providers to 
change product, switch provider, submit a claim or make a complaint 

Intermediate outcome 3: Enhanced transparency and discipline 

8.1 Introduction 

Post-sale barriers to fair treatment can be cultural, contractual or competitive. The customer ought to 
be able to change products or switch providers without incurring excessive penalty. Similarly, financial 
services providers should not make it unnecessarily difficult for customers to make claims or to complain 
when something goes wrong. 

In the sections following, the requirements in terms of outcome 6 are considered. The requirements 
have been concluded from the generic self-assessment questions developed by the Financial Sector 
Conduct Authority and should, therefore, only be used as a guide for financial services providers to 
develop their own processes and procedures to ensure delivery of outcome 6. 

8.2 Changing products 

Customers must be informed of the changes they may make to products if their needs or circumstances 
change and of any important limitations on the ability to access funds or make changes. This information 
must be conveyed to the customer in good time and not only on request.  

Management must ensure that when a representative becomes aware of a change in a customer’s needs 
or circumstances, including affordability difficulties, the customer must be informed about the changes 
they may need to consider meeting changing requirements. 

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Name the guidelines behaviour and processes that product suppliers, financial services 
providers and representatives must adopt in order to outline customer outcomes to the 
principles prescribed under this outcome. 
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Financial services providers must have clear service standards in place for processing product changes, 
including where the financial services provider need to refer the request to another party to deal with. 
Customers should be informed of the service standards for processing changes.  

When a request for a product change is received, the customer has to be informed of the potential risks 
associated with the change, in reasonable time for the customer to respond to or act on the information. 

Where a request for a product change is declined by any party in the value chain, the customer should 
receive clear reasons for it. 

8.3 Switching providers 

Financial services providers must have clear service standards in place for processing switches to other 
financial services providers. The customer should be informed of these standards and customers should 
be informed of any potential risks associated with the switch. 

8.4 Claims and disbursement handling 

Prior to contracting, customers have to be informed of the circumstances under which claims requests 
will not be processed, and the customer’s obligations in this regard must be explained. Furthermore, 
customers should be informed of how to submit a claim or disbursement request, of the service 
standards, as well as the information needed to process the claim or request. 

Financial services providers must test their claims and/or disbursement handling process to ensure that 
it is suitable for the product and target customer group concerned. Specific training must be in place for 
claims and disbursement processing staff, the training must also consider the TCF outcomes of fairness. 

Once a claim has been received, customers should be kept informed of the progress. 

The customer’s expectations and the TCF objectives have to be considered before repudiating or 
declining a claim or disbursement request. Where a claim gets repudiated or a disbursement request 
declined, the customer must be given clear reasons for this. 

The financial services provider must analyse types of claims and claims repudiation experience of 
different representatives to identify any miss-selling risks. 
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8.5 Complaints handling 

It is especially important the complaints handling process of a financial services provider meets the 
stipulations of the General Code of Conduct and that of the TCF initiative. 

 Basic principles of complaint systems and procedures 

A financial services provider must maintain an internal complaint resolution system based on a 
comprehensive complaints policy outlining the FSP’s commitment to, and systems and procedures for, 
internal resolution of complaints. The following elements must underlie the complaints policy: 

 Transparency and visibility: Ensuring that customers have full knowledge of the procedures for 
resolution of their complaints. 

 Accessibility of facilities: Ensuring the existence of easy access to such procedures at any office 
or branch of the financial services provider open to customers, or through other means such as 
post, fax, telephone/electronic helpdesk support. 

 Fairness: Ensuring that a resolution of a complaint can during and by means of the resolutions 
process be affected which is fair to both the customers, the financial services provider and the 
staff of the financial services provider. 

 
 

 Minimum requirements for complaints resolution 

Financial services providers must adhere to the following minimum requirements for the resolution of 
complaints: 

 Availability of adequate manpower and other resources. 

 Adequate training of all relevant staff. 

 Ensuring that responsibilities and mandates are delegated to facilitate complaints resolution of a 
routine nature. 

 Ensuring that there is provision for the escalation of non-routine serious complaints and the 
handling thereof by staff with adequate expertise. 

 Internal follow-ups to avoid occurrences giving rise to complaints or improve services. 
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 General rules for complaints resolution 

The financial services provider should adhere to the following general rules for handling complaints: 

 The financial services provider must assist a customer who has a complaint to lodge it in writing. 

 Records of complaints must be kept for a minimum of five (5) years. 

 Complaints must be dealt with in a timeously and fair manner. 

 The complaint investigation must be stared as soon as possible and must be responded to 
promptly. 

 The customer should be told of what further steps to take under FAIS or any other law if the 
customer is not satisfied with the resolution offered. 

 
 

 Specific obligations for complaints resolutions 

The internal complaints resolution system and procedures, including any updates or upgrades must be 
in writing. Customers must have access to the internal complaints resolution system and procedures at 
every branch or electronically and customers must be made aware of the procedures by public press, 
electronic announcements or customer communications.  

The complaints resolution system and procedures must contain the duties of the financial services 
provider and the rights of the customer. A clear summary of the Act pertaining to the pursuance of a 
claim through the Ombud after dismissal of a claim by the FSP must also be included as well as the 
contact details of the Ombud. 

The internal complaints resolution system and procedures procedure must stipulate the following: 

 Complaints should, if possible be in writing and copies of relevant documentation should be 
attached thereto. 

 The FSP must provide acknowledgement of receipt of complaints in writing within three weeks. 
Such acknowledgement must include the details of staff dealing with complaints. 

 Complaints must be properly recorded by the relevant staff. 

 After receiving and recording the complaint, the complaint must as soon as possible be forwarded 
to the relevant staff appointed to consider its resolution. 

 The complaint must receive proper consideration and that appropriate management controls are 
available to ensure that the consideration process is effectively controlled. 

 Management controls must ensure that decisions are objective, consistent for similar complaints 
and that decision makers do not have a conflict of interest. 
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 The customer must be informed of the results of the consideration within six weeks. 

 Where the outcome is not favourable to the customer, full reasons must be provided, and the 
customer advised that the complaint may be pursued through the Ombud within six months and 
the Ombud's details must be provided. 

  

Where a complaint is resolved in favour of a customer, full and appropriate redress should be offered to 
the customer without delay. 

 

Figure 8.1: Complaints procedure 

 

 

 Review of complaints 

The financial services provider must test the complaints process to ensure it is accessible and appropriate 
for the customer group.  

The complaints policy must also include procedures to ensure that complaints are used to drive 
improvement and ensure, as far as possible, that when something has gone wrong the same thing does 
not happen to someone else. 

Financial services providers must have processes in place to determine the root causes of complaints. 
Complaints should also be analysed to identify any risks of miss-selling, whether by the financial services 
provider’s own representatives or other third parties. 

A follow-up should be done to determine customer satisfaction after the finalisation of complaints. 
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8.6 Redress policy 

Redress allows a financial services provider to put things right, remedy grievances and to offer 
compensation where appropriate. Redress should be proportional to the degree and nature of the failure 
and hardship or injustice suffered.  

Financial services providers must have a redress policy ensuring that customers receive appropriate 
redress if subject to unfair service, irrespective of receiving a complaint. 

