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USING FINANCIAL INFORMATION TO SELL YOUR PRODUCTS
A
There are now over 10,000 different savings and mortgage products at any one time in the UK
A
There is not much point in launching yet another new product into today’s market if you don’t know what the competition is
A
There is equally no point in having a market leading new product if no one knows about it
A
In the next thirty minutes I will try to cover the areas where financial information can help in the design, marketing and sale of financial products
A
Now there are probably some people here today who either see Financial Information as boring or as a threat or just pointless
A
Anyway there is someone in Marketing or Research or Product Development who does all this for you
A
What I hope to do today is show you that this is an area you all need to know about
A
There is no point in designing products, which aren’t as competitive as they can be
A
That doesn’t necessarily mean price
A
It can mean features, flexibility, freedom from tie ins or whatever
A
You need to know the competition
A
You can’t always be a best buy but you need to know what you can do
A
If you have got a competitive product you want to make sure everyone you are trying to sell to whether it be through the intermediary or direct to the public

A
Know
A
What’s more you want your branch and call centre staff to know as well
A
What is the point in having a product, which is as good if not better than the provider next door if your staff don’t know
A
This industry has the most complicated range of products anyone could imagine
A
Over 8,000 separate mortgage products alone from over 100 lenders
A
Yet it is probably the most transparent and well-informed industry there is
A
Other industries still have to go out and physically collect all competitor data
A1
Have you seen those people walking round supermarkets checking competitors prices
A1
Hundreds of people working for Tesco checking on Sainsbury’s
A1
Hundreds from Sainsbury’s checking on Asda
A1
Hundreds from Asda – you get my drift
A1
These other industries would give their right arm to be able to see immediately 

A1
as you can, details of every new product and price change as they happen
A
But what is available to this industry goes further than simply competitor information
A
It also provides free publicity

A
Distribution

A
And promotion
A
As soon as you launch a new product or reprice an existing one
A
That information is instantly available to every intermediary in the UK via mortgage sourcing systems such as Mortgage Brain, Network Data, eMoneyfacts, Trigold, 2000 and Moneyfacts Mortgage Search Screen
A
If you have a best buy product virtually every newspaper will show it automatically
A
Incidentally the only Nationals that don’t have regular best buys nowadays are the Daily and Sunday Sport
A
They are concerned with different figures
A
No other industry has its products promoted entirely free of charge week in week out 

A
In

A
the National Press
A
Regional Press

A
Teletext

BBC Ceefax

The Trade Press

Consumer Mags

And of course the Web
A
When did you last see a Best Buy Butter Chart in the Financial Times

A
OR a DVD price comparison chart in the Guardian
A
The purpose of this speech is to take you over the various systems and media available and show you how other people are getting the best from them
A
I will keep to those systems that everyone in this room already uses or has free access to 

A
Things like the Mortgage Sourcing Systems such as Mortgage Brain, Network Data, eMoneyfacts, Trigold and Moneyfacts Mortgage Search Screen

A
As well as Press Charts and websites
A
At the end I’ll deal briefly with some new systems that are beginning to be used in the industry
A
So you can see what the next generation of systems are and how some providers now use them
A
But the main purpose of this speech is to ensure you are making the best of what you’ve already got
A
I’m going to start at the beginning with competitor analysis i.e. knowing what the competition is up to
A
I’ll then cover the use of Financial Data in Marketing
A
And then I’ll cover sales
1
Every provider represented in this room bar I think one subscribes to Moneyfacts Datascreen
2
You also have free with Datascreen the Moneyfacts Daily News Bulletin
2
These are between them probably the most powerful competitor product intelligence tools any industry has
2 And I suspect there are some in this room who are barely aware of them
2 I’m not getting at you
2 The purpose of this speech is to ensure you know what you’ve got so you can get the best out of them
3 Between them they show you instantly not just all new products as soon as they are launched
3 Not just pricing or re-pricing but underwriting and design
3
Every ingredient of every new product
3
And also every change in the ingredients of all existing products as they happen
 3
Not only does this help you know what the competition is doing it also helps you learn from what they have done
3
What works

