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Foreword 



M uch has changed in 2022, particularly in the wider political 
and economic landscape, but many of the same themes such 
as uncertainty and political instability impact the savings and 

retirement market.  We are delighted to share our outlook for the market in 
2023 and hope this document helps firms and the wider industry reflect and 
prepare for the year ahead.

As the cost of living rises and people reign in their spending, firms across all 
aspects in the savings and retirement market have the opportunity to support 
customers through this volatile time. Firms have an opportunity to educate 
and support customers with their financial wellbeing goals  at a time when they 
need this most. This will require innovation and strategic planning to both grow 
and strengthen their existing market share. Firms must also think about their 
employees and the financial wellbeing support they can set up in the workplace 
to ensure the wider macro environment does not impact productivity.

Consumer Duty continues to be a hot topic and for good reason – the 
opportunity it presents to ensure outcome-focused client results and 
differentiated propositions can provide enhanced customer satisfaction. 
However, it is expected that firms will be under scrutiny in the next year to 
ensure that regulatory requirements have been properly embedded.

Despite the cost-conscious environment, transaction and transformation 
activity has not slowed down within the platform space, although we anticipate 
less new activity in the market in 2023 with a focus on achieving efficiencies 
and synergies from the recent transactions. However, this could be the 
year that we see more movement in the BPO market which was impacted by 
COVID-19. We expect firms in the next year to review their BPO options with a 
view to reduce costs without impacting customer experience.

Although the next year brings a great deal of uncertainty, we see a huge 
amount of opportunity for firms to grow, innovate and  provide support to 
people at a time when their savings and retirement are more important than 
ever. We hope you enjoy reading our views and please do get in contact if you 
wish to discuss or provide feedback on any aspect of this publication.
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Advice

2023 will be another exciting year full of opportunities to scale, 
grow and transform the Financial Advice profession.  There 
remains a significant opportunity to support households 

with their financial wellbeing and this has come into sharper focus in what has 
been a tumultuous year for households, the markets and the economy, with 
uncertainty set to remain throughout 2023.

In recognizing their importance in the value chain, Advice firms will demand more 
from their ‘suppliers’ in 2023 – this is already coming to the fore with advice firms 
taking on the role of the platform operator and either white labelling or building 
their own investment propositions. This will further accelerate, particularly with 
PE backed advice firms who are looking for additional ways to build value in the 
business. Providers will respond – either through better aligning their solutions 
to fit with the increasingly important role advice firms play in the value chain, 
or through building their own access to distribution by creating in-house advice 
capabilities.

In 2023, life and pension providers will place bigger bets on the advice market as 
they seek to be more helpful to their customers. This will be further fuelled by the 
regulator moving forward in providing clearer delineation between personalized 
guidance and advice, creating the pathway for trusted brands to deliver digital 
guidance and hybrid advice services to a larger pool of households.  

In this model, access to advisers and distribution reach will be critical. As such, 
we anticipate further acquisition of advice firms to provide access to customers 
and talent, growth in centralized and remote advice delivery models servicing 
customers through a hybrid model, and the attraction of new talent from 
untapped areas such as career switchers from customer service and operations 
roles to growing adviser academies. With this model there will be a much greater 
emphasis on client engagement and education, better supporting them with 
tailored communications, dynamic financial planning, video engagement tools and 
digital portals.
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Although M&A will continue through 2023 we expect to see larger advice firms 
place more emphasis on their integration efforts and driving transformation 
ready for future exits. To date it has been difficult for consolidators to realise 
their full potential and we expect to see recognition that a simple buy and build 
strategy, without the requisite integration, will lead to poor value accretion. 
Transformation of these firms will be a critical driver in attracting the desired 
multiples in the future and to differentiate across an increasing number of ‘me-
too’ strategies. There will be a big focus in 2023 on implementing and increasing 
adoption of technology – advice firms will invest in building integrations across 
their technology stack to increase adviser efficiencies. The development in this 
space will be led by larger firms, but ultimately smaller firms will reap the benefits 
of improved integrations from well-used providers and be able to adopt a more 
integrated ecosystem (with less reliance on provider influence). 

With the above trends in mind we expect 2023 will bring the next wave of 
consolidation, therefore beginning the journey towards a significant growth in 
restricted advice models built around a tightly controlled vertically integrated 
customer proposition