Where a request for redress is decline, wholly or partially, the financial services provider must inform 
the customer of what steps the customer can take to have the decision reviewed. 

Redress for the complainant may include some or all of the following: 

 An apology.  

 An explanation. 

 Practical action to mitigate any detriment. 

 Reimbursement of actual loss and/or costs incurred. 

 A modest payment in recognition of time and trouble taken to make the complaint or as a 
tangible expression of regret. 

 Other appropriate action suggested by the complainant or the registrar of Ombud for financial 
services providers. 
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TOPIC 9 MANAGEMENT INFORMATION 

 

9.1 What is management information? 

Management information is information that is collected during a period of business activity. It may be 
about customers, staff, calls, visits, meetings, sales, opinions, parts of a process, predictions etc.  

A combination of quantitative and qualitative management information mechanisms is needed.  

Quantitative management information gathers numbers regarding financial services, for example sales 
volumes. Whereas, qualitative management information includes commentary and opinion on analysed 
data to identify risks and areas for improvement. Financial services providers must show that they have 
acted upon these findings to enhance customers’ experience. 

All information relevant to a financial services provider, from whatever source, can be described as 
management information. Good management information should enable management to make good 
decisions. To do this, the management information should adhere to the following requirements: 
 

 Accuracy: Quantitative information should be correct with any commentary contributed by the 
right people. 

 Timeously: Information should be available sufficiently quickly after the relevant business activity 
to enable managers to act. 

 Relevancy: The information and comments must display what a manager can directly influence 
or something that they may need to escalate to someone who can take the necessary action. 

 Consistency: The information must be consistent on a period-to-period basis to allow managers 
to spot trends and make sound decisions. 

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Describe what management information is. 

 Articulate what management information is expected to demonstrate in terms of TCF. 

 Outline how management information can be used to evidence the level of compliance with the 
six outcomes of the TCF initiative. 
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9.2 What is the MI expected to demonstrate in terms of TCF? 

As part of the TCF initiative, financial services providers are expected show that they are using 
management information to- 

 Demonstrate integration of TCF into the business culture. 

 The progress made in terms of implementing the TCF outcomes. 

 Act to improve procedures and customer service where required 

 Monitor the outcome of remedial action, which in turn should evidence improved standards and 
therefore fairer treatment of customers. 

 

Figure 9.1: The elements of effective management information 
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9.3 Developing management information 

The first step with regard to management information for TCF should be to develop the appropriate 
management information that would assess the delivery of the TCF outcomes.  

Existing management information can be used but should be viewed through a TCF lens. It should be 
remembered that good TCF management information measures performance and identifies potential 
risks. 

Evidence to show that the provider is consistently treating customers fairly may include management 
information on the following areas: 

 State of business: Including financial, levels of work in progress, staff turnover, staff surveys and 
other measures indicating the general health of the business as this ultimately impacts on the 
delivery to customers. 

 Staff competence & quality: A key ingredient to TCF is the quality of decision making based on 
technical knowledge and staff competence which is why it is imperative to constantly monitor 
staff competence and quality. 

 Performance: It is important to carefully monitor all service standards, timescales and processes 
to ensure the service being delivered is both consistent and fair to the customer. 

 Complaints and compliments: This are perhaps the most important TCF data which should be 
analysed across all product lines to identify any untoward trends and determine what more can 
be done to improve the outcome for customers based on lessons learnt. 

 Repudiations: This area should be monitored with a breakdown of the causes so that variations 
outside normal ranges can be identified and acted on if appropriate. 

  
 

See example 1. 
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Example 1 

The process at a financial services provider is as follows: 

The representative complete documentation that demonstrates the decision process 
behind the recommendation of a packaged product and the suitability of the advice 

given. 

The process should help the organisation to meet TCF outcome 4. When asked 
management state that the following control is performed: 

All such documentation is reviewed by the compliance department and it is returned to 
the representative if it is not of a sufficient standard. 

 

MI on this process may reveal that: 

 Only 95% of sales are documented 

 Only 80% of sales documentation was reviewed 

 Of those reviewed 28% is returned to representative to be completed properly 

and 3% had serious errors 

 60% of the documentation returned in the last quarter has still not been 

completed according to standard 

 

Key points: In this situation, the existence of the process and the management’s 
assertions about control are not sufficient to demonstrate that TCF outcome 4 is 
being delivered and that advice is suitable. The financial services provider should 

use MI to demonstrate how far outcome 4 is being delivered and to inform 
decision making on what further work is needed. 
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9.4 Setting standards 

Sometimes management information alone cannot be evaluated unless it is set against a standard. For 
certain performance areas, for example policy cancellation, it is advisable for financial services providers 
to set a standard to which the level of performance must adhere to. The results must show how the 
financial services provider is performing against the standard. 

When assessing results against a standard it is useful to show red, amber and green indicators. This can 
be a good way to help management focus on the right areas. An amber indicator enables a financial 
services provider to act early or to remedy a problem. 
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9.5 Monitoring management information 

A financial services provider should have processes in place as to monitor the management information 
to enable the right people to act.  

The primary audience of management information is not the Financial Sector Conduct Authority, but 
they do expect evidence that management information is used by the right people in the right way. 

Using management information should include the following five steps, considered separately in the 
subsections below: 

Example 2 

A financial services provider launches a new product. In the second month it finds that 
cancellation is higher than anticipated. The financial services provider should have set a 

standard for cancellation when launching the product and should have asked the following 
questions: 

 

 What do we expect cancellations to be and is it based on? 

 What value of cancellations is a concern and what level is unacceptable? 

 What are the cancellation rates of our other products? 

 

There are perfectly valid reasons for cancellations being higher than expected, but they 
also measure wasted sales activity – something a financial services provider should be 

concerned about for commercial reasons as well as fairness. 

 

 

Key points: In this example, the cancellation rate in itself does not demonstrate success or 
failure. Other things such as expectations, previous values, tolerances, comparisons and a 

breakdown of the cancellation rates can help to explain how the number link to the 
outcome. This example also illustrates that TCF can align with commercial concerns. 
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 Being seen 

 Being challenged 

 Being analysed and monitored 

 Being acted on 

 Being recorded 
 
 
 

 Being seen 

TCF management information must be reported to the level of management to whom it is relevant – this 
will not always senior management. For example, the head of the division is not necessarily the best 
person to coach or monitor a failing representative. However, the head of the division would expect to 
know if there is a general failure within the team. 

In some situations, it is possible that local actions may be being taken to remedy systemic failures 
without being recognised as such. Where a financial services provider believes there is a risk of this 
happening, then some higher level TCF management information is required. For this to work local 
management would need to observe TCF management information that led them to believe that a 
particular outcome was not being met, act to remedy the problem at local level and feed back to senior 
management details of the action taken and any wider risk to delivery of fair outcomes for customers. 

We cannot reiterate enough the management information must be seen by the right people at the right 
time. Passive presentation or ad-hoc production does not demonstrate that anyone has looked at it. 
Conversely, sending everyone everything every day is also unlikely to produce the right results. 

It is a good idea to include all TCF management information in the papers for the board meeting and to 
send a newsletter to all staff illustrating how the organisations is performing against customer 
expectations. 