3
What doesn’t.
3
Why reinvent the wheel.

4 You can see instantly the product range mix of all your competitors
4
They’ve got that
4
You haven’t

4
Should you have?
5 You can analyse your products against the competition and see how they compare
5
You can model any new proposed product you are thinking of launching
5
You simply put the details of the proposed product in and see how it comes out against the competition
6 At a time of base rate changes you can see immediately whose changed by what and when
6
You can limit your searches or reports to just the competitors you choose
6
You can have management reports
6
You can analyse the data
7
You can search down to the minutist detail to see what other people are doing
7
Has this name been used before
7
What is general practice on maximum or minimum loans
7
Or LTV’s

7
Or Higher Lending Charge fees

7
Or Construction types

7
Or age limits
8
Not only can you check to see the exact product range your competitors have
8
You can also see what they’ve done over the last couple of months
8
Some of you now have Datascreen networked throughout your office so that everyone in marketing

8
Research

8
And product development 
8
Can access it
8
But many of you still have only one system used by one operator somewhere in a corner
8
Because that’s how it’s always been
9
Turning now to the Daily News Bulletin

9
The Moneyfacts Daily News Bulletin is issued at about 9.00am every morning
10
As I say it is available free with your Datascreen and you are at liberty to   e-mail or photocopy it round the office
10
Moneyfacts Daily News Bulletin tells you of every single change in the market in the last 24 hours
10
Just by glancing at it every day you can see immediately what the competition is doing
10
What new products have been launched
10
What products have been withdrawn
10
And what rate changes there have been
10
But as well as that
10 If you follow it day by day it give you indications of trends in the market
11
As I say you’ve got all this kit already
11
I am not trying to sell you anything new
11
If you do want to be able to use it more than you do at present Moneyfacts is always happy to provide free training
11
It also runs free user groups around the country throughout the year to which you are all welcome to come
B
Moving on
B
When designing products you should also think of the mortgage sourcing system both as to the intermediary and consumer markets
12
It surprises us how few providers, seem to test out a new product on Mortgage Brain or Trigold, eMoneyfacts or Network Data or Moneyfacts Mortgage Search Screen first
12
Its something the life and investment industry have been doing for years on life and investment systems
13
The same point applies to consumer websites such as Which? Moneynet Moneyextra and Moneyfacts
13
Obviously how well your product comes out depends to a large extent just on rate
14
But remember the beauty of most mortgage sourcing systems is they can calculate true cost
14
So they will show up immediately any mortgage with a good headline rate but high fees and revert to’s
14
But its not just rate.  It is features and availability as well.

15
When they design a new product some lenders will now check as a matter of routine how it comes out on these systems
15
If it doesn’t appear where they expect it to
15
Why not?
15
Have they inadvertently put in a condition that disqualifies it from the search criteria specified by that system
15
What is it that is making another competitors product consistently come out above yours
15
It is really no different than managing web search engines
15
And remember when it comes to sourcing systems by which I repeat I mean consumer websites as well as intermediary sourcing systems
16
Competitive doesn’t just mean rate
16
It can also mean LTV’s, income multiples, construction, maximum and minimum loans and tenure
C
OK you’ve now produced your new product
C
Now you need to promote it
C
You all think that you only get free publicity for your products if they are best buys
C
But that isn’t true
C
All your products however good or bad they are

OR

C
However big or small you are

17
Will automatically appear on the Major Mortgage Sourcing Systems such as eMoneyfacts, Trigold, Brain and Mortgage Search Screen
17
This in itself provides you with enormous free coverage
17
All your products will be in there
17
Although we think intermediaries use mortgage sourcing systems just for searching
18
In fact a significant number of intermediaries use them to keep up to date on what products each lender has got
18
Most sourcing systems will have the ability to search by lender as well as by product
18
So the intermediary can see immediately every product you’ve got
19
The second place all your products will appear in automatically month in month out is Moneyfacts
20
Every product from every provider irrespective of price or size
20
Remember this is still the largest selling trade publication
20
With a paid for circulation of 20,000 this probably has more individual subscribers than all the mortgage sourcing systems put together