 Being challenged 

A culture should be created where managers is encouraged to challenge the content of TCF management 
information, for example, if it is reported that the department had 70% more queries in the last period, 
the manager can ask but why did the time taken to deal with the queries not rise as well. 

It is also best practice to ask internal audit to review the information that feeds into a report on which 
management information relies. 
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Not only should the content of management information be challenged but also the substance, relevancy 
and quality of the management information itself. Challenges might include the following questions: 

 Is the management information still relevant to what the organisation is trying to achieve? 

 Is there another report that would align better with an outcome? 

 If changing the information is not viable, is it possible to perform a once-off exercise to 
demonstrate that the information being used is “as good as” another potential measure of an 
outcome? 

 

Challenging should be performed with the TCF customer outcomes in mind. However, how strongly 
indicative management information is, depends on circumstances.  

Where the management information does not provide precise measures of assessment it is not expected 
that financial services providers spend disproportionately on systems to bridge the gap between the 
management information concerned and the outcome itself. However, careful design of processes can 
align management information with outcomes as seen in example 3. 

 



 

 
© Compliance and Learning Center (Pty) Ltd                        Page | 55 
 
 

 

 

 

 Being analysed and monitored 

Managers are expected to analyse TCF management information critically – with focus on the quality of 
the TCF customer outcomes. 

In general, financial services providers should aim to avoid using the absence of poor results as a sign 
that the customer outcomes are being delivered. For example, if sales are assessed against a checklist 
designed only to ensure certain obvious unfair errors were avoided, then management information form 
this assessment only goes part way to proving delivery of TCF outcomes. 

Example 3 

A financial services provider produces product documentation that is distributed to 
customers through a network of intermediaries. 

The product documentation is designed to be distributed to the end customer, so it must 
be clear, fair and not misleading and capable of being understood by those customers. 

As the final part of testing, the financial services provider tries the documentation on a 
group of 20 customers comparable to its target market. The customers answer ten 

questions about key aspects. 

The financial services provider specifies that for the documentation to count as clear 
information in line with TCF outcome 3, 90% of the group must answer eight questions 

right. 

 

 

Key points: By carefully devising an approach to a survey for a group such as 
customers or staff, the financial services provider can demonstrate fairness as well 

as satisfaction. This approach means that the test helps to demonstrate TCF 
Outcomes 2 and 3 and innovation was used instead of tedious systems. 
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Financial services providers must monitor management information against the standards they have set 
consistently, in detail and against expectations. Consistency ensure that performance can be tracked 
over time. Detail ensures that any serious deviation is spotted and that these deviations are not hidden 
in averages. Expectations may be set to exceed the standard or the expectation might be part of a 
remedial plan to meet the standards set. 

Even if the right conclusions are drawn from management information, there are situations where the 
management information may not give management any indication of the root cause of the results they 
are seeing. In these cases, management would be expected to perform more detailed analysis. 

Incorporating additional detail into management information can be important in helping management 
to decide the appropriate action. For example, a financial services provider receives a level of complaints 
in line with expectations. However, the financial services provider has sufficiently detailed management 
information to enable it to analyse the complaints and realise that two representatives are five times 
more likely to receive complaints. The analysis of the management information highlights potential 
inconsistency in the delivery of TCF outcomes but also provides some of the analysis needed to solve the 
problem. 

The process of review and root cause analysis can be complex. Different managers may have differing 
opinions of how the business works or the information needed to reach a decision may not be available. 
In these situations, TCF does not require a full and detailed analysis of every possible root cause, but it 
would be expected that the financial services provider makes a reasonable effort to eliminate certain 
root causes that are indicative of failing to meet TCF outcomes.  

 Being acted on 

This is considered by the Financial Sector Conduct Authority as the most critical part of TCF management 
information. Many financial services providers collect management information and have a clear review 
process for it, but it is not always evident how these organisations remedy problems with the delivery 
of TCF outcomes that are indicated by the management information. 

It is important to note that the action may not necessarily rest with the area from which the management 
information was gathered. For a financial services provider to be responsive to changes, it needs efficient 
internal communication of potential trends. This is only possible if the organisation’s culture is 
supportive of this information sharing. The reporting lines can help in enabling efficient communication, 
but an element of ad-hoc cooperation between the area that sees the management information and the 
area that may need to act will also be required. In some cases, alternative reporting lines will need to be 
used for example, a whistle-blowing line, internal audit, a TCF intranet site or a direct line to senior 
management (See example 4). 
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 Being recorded 

Where an issue has been identified, it is expected that financial services providers produce evidence that 
actions have been taken to resolve it. In these situations, appropriate records should demonstrate that 
management information has been seen, challenged, analysed and acted on. 

Remedial actions need to be documented and may even need their own management information to 
prove they are successful.  

Management information is not just information which is collected on a routine basis but contains the 
appropriate mix of routine and ad-hoc data (See example 5). 

9.6 Conclusion 

Having the right management information is essential for financial services providers in meeting the 
desired TCF outcomes. TCF management information will increasingly be the focus of supervisory 
conversations and reporting.  
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Example 4 

A retail group offers loans, current accounts and insurance. Premium current account 
holders receive holiday insurance as an add-on. The group offers non-secured loans only 
to premium account holders and promote this campaign by way of posters displaying a 
smiling family sitting on a ski holiday, suggesting that customers could use the money to 

pay for a skiing holiday. 

A customer points out that he has checked his documentation and that his holiday 
insurance does not cover skiing; it is buried in the terms and conditions. An employee 

realises that this could present a TCF risk as she feels that customers may not have been 
treated fairly if their claims are rejected, particularly as they received the product as an 

add on. 

The bank has a TCF suggestion section on its intranet which is heavily promoted. The 
head of each division is responsible for reviewing this. The staff member fills in the 

online form and within two day the head is aware of the issues. He has several options: 

 Remove the posters. 

 Writing to all premium holders, reminding them of the T&Cs. 

 Amend policy documents to make sure exclusions are clear. 

 Remind staff to draw attention to the existence of exclusions. 

 

As part of the lessons learned process the head of retail flagged the risk that potential 
inconsistencies had not been picked up at the promotion stage and put in place new 

controls to ensure that in future the team responsible for promotions take account of 
any potential linkages. 

Key points: This demonstrates how qualitative information is just as important for 
managing information as numbers and that larger financial services providers have 

challenges that their usual reporting lines cannot cope with. 

In this case, an unintended action has had TCF effects. By having a culture and a 
reporting line for information that empowers staff, the firm is able to act promptly to 

treat its customers fairly and to protect its brand. 
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Example 5 
 

Following a review, a financial services provider notices that critical illness cover has 
been sold to customers who would not be able to claim in the event due to previous 

medical history. 

On analysis it emerges that representatives are not asking the right questions about 
critical illness. From discussions with several representatives, the manager realises that 

representatives feel uncomfortable talking about medical issues as they do not feel 
confident about medical terms. 

Clearer documentation on the exclusions are requested and representatives are given 
additional training to ensure that they understand eligibility criteria and that they have 
the required techniques for discussing medical history. The financial services provider 
writes to all customers urging them to review documentation and check that they are 

still eligible. This letter is followed up a telephone call. 