20
And it still moves mortgages as well as savings

21
Some of you may not have come across our new product eMoneyfacts as yet
21
It is an entirely new web portal for intermediaries

21
It is available free to all 20,000 Moneyfacts subscribers
21
Not only does it contain every product from every lender
22
It is constantly updated
22 It enables the intermediary to see the whole market instantly in real time and to filter and manipulate as they want
22
It has savings, mortgages, cards and loans
It has life insurance searches
A compliance section

And also Moneyfacts Mortgage Hub which gives direct links via lenders websites to lenders KFI’s
Online applications, and if available, approvals in principal and case tracking

22
All your products get in there free
There are now over 6,500 registered users and its going up by over 500 a month
22
Let’s move on to promotion via the press and media
22
Keeping to the intermediary market for a moment
23
If your products are best buys they will also appear in the charts that are published throughout the Trade Press

23
The ones in Financial Adviser and Money Marketing

23 And Mortgage Finance Gazette

23
Come from Network Data
23
Those in Mortgage Solutions and Moneymanagement come from Moneyfacts

23
And those in Mortgage Strategy and Mortgage Introducer are partly from Network Data and partly from Moneyfacts
23
As far as I am aware all these are published free of charge to the provider
23
The ones Moneyfacts do certainly are
24 OK not all of you operate through intermediaries 

25 So now let’s talk about getting your products direct to the public
24 Firstly you have the FSA website.  Its advantage is that it shows all products not just a selection
24 Its drawback is that a lot of consumers find that too complicated
24
The National and Regional Press and media on the other hand

Because of the shortage of space

Have only got room for selections
24
Or quirky products such as West Brom’s Broom Broom Mortgage with a free Rover 

24
Or specialist products such as Islamic mortgages, self build mortgages etc
24
But the fact is that the penetration of charts in the National, Regional and Consumer Press and Media is amazing
24
As I say all National newspaper, well except the Sport, publish Best Buy Charts virtually every week
25 They appear on Teletext, BBC Ceefax and Sky, most Regional papers and lots of consumer mags
25
No other industry has free media promotion like this
25
What other industry gets its products shown on the BBC

26
Obviously not everyone wants to be in best buy tables
26
It’s up to you
26 But the fact is that if you do, you get enormous amounts of free publicity
26
Every product has a marketing cost of some kind
26
In the case of best buys you put it in to the product and it sells itself
26
Some organisations have of course made a science out of playing them
26
Some as a matter of principle try to be in as many as possible
26
Some like to have one at anyone time and use it as a loss leader
27
If you do want to look at best buys scientifically we at Moneyfacts publish a guide to what criteria we base our choice on and things like deadlines
27
You’ll find our criteria for inclusion is by no means just rate
27
There are other things to consider
27
Such as in the case of mortgages

27
Redemption penalties
27
Length of discount
27
And LTV’s
28
The amounts Best Buy can move are staggering
28
Some small providers who do get in find they are swamped because they’ve under estimated the demand
28
But best buys can give the medium to small providers the opportunity to play on a National scale
28
One of the first to work this out was the Scarborough

28
A Society with only Ten branches and with half its catchment area under water
28
But when it appears in Best Buys its up there on equal terms with the big boys
28
And I’m prepared to bet that the Scarborough’s name recognition amongst the public is now greater than some providers many times its size
29
We at Moneyfacts now produce over 650 separate charts every Thursday and it takes up over 100 man or women hours every week
29
We and the other true independent information provider Defaqto who does the best buy charts in the Sunday Mirror and the savings charts in the Mail on Sunday make no charge for insertion in our charts
29
I understand that some brokers and websites who provide best buy charts do charge for inclusion
29
I have got to say I really can’t see why you would want to pay
29
Firstly, between us Moneyfacts and Defaqto provide you with free access to 75% of all the National and Regional press and media
29
Secondly, by paying aren’t you risking compromising the public’s faith in charts
29
If they get to know you are paying to be in them they may cease to trust them
29
Or worse the National Press may cease to show them
29
In that case it will be you who will be the loser
29
Not us
29
But most importantly if you are paying to be in best buy charts isn’t it making a nonsense of being in there in the first place
29
If you’ve already cut margins to the bone to be in the chart
29
What’s the point in paying a broker on top to get in them
29
Defaqto and Moneyfacts do that for you for free
C
Right where else can you use financial information in marketing
C
This brings us to comparative tables in marketing and advertising literature
30
You can use them in