80% of representatives received the extra training and records are updated accordingly. 
The rest are scheduled for the following month. A test sample was carried out on new 

policies and out of 30 only one did not meet requirements. It has been noticed that 
representatives are documenting more conditions and that more policies are referred to 

the underwriting department for consideration. 

Of the customers the financial services provider wrote to, 20% responded. Their cases 
were reviewed and in 75% premiums were refunded. Follow up calls shown that 80% of 

customers read the letter and only responded when relevant. From this and the fact that 
the result (75% of 20%) matched up to the financial services providers original 16% 

estimate, the financial services provider is happy that it has taken all reasonable actions 
to treat its customers fairly. 

The financial services provider undertakes a lessons-learnt exercise and post it on the 
company website as an example of a successful review. A couple of representatives who 

were helpful in this investigation agree to act as informal contact representatives for 
representatives who feel uncomfortable or ill-equipped when talking about similar issues 

with customers. 
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TOPIC 10 TCF AND THE PRODUCT LIFE CYCLE 

 

10.1 Introduction 

TCF requires financial services providers to consider their treatment of customers at all stages of their 
relationship with the customer, from product design and marketing, through to the advice, point-of-sale 
and after-sale stages.  Financial services providers are ultimately required to demonstrate, through 
management information and monitoring, that they are consistently treating customers fairly 
throughout the stages of the product life cycle to which they contribute. 

Examples of poor conduct are given for each of the life cycle phases in an effort to increase 
understanding of what is expected in terms of TCF. Some of the examples are historical and some 
current. 

10.2 The product life cycle 

The Financial Sector Conduct Authority defines the product lifestyle cycle as follows: 

 Product and service design  

 Promotion and marketing  

 Advice  

 Point-of-sale  

 After-sales service 

 Complaints 
 
 

The outcomes of the TCF approach should thus be apparent in every phase of the product life cycle, as 
illustrated in Figure 10.1.  

LEARNING OUTCOMES 
After studying the topic, the learner should be able to- 

 Understand how the six fairness outcomes under TCF relates to each of the stages of the 
product life cycle. 
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Figure 10.1: The life cycles of a product in which TCF outcomes must be considered 

 
  

10.3 Product and service design 

Products and services should be designed and developed for specific target markets, based on a clear 
understanding of the likely needs and financial capability of each customer group. Products and 
contracts should be frequently reviewed with the use of management information to assess the fairness 
of these, for example the claims success ratio of insurance products. 

When designing a product, it must be ensured that the design does not defeat the purpose of the 
product. For example, funeral policies are designed so that cover terminates at age 65. For those who 
live to this age, cover terminates when they are most likely to need it.  

Contractual wording sometimes makes a policy so restrictive that the risk is shifted back to the insurer. 
This type of product has the effect of creating a small claims ratio, as most claims are rejected. 

One manner in which financial services providers may test the fairness of a new product is to test the 
product with customer groups representative of the target market and make the necessary changes to 
the product should it become evident that the product does not meet the intended fairness outcomes. 

Employees must suggest changes to products if they will feel that it will offer customers a better service 
and/or a fairer deal. 
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10.4 Promotion and marketing 

Central to the theme of TCF is that promotional material should adhere to the following stipulations: 

 Be clear, fair and not misleading.  

 Enable the customer to balance potential reward against risk.  

 Target the appropriate audience. 
 
 
 

The Financial Sector Conduct Authority Baseline Survey on Consumer financial literacy levels found lower 
levels of financial understanding among 18 to 40-year olds and the over 70s.  As products become 
increasingly complex, this underlines the need to target and tailor promotional material carefully. The 
first group will include many policyholders that has a large base of dependents while the second group 
would be policy holders mostly in retirement. What might be considered suitable product targeting and 
clear information (and therefore TCF) for one set of customers may not be true with another. 

  

Example of poor practice: policy loans 

While the funds underpinning an investment policy or pension can be considered one of the 
most liquid forms of security, high interest rates (significantly higher than prime) on loans 

secured by such policies or pension funds are still charged. 

The customer is not always aware of the extent to which high interest rates will erode the 
value of their accumulated funds in the case of a default. In cases such as these, the bank will 

typically claim its surety from the insurer or pension fund if a customer goes into arrears, 
leaving a hole in the customer’s savings. 
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 General guidelines 

The following guidelines should be considered when assessing if promotional material is appropriate 

 Content has been approved by an authorised manager. 

 Content includes company name and an address or contact point for example, telephone number 
at which the full address is available. 

 Nothing is left out whereby the exclusion makes the promotion unclear, unfair or misleading – 
for example, early redemption charges. 

 Where a product feature has both benefits and associated disadvantages both have equal 
prominence/font size in the promotion. 

 All statements and comparisons are accurate, have been checked and can be substantiated. 

 Any assumptions on which figures/statements are based are prominently displayed. 

 Marketing straplines/taglines do not over-promise. 

 Benefits are factual and not over-stated. 
 
 

 Language guidelines 

The following guidelines with regard to language use should be followed: 

 Language is clear and as jargon-free as possible (including for Term and Conditions). 

 Jargon terms that are included are explained or a cross reference to an explanation is provided. 

 Terms which may have a different cultural meaning are explained. For example, a potential 
customer’s interpretation of family member may include a broader range of people than the 
product designers had in mind. 

 

 Considering the circumstances of the target market 

The financial services provider must consider whether a product is appropriate for a specific target 
market, especially in situations where the organisation decided to expand the target market beyond the 
initial intended market.  

The failure to adopt the product and its marketing material to a less sophisticated market may mean 
that the customer chooses an inappropriate product. 
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 Adequate marketing distribution channels 

Marketing distribution channels for instance the use of church, community or work groups, should be 
adequately trained and monitored to ensure that accurate and appropriate marketing information is 
provided. 

The use of social networks to market products is very risky as agents are unable to explain adequately 
the nature of the product or its exclusions.  

Where cover is bundled with membership such as union or club membership, it must be ensured that 
the individual can assess the value of the policy and have the choice of opting out of contributions. 

 

Example of poor practice 

A specific example is marketing contractual savings, for example endowment policies, to low 
income customers. Here the nature of the product is unlikely to meet the needs and 

circumstances of the customers with low and volatile income, relative to other savings 
products. 
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Example of poor practice 

The ombudsman has recently highlighted a case where a life assured had been a member of 
a group funeral scheme arranged through a labour union. The policy provided that the 

member could apply for a paid-up policy when taking retirement. The life assured died a few 
years after retirement, but the death claim was declined because he had failed to apply for a 

paid-up benefit when he went on retirement. 

The son of the life assured contested this decision, based on the fact that the life assured 
had never been provided with the terms and conditions of the policy, nor could he be 

expected to know them, given that he was illiterate. 

Although the insurer contended it had informed members through road shows and 
encouraged shop stewards to advise members about the terms and conditions, there was no 

certainty whether the correct information had been relayed to the life assured, during the 
marketing phase or any other interaction. 

The Ombud advised the insurer to pay the claim on an ex gratia basis and advised that the 
matter of paid-up benefits be taken up with the industry body ASISA. 
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Table 10.1: Promotion and marketing management information checklist 

Data measured What this management information shows 

Volume of complaints by promotion type 
(advertisement, DM) 

Could indicate that promotion is unclear or 
inaccurate, depending on the nature of the 
complaint. 
The nature of the complaint, root cause, and decision 
taken can indicate whether a customer has been 
treated fairly.  

Number of compliance breaches picked up by the in-
house approval process  

May indicate: 

 approval processes are operating 
satisfactorily 

 a poor technical understanding in the 
marketing areas – training need  

 a poor understanding of what constitutes 
using clear, fair and not misleading 
information – training need  

Number of compliance breaches picked up by the 
Financial Sector Conduct Authority 

Misleading information reaching the customer. May 
indicate problems with the approval process and/or a 
poor technical understanding in the marketing areas.  

Number of promotions pre-tested with target 
customers 

Evidences embedding of TCF in financial promotions 
development. 

 

10.5 Advice 

The Financial Sector Conduct Authority emphasises the need to embed TCF into the sales process by 
providing clear information and suitable advice before, during and after point of sale. 

Correct and appropriate sales benefit both the organisation and the customer, leading to- 

 A fairer deal for customers.  

 Reduced fall-out rates.  

 Increased customer loyalty.  

 Customers recommending you to others.  

 Reduced cases of arrears.  

 Less time spent dealing with complaints.  

 A reduced risk of enforcement action by the Financial Sector Conduct Authority. 
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As part of TCF, you need not to only to embrace best practice, but also to be able to evidence this through 
effective record keeping.  After sales customer surveys can help you assess whether your customers felt 
they received clear information about products and services. 

The subsections following consider some tips that draws on observations of good practice that ensure 
fair customer outcomes 

 TCF customer statement 

Consider providing your customers with a simple leaflet or statement advertising the fact that you support the 
TCF initiative. By showing your commitment to TCF in this way you will not only impress your customers, you will 
also demonstrate to the Financial Sector Conduct Authority that you are embedding TCF into the firm’s culture. 
The statement can also be posted on your website.  

 Record keeping – point of sale 

In order to evidence that TCF was implemented at the point of sale you will need to keep records showing 
that: 

 The representative fully understood the features and risks of the product.  

 The customer fully understood the features and risks of the product.  

 The product was suitable for the customer and they could afford it for the expected length of the 
product.  

 The product recommended was the most suitable from the available options (advised sales) – in 
other words, the reasons for the recommendation  

 The customer received the right disclosure documents at the right times, and these were clear, 
complete and correct.  

 For non-advised sales, no advice was given, and the customer understood they were receiving 
information only. 

 Where relevant, the customer understood that there was no obligation to buy any associated 
product.  

 The customer understood how they were paying for the product or service, and the cost.  
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Example of a TCF customer statement: 

At Nestlife, we are committed to offering our customers the highest possible standards 
of service. In so doing we are pleased to support the initiative ‘Treating Customers 

Fairly’. 

We recognise that both we and our customers have everything to gain if we look after 
your best interests and treat you fairly in all aspects of our dealings with you. 

Our commitment to you 

 We will provide you with clear information about the products and service we offer 

 We will ascertain your individual needs, preferences & circumstances before 

recommending a product 

 We will only recommend a product that we consider suitable for you and that you can 

afford 

 We will not recommend a product if we cannot find one, we consider suitable 

 We will encourage you to ask if there is something you do not understand  

 We will give you access to a formal complaint’s procedure should you become unhappy 

with our service  

How you can help us 

To help us give you the most appropriate advice, we will ask you to- 

 Tell us as much as possible about your income & expenses, to help us assess how much 

you can afford  

 Let us know about changes that might affect your ability to pay premiums.  

 Let us know if there is any aspect of our service or product that you do not understand.  

 Tell us know if you think there are ways we can improve our service. 
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10.6 Point-of-sale 

Representatives need to provide clear and fair information to enable customers to make informed 
decisions about transacting with the financial services providers, its products and services. This means 
that product risks, commitments, limitations and charges must be transparent. Disclosure around 
bundled products must enable customers to understand the different components of the bundle.  

Financial services providers must put checks in place to ensure customers receive the right information 
at the right time and that their personal profile and attitude to risk is considered before a product is 
suggested or recommended. 

 Providing truthful and complete information 

As shown out of the previous example it is imperative that representatives make full disclosure to 
customers regarding the product, product supplier and financial services provider. Full disclosure assists 
the customer to make an informed decision.  

Representatives are reluctant to make disclosures relating to issues which they think might affect the 
customer’s willingness to transact with them, for example that they are still working under supervision.  

Representatives often fail to disclose all information pertinent to the transaction when advising 
customers to switch products. Hence, the representative focus on the benefits of switching products but 
fail to disclose the full costs of such a switch for instance the early termination charges. 

Bundling may occur such that the different components of the product and its associated premium or 
fee are not discussed, nor brought to the attention of the customer. This means that the customer may 
not be aware of the extent or nature of the insurance or its value or its ability to opt out of the claim. 

Management information should be structured as such to enable the financial services provider to 
identify such actions and take the necessary action. Reward practices should deter such behaviour and 
reward instances were full disclosure is made on a persistent basis. 

 Adequate and clear disclosure at point of sale 

Many financial services providers are focused on delivering information but do not give enough 
consideration to the customer’s understanding. Sometimes large amounts of information are simply 
read out to customers without a break and customers tend to “switch off” during the conversation. 
Where a financial services provider conveys a lot of information telephonically, it has to consider ways 
customer’s attention can be retained throughout the conversation. 
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Cognisance should be given to the use of clear and simple language to explain concepts. Terms used in 
point of sale material should be adequately defined by the representative. In addition, words which have 
an interpretation different form the common-use meaning should also be defined. For example, 
retrenchment has a common-use meaning, which is undermine in some contracts through multiple 
restrictions and limitations.  

 Telemarketing 

The terms used are often obscured and glossed over where telephone is used as a point-of-sale channel. 
For example, a potential customer is asked if they have any judgements, defaults or an adverse financial 
history. On request for this to be explained the question is simply rephrased as “Do you have any 
judgements?” No explanation is made of the need to mention adverse listings on the credit bureaux for 
example. Consequently, the claim is rejected for incorrect information or non-disclosure., 

In many instances the emphasis is on concluding the transaction quickly and the customer has no 
opportunity to check his or her responses.  

In order to meet the TCF requirements, the direct marketer must also define terminology used and 
explain the implications if incorrect information is provided. The customer must be given the opportunity 
to check responses. Emphasis must be placed on the importance of submitting the required additional 
information, for example, the details of additional drivers. 

10.7 After-sales service 

Financial services providers must ensure that the after-sales services meet the requirements of the TCF 
initiative. Customers must be handled fairly in all aspects of the after-sales service, including providing 
after sales information, collection of premiums and on-going service. 

Financial service providers must also monitor and respond to changes in the wider environment that 
may affect products and impact on particular groups of customers. 

 After-sales information 

Financial services providers need to provide customers with ongoing relevant information to enable 
them to monitor whether the product or service continues to meet their needs and expectations and 
provide acceptable levels of service for post-sale transactions or enquiries.  