30
National press ads,

Posters,

TV ads,

Brochures

ATM’s

or simply window stickers

30
It gives the copy a bit of interest
30
Financial Ads, let’s be frank are not a bundle of laughs
30
A comparative chart
30
Makes it a bit more fun
30
Being cynical their overwhelming virtue is you get to choose who you want your product compared with
31
But obviously you mustn’t be silly
31
Many of you use the Moneyfacts Advertising Verification service which we offer free to all Datascreen users
31
You let us have your proposed chart
31
We’ll check it for you and let you have it back normally in two or three hours
31
You then have the advantage that the data has been checked and verified impartially
31
Although our job is just to verify competitor data if we do think the comparison chosen is unfair or is likely to upset the FSA or ASA.  We’ll tell you
31 I don’t think any ad we’ve verified has ever been the subject of a successful complaint
31 Verification is now of course even more important with Mortgage Regulation

And we have introduced a formal verification certificate system for your files.  So you can always show afterwards that any particular ad was verified
32
The last marketing thing I want to talk about is Awards
32
Don’t under estimate the marketing effect of awards
32
All of us are impressed by a restaurant or hotel with a rosette or whatever
32
Or a wine with a gold or silver medal
32
It’s no different with your customers
33
Lots of providers now use them in marketing
33
And it’s interesting to see where they can be used
34
On notepaper
34
Envelopes
34
Posters
34
Brochures
34
Ad
35
Some organisations now make the point of going for the same award every year
35
So they can say they’ve won it for the third year running or whatever
35 But I am equally surprised how many providers who do win awards never use them
D
Right lets now move on to selling
D
You’ve got this good, not great, but good product
D
It’s as good if not better than most of your immediate competitors
D
How do you make sure your sales staff call centre and branch staff know
D
In our experience a lot of providers 

D
Really do nothing
D
Either because of training or compliance considerations
D
Or because its all a bit of an effort
D
Some providers will provide marketing printouts on a more or less regular basis
D
But with the best will in the world they are a bit out of date and difficult to follow
D
But things are beginning to change
D
And we have noticed significant changes in the last two or three years
36
There have always been providers that have taken a bulk subscription to Moneyfacts for all their branches
36
To enable them to deal authoritatively with customer’s queries and in many ways it is still the most cost effective system
37
We are finding an increasing number are now turning to electronic information systems as well
37
Some organisations are now using Moneyfacts Daily Market Intelligence Reports to e-mail them round their branches and call centres on a daily basis as a sales tool
37
Users of that now include Birmingham Midshires, Halifax, Derbyshire, Standard Life Bank, Barclays and Dunfermline

38
Some organisations like Abbey and Royal Bank of Scotland have gone for the Moneyfacts Fastscreen option.  Effectively networking Moneyfacts pages round their branch network

39
Others like HSBC have chosen Moneyfacts Comparison System
39
Which enables sales staff to compare one of their products with a competitor and see instantly a colour coded comparison and an exact calculation of the saving one product would make over the other
39
Personally I think the day isn’t far off when some providers will start taking all four options.  Moneyfacts itself, Market Intelligence Reports, Fastscreen and Comparisons
39
These aren’t toys
39
They are selling tools
39
They will pay for themselves
39
They help your staff sell
39
They make them look professional
39
Each one can be used differently