On-going contact also ensures that unfair actions, for example miss-selling, are subsequently discovered 
or can assist in highlighting suitable products when a current deal is ending or no longer competitive. 
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 Collection of premiums 

Premiums are typically collected by bank debit orders. These debit orders are usually only cancelled 
when the beneficiary (financial services provider) instructs the bank to do so. Delays in relaying this 
information to the bank, after a policy is cancelled, mean that premiums or contributions are sometimes 
still collected. In doing so, the customer may be financially inconvenienced and may find it difficult to 
recoup the premiums. 

Where a customer misses a premium payment, it is difficult for the customer to make up the missed 
premium. In some cases, the beneficiary (financial services provider) attempts to recoup the missed 
contribution through a double debit the following month. If the customer is not fully aware of this, there 
may once again be insufficient funds available in the account, which leads to further costs for the 
customer. 

From this, we can learn that financial services providers should ensure that debit orders are cancelled 
promptly and that arrangements regarding missed payments are communicated to customers. 

After sales information checklist 

 Do you have easily accessible contact details of the end customer? 

 Are there procedures in place when customers update their information or change in 
circumstance? 

 Do you keep a copy of all correspondence with customers? 

 Could you retrieve this if asked? 

 Do you keep a record of the provision of key-facts documents or do you have access 
to these? 

 Do you keep a note of telephone and meeting conversations and could you retrieve 
these? 

 Do you keep in contact with customers to inform them of any changes on their policy 
or actions that they need to take on their side? 

 Do you record the above contacts? 
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 Ongoing service 

Financial services providers need to honour representations, assurances and promises that lead to 
legitimate customer expectations. Legitimate expectations must not be frustrated by unreasonable post-
sale barriers.  

Reward structures must provide sufficient incentive to the representative to ensure that an on-going 
service is provided to the customer. Brokers, irrespective of the size of their customer base, must be 
properly informed of necessary information needed to provide quality after sales service.  

Table 10.2: After sales service management information checklist 

Data measured What this management information shows 

Percentage of clients contacted within X 
months/years of completion and reason for contact 

May be a measure of the standard of customer care, 
depending on the reason for the contact. 

Clients contacted to notify unsuitability of product 
following TCF review 

Indicative of the existence of serious compliance 
breaches at the point of sale and possibly in other 
areas resulting, in mis-selling. May be indicative of 
wider systemic shortcomings.  

Percentage of clients contacted following completion 
with satisfaction survey 

Fairness related questions (e.g. ‘what does this 
product do’/’why did you buy it’) and questions 
relating to whether the customer understood what 
type of service they received may indicate whether 
customer has been treated fairly.  

Overall service satisfaction score for this period out 
of 10 

May indicate whether customers are being fairly 
treated, depending on the questions asked.  

Percentage of clients contacted within X 
months/years of completion and reason for contact 

May be a measure of the standard of customer care, 
depending on the reason for the contact. 

 

10.8 Claims handling 

Financial services providers must handle claims fairly and consistently. Lack of clear processes often 
leaves the claimant in an uncertain position. For example, there may be no formal acceptance and 
tracking of a claim. Upon query of progress regarding a claim, the claimant may simply be informed that 
there is no claim. 

Financial services providers should not delay claims unnecessarily and should consider paying interest to 
the customer if a claim is delayed. Clear standards should be set for the claim around times, and 
management information should track the meeting of these standards. 
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The following principles can be followed to ensure that the claims handling process ensures fair 
outcomes for the customer. 

 Handle claims promptly 

All claims must be handled in a prompt manner according to the standards set for claims handling.  

There will, of course, be circumstances in which the claims handler will need to spend time assessing 
whether a claim falls within the policy terms or whether there has been material non-disclosure or 
misrepresentation prior to the policy being bought. No criticism can be made of such conduct. However, 
where an insurer unnecessarily delays the prompt determination of the claim, it risks being found in 
breach of TCF outcome 6 

 An insurer must handle claims fairly 

Handling a claim fairly means that all the circumstances of a situation should be considered and to act in 
a way that gives appropriate priority to the customer’s interests. This requires a provider to put the 
customer’s interests ahead of its own interests.  

Example of poor practice 

Financial services providers assign considerable resources to repudiation of claims, rather than 
ensuring that adequate information is provided to customers upfront. 

Incentives of loss adjusters or claim handlers are structured in such a way as to minimize 
claims, which sets them in opposition to the claimant in such a way that the claimant feels 

intimidated. 

Providers may not apply the Didcott principle to non-disclosure cases. In other words, the 
insurer simply repudiates a claim rather than reconstructing an appropriate policy. 
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When a customer makes a claim, a provider should consider the burden of proof placed on the customer 
to ensure it does not act as a deterrent to genuine claims. More generally, conduct by an insurer that is 
designed 
to discourage the policyholder from pursuing genuine insurance claims constitute a breach of the 
treating customer’s fairly initiative.  For example, the requirement to produce documents which could 
not reasonably be considered relevant as to whether the claim is valid, or failing systematically to 
respond to pertinent correspondence, in order to dissuade a consumer from exercising his contractual 
rights.”  

 Customer must be provided with guidance to help him/her make a complaint 

The duty to provide reasonable guidance to help the policyholder to make a claim builds upon the 
broader principles under outcome 5 and outcome 6. 

IT is therefore required that the claims handler proactively provide information to the claimant as to the 
information and documentation that will be needed before coverage can be confirmed, the times frames 
for assessment and the contact details of the person with whom the policy holder can make contact. 

Where a change in circumstance is reported or a claim is made by the policyholder, the holder must be 
informed if the change or claim is incomplete in some way, so that the holder’s right to make a claim 
under the policy is not inadvertently lost. 

 The policyholder must be provided with appropriate information on the progress of a claim 

As well as providing the policyholder with reasonable guidance to help it to make the claim, the provider 
must provide the holder with appropriate information on the progress of the claim. 

This places a proactive duty on the claims handler to update the policyholder at regular intervals on how 
the claim is progressing and the reasons for any delays. It is therefore not sufficient for a provider to 
simply rely on its legal rights when investigating a claim and leave the policyholder in the dark; 
appropriate information must be provided to the policyholder on a regular basis to ensure that the 
policyholder understand the reasons why coverage cannot be confirmed immediately. 

 A claim must not be rejected unreasonably 

This follows that a provider must not unreasonably reject an insurance claim. This covers not only claims 
rejected because they fall outside the scope of coverage, but also claims that are rejected by reason of 
material non-disclosure or misrepresentation at the pre-contract stage, claims rejected for late 
notification and a provider invoking a contractual right to terminate the policy, for example, by reason 
of the policyholder’s conduct. 
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Financial services providers should take care not to dismiss claims on technical grounds, even though 
the claim would otherwise have been honoured. For example, a late submission of a claim where the 
delay is excusable, the delay is minor, or the claim period is unusually short and where the insurer did 
not suffered prejudice. 

Where there was non-disclosure of a material fact which the policyholder could not reasonable be 
expected to have disclosed or where there has been a breach of a condition unconnected with the 
circumstances of the insurance case it would be unfair to reject the claim (unless there is evidence of 
fraud by the holder. See Box 10.1 - The Didcott principle. 

 

 
 

 

Box 10. 1: The Didcott principle and treating customers fairly 

The Didcott principle is based on a judgment in which Judge Didcott suggested that 
reconstruction of a policy rather than cancellation of a policy is more equitable under 

certain conditions of non-material disclosure. 

The suggestion was that it would be unfair for an insurer to cancel a policy and reject a 
claim where non-disclosure becomes apparent, if the non-disclosure is of such a nature 

that the insurer would have issued the policy anyway, even with loaded premiums. 

An example of this might be a case where a customer fails to disclose that he is depressive 
at the time his life is insured. Years later the insured dies in a motor vehicle accident. Had 
the disclosure been more complete, the insurer would still have originated the policy, but 

at inflated premiums.  

Some in the industry have argued that if the approach is generally known, then 
unscrupulous customers may deliberately exploit it. The point has been made by the 

Ombud that where non-disclosure is fraudulent or made with the intention to deceive, the 
Didcott principle should not apply. However, if the insured’s lack of disclosure was not 

fraudulent, affording the insurer no liability is unfair. 

The view is that insurers that have spontaneously adopted the Didcott principle are 
treating customers fairly in this regard. 
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In essence, claims handlers should adopt a two-stage approach. You need to consider the legal rights of 
your organisation. If there are legal grounds for refusing to pay a claim you must consider a wider set of 
circumstances to determine if it would be reasonable to refuse the claim. 

Circumstances that should be considered are as follows: 

 The literacy levels and financial knowledge of the customer concerned. 

 The information provided to the customer before, at and after point of sale. 

 The quality of advice provided to the customer. 

 The disclosures made to the customer. 

 The reasons for non-disclosure of information. 

 The reasons for not adhering to technical requirements. 
  

 Claims must be settled promptly  

Once settlement terms have been agreed payment of claims must be made promptly within the set 
standards and according to the reasonable expectation of the customer.  

10.9 Complaints 

It has been identified that customers are unfairly treated as a result of poor decisions made by complaint 
handlers. Complaint handling can be a good indication of a financial services provider’s inclination to be 
fair and objective in its dealing with customers.  

As part of TCF you need to be able to show: 

 That you recognise and deal with complaints systematically and fairly. 

 That customers are aware of your complaint’s procedure. 

 That the process is uncomplicated and tested with the specific target group for appropriateness. 

 How you use complaint information to improve standards where appropriate. 
 
 

The complaints process must also not impose language and other hurdles for the customer. An example 
might be one where the complaints process requires written complaints, even where a customer is 
illiterate. The lack of transparency and difficulty of the process may result in the complainant giving up 
before the problem has been resolved. 
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 What is a complaint? 

A complaint can be defined as follows: 

Any expression of dissatisfaction, whether oral or written, and whether justified or not, from or on behalf 
of an eligible complainant about the provider’s provision of, or failure to provide, a financial service. 

The bottom line is that if your customer expresses dissatisfaction verbally or in writing then you need to 
put things right. If you can do this as soon as possible, you – and your customers - have everything to 
gain. 

Resolving complaints quickly will - 

 Ensure a happier customer, leading to improved customer loyalty.  

 Offers you the chance to examine and put right weaknesses in your service early on, reducing future 

similar complaints. 
 

 Internal resolution policy 

Financial services providers are required to develop an easily comprehensible internal resolution policy 
that is easily accessible by customers. Customers must be made aware in writing of the availability of 
the internal resolution policy at or immediately after the point of sale (this may be in the initial disclosure 
document).  

The policy should contain the following technical procedures: 

 Definition of what constitutes a complaint – oral or written – and examples of what does not. 

 Confirmation of who in the organisation is assigned to deal with complaints and how complaints 
are passed to them; the person must have the necessary competency. 

 Confirmation of the procedure to refer the complaint to a third party for example where the fault 
lies with the funeral broker. 

 Confirmation of how/when/to whom the complaint handler should report complaints internally 
and make recommendations for revised practice where appropriate. 

 A summary of key steps to take in order to investigate a complaint. 
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 Complaints procedure checklist 

The following are the practical steps that need to be taken in order to handle a complaint that will ensure 
that the TCF requirements in terms of complaints are met: 

 Assist the customer to put the complaint in writing, where it has been made orally. 

 Forward the complaint to the correct department as soon as possible. 

 Provide a written acknowledgement of the complaint which includes the details of the complaint 
handler. The Code of Conduct sets a limit of three weeks; but the organisation can set their own 
standard. 

 The acknowledgement must include a written summary of the complaint’s procedure. 

 The complaints handler must follow the following steps in order to investigate the complaint: 

o Review the advice records or any other relevant facts 

o Speak to the relevant broker or other individuals 

o Record the rationale for your decision and any recommendation in writing. 

 If change or improvements are required, flag this for action and inform the relevant department 
or manager. This can be done by completing a Recommendation following complaint (RFC) form. 

 It is encouraged to use the phone to keep customers informed of progress or any delays and, 
where possible, to record the conversation. 

 Keep copies of correspondence and notes from telephone conversations and keep this on the file 
for each complaint. 

 Provide the complainant with a response and reasons for your decision with evidence where 
applicable; this also applies if the response was favourable. The timeline limit set by the Code of 
Conduct is six weeks. The provider can set their own limits with regard to this. 

 The response must also detail the customer’s right to refer the complaint to the relevant 
Ombud’s scheme within six months of the response. The details of the applicable Ombud’s 
schemes must be included in the response. 

 Log the complaint by date, nature, name, whether or not considered justified and confirmation 
of response dates and outcomes. 
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 Review of complaints 

Financial services providers should drill down to the underlying causes of complaints and take action to 
eliminate the root cause. 

It is advisable for financial services providers to benchmark their complaints handling against the 
competitors. The areas that can be benchmarked may include the following: 

 Complaint volumes. 

 Resolutions rates. 

 Referrals to Ombud schemes. 

 Root causes. 
  

Table 10.3: Complaints management information checklist 

Data measured What this management information shows 

Volume of complaints 
May indicate mis-selling or other failings affecting the 
fair treatment of customers. 

Complaints against broker or representative As above, may reveal a training need. 

Complaints by branded product 

May indicate product and/or provider’s marketing 
material is unclear or misleading or unsuitable for the 
target market. This could lead to mis-selling or other 
unfair treatment of customers. 

Complaints relating to broker information supplied 

Could indicate either or both of: 

 a lack of clarity and completeness of Key 
Facts and other documents/correspondence 
supplied by the broker, or in the advice given  

 deficiencies in the product information 
provided by the provider to the broker 

Complaints upheld internally – broken down by key 
category  

May reveal trends depending on the underlying 
reasons and the need for improvements in the 
relevant areas. May be a measure of the fairness of 
the complaints handling procedures 

Complaints not upheld internally – broken down by 
key category 

May identify possible areas of misunderstanding 
(assess possible action to reduce this). May indicate 
unfairness in the complaints handling process 

Volume and percentage of complaints referred to 
Ombud External measure of complaints handling process 
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Data measured What this management information shows 

Percentage of complaints to Ombud upheld 
May indicate unfairness in the firm’s complaints 
handling process 

Percentage of complaints to Ombud not upheld May be indicative that a firm’s complaints handling 
process is fair and resulting in the right outcomes 

Percentage of complaints acknowledged within set 
standard 

Performance measurement of timeliness of 
complaints handling process 

Percentage of complaints resolved within set 
standard 

Performance measurement/complaints being 
handled in a fair and timely manner 

Number of RFCs raised (‘Recommendation following 
complaint’ 

Action being taken to improve standards. Could be 
evidence of a TCF culture  

Number of RFCs resulting in a change to procedure or 
policy 

Action taken to improve standards/reduce 
complaints. Could be evidence of a TCF  
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Assessment 

Assessment information 

Total number of questions: 20 

Competency Mark: 60% 

Duration: 60 minutes 

 

Question 1 

Which ONE of the following statements best describes the TCF initiative? 