39
Every branch experiences daily the person who walks in and says they could get a better deal at Natwest, Halifax or whatever
39
These systems equip your staff to answer that
39 It makes them look professional and well informed
39
And compared with what a lot of you are spending on other forms of advertising and marketing the cost is insignificant
39
OK, let’s go through them in detail
40
Market Intelligence reports are probably more for the proactive rather than reactive situation
40
They are for use when sales staff whether it be a member of your counter staff or part of your intermediary sales force are seeking to promote a particular product of yours
40
It shows immediately the strengths of your product against the competitors
41
Moneyfacts Comparisons System is the next generation of point of sales tools
41
Totally tailored to that customer
41
It can instantly calculate the saving that customer will make by coming to you or staying with you
41
HSBC, the Cumberland Building Society and Cheshire Building Society use it for mortgages
41
It’s also available for savings and cards
41
The Cumberland have developed a very sophisticated sales and marketing procedure around it
41
For example if someone is in one of their branches and is obviously going off to look elsewhere
41
The Cumberland will suggest they come back if they find a product from another provider they are interested in and the Cumberland will put it on the system and see how it compares
41
Totally transparent
41
Totally honest
41
If the other product is better the Cumberland are certainly not any worse off
41
At the very least they’ve made a friend who regards them as straight and will think of them next time
41
But it may be sufficient to push the decision in their favour
41
HSBC also finds that because the system is honest and impartial a borrower may still go with them even if the other providers product is slightly better
41
If it’s a lot better then obviously that’s a different matter
41
Again what it’s showing is not headline rate its true cost
41
No more arguments about yes our rate doesn’t appear the best but we don’t charge fees, or we calculate interest daily or whatever
41
This system calculates all this and shows a true comparison
42
But the point about all these sales tools is that what they are trying to do is make the process more fun
42
This industry still has a lot to learn from the retail industry
42
It should try to make the process fun for the customers
42
Comparisons can be fun
43
But so can any of these systems
43
You can use them to offer customers mortgage or savings health checks
43
To challenge the customer to come in and see if they could do better with you
44
It doesn’t have to be a national TV advertising campaign

44
There are lessons here to be learned from how intermediaries sell investment products
45
They will take along a copy of Moneyfacts when doing a fact find
45
They will ask about the clients savings
45
And they will check each one against Moneyfacts
46
What they are praying for is George Cole
46
Arfur Daly to you and me
46
Some of you may remember the Leeds Permanent Building Society ad in the eighties for Liquid Gold
46
Arfur would be there talking to his son-in-law and telling him of the benefits of Liquid Gold
46
Liquid Gold my son
46
I have been trying to practice that for oinx and still can’t get it right
46
Liquid Gold was a good account in its time and it took billions
46
It is now a Halifax Account it still has billions but it pays .95%
46
Any decent account will be paying at least 5 times that
46
A person with £10,000 in Liquid Gold would be getting £95 interest

With even an average account they could be getting £400
46
To be fair to the Halifax they are not alone
46 But assuming your accounts are better it gives your staff something to sell against
46a
They just bring out Fastscreen, or Moneyfacts
46a
Totally impartial
46a
And show the customer
47
I am now coming to an end
47
When we launched Moneyfacts 16 years ago
47 We could print all the mortgage products from all the major lenders on one page of A4 and even then it was well spaced out
The Savings Accounts took 21/2 pages

47
We have seen that change from what was a very unsophisticated market to something which is now the most advanced savings and mortgage market in the world
47
The use of financial data now gives you opportunities to enhance the sales and marketing process
47
Some people have become adept at it
47
Some have hardly started
47
One advantage it gives you is that it can make the process fun
A
As I say looking for a savings or mortgage product is hardly a barrel of laughs
A
People are worried
A
Are they making the right decision
A
Is the other product better
A
If you’ve got a good product
A
You need to make sure your staff and your customers know
A
And you need to put your staff in a position to show the customer
A
If anyone is interested in having a more detailed look

The systems I’ve mentioned will be demonstrated outside during the lunch break
THANK YOU
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