A) TCF is rules-based regulations that supplement the current legislation around the distribution of 
financial products. 

B) TCF is outcomes-based regulations that supplement the current legislation around the distribution 

of financial products. 

C) TCF is rules-based regulations that replaces the current legislation around the distribution of financial 
products. 

D) TCF is outcomes-based regulations that replaces the current legislation around the distribution of 
financial products. 

 

Question 2 

Outcome 2 that deals with product design is the responsibility of which of the following regulated 
entities or persons? 

A) The key individual 
B) The representative 

C) The product supplier 
D) The financial services provider 
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Question 3 

Please state if the following statement is true or false. The compliance and risk management functions 
need to form part of the financial services providers’ overall Treating Customers Fairly strategy. 

A) True 
B) False 

 

Question 4 

With whom does the duty of disclosure lie? 

A) The representative  

B) The insurer 
C) The insured 

D) All of the above 

 

Question 5 
Openheimer Financial Services want to improve on their overall delivery of the sixTCF outcomes. Which 

ONE of the following ways will best achieve this within the FSP? 

A) By making the compliance department responsible for TCF delivery. 
B) By displaying posters in the branches that the client is always right. 

C) By adding TCF deliverables to all staff performance contracts. 
D) By outsourcing the implementation of TCF deliverables to a compliance consultancy. 

 

Question 6 

The responsibility of ensuring that the treating customers fairly principles is embedded into all structures 
of the organisation lies with which function? 

A) The representatives 
B) The key individual 

C) The compliance function 
D) The governance structure 
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Question 7 

A client complaints that a representative approach him to recommend an endowment policy although 
at his workplace although all of them are contract workers and receive irregular income. Which ONE of 
the following principles was not met in terms of the six TCF outcomes? 

A)  Outcome 1 

B) Outcome 2 
C) Outcome 3 

D) Outcome 5 
 

 

Question 8 
Which of the following measures will ensure that products marketed are targeted to the needs of 
identified customer groups? 

i. Marketing of a product may be done to all client groups as long as the information is in plain 
language. 

ii. The FSP must ensure that any optional products are appropriate for the identified customer 
group. 

iii. Senior management must confirm that the product adequately meets the TCF outcomes before 
marketing takes place. 

iv. Representatives must be given the opportunity to evaluate all new products for fairness taking 
into consideration the customers’ needs. 

 

A) i; ii & iv only 
B) ii, iii & iv only 

C) i, ii & iii only 
D) i, ii, iii & iv 
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Question 9 

Which of the following must be in place to ensure that a financial services provider (FSP) adheres to 
outcome 3? 

i. The FSP must monitor complaints received from customers to identify the need for 
improvement in product information. 

ii. Senior management should only approve product information produced by the financial services 
provider. 

iii. The FSP must ensure that information is made available to customers at an appropriate time 
to enable the customer to make an informed decision. 

iv. Customers should be provided with key information on their products on a regular, ongoing 
basis after contracting through appropriate channels. 

 

A) i; iii & iv only 

B) ii, iii & iv only 
C) i, ii & iii only 

D) i, ii, iii & iv 

 

Question 10 

Which of the following regarding the product supplier must be disclosed to a client? 

A) Contact details of the compliance department. 
B) Whether the FSP received more than 50% of total income from this product supplier. 

C) The FSP number of the product supplier. 

D) Whether the FSP holds more than 25% of the relevant product supplier’s shares. 
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Question 11 
The key individual of Thato Brokers became aware that due to inappropriate advise from the 

representative, a client has entered into a policy unsuitable to the client. What should the FSP do in this 
regard to best meet the delivery of Outcome 4? 

A) Conduct enhanced monitoring on the representative to see that this does not occur again. 
B) Cancel the policy and compensate the client for the financial prejudiced suffered. 

C) Contact the client to recommend a product that is more suitable to the needs of the client. 

D) Evaluate the client’s satisfaction levels with the product and service to see the need for intervention. 
 

Question 12 

What is the first step in providing suitable advise? 

A) Establish if the product is a replacement. 
B) Gather information about the client. 

C) Identify the product suited to the client’s needs. 
D) Do an adequate needs analysis for the client. 

 

Question 13 

Please state if the following statement is true or false. In order to ensure that Outcome 5 is met, a 
financial services provider must have management information mechanisms in place to measure 
customer satisfaction only. 

A) True 
B) False 

 

Question 14 

An FSP must acknowledge receipts of complaints within- 

A) 3 weeks of being submitted to the complaints department. 

B) 3 weeks of the date of receipt of the complaint. 
C) 6 weeks of being submitted to the complaints department. 
D) 6 weeks of the date of receipt of the complaint. 
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Question 15 

Which of the following procedures must be in place to ensure that a financial service provider will meet 
outcome 6? 

i. Customers must be informed of changes they can make to their products if their needs or 
circumstances change only on request. 

ii. Customers should be informed of the services standards that are in place for processing any 
changes to a product. 

iii. Customers should be informed of a potential risk associated with the switch between financial 
services providers. 

iv. After contracting, customers have to be informed of the circumstances under which claims 
requests will not be processed. 

 

A) i & ii only 

B) ii & iii only 

C) i, ii & iii only 
D) ii, iii & iv only 

 

Question 16 

As part of the TCF initiative, financial services providers are expected show that they are using 
management information to- 

A)  Demonstrate complete integration of TCF into all business structures. 

B) State the standards set in terms of customer service. 
C) Monitor the outcome of remedial action. 

D) Ensure premiums are kept to a minimum. 
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Question 17 

Which of the following steps in using management information is the most critical for the Financial Sector 
Conduct Authority in terms of the TCF initiative? 

A) Being challenged. 
B) Being analysed. 

C) Being acted on. 
D) Being recorded. 

  

Question 18 

Outcome 2 relates to which of the following product life cycles? 

A) Complaints and claims handling 

B) After sale service 
C) Point of sale 

D) New product design 

 

Question 19 

The directors of TopFin would like to measure the company’s performance in terms of ongoing service 

to clients. Which of the following information can be used to assist the directors in this assessment? 

A) The number of referrals made by clients in the last reporting period. 
B) The percentage of clients contacted within the last year after finalisation of sale. 

C) The increase in sales over the last quarter. 
D) The increase in complaints over the last reporting period. 
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Question 20 

It is advisable for financial services providers to benchmark their complaints handling against the 
competitors. The areas that can be benchmarked may include which of the following? 

i. Complaint volumes. 

ii. Resolutions rates. 

iii. Referrals to Ombud schemes. 

iv. Root causes. 

 

A) i; iii & iv only 
B) ii, iii & iv only 

C) i, ii & iii only 

D) i, ii, iii & iv 

 

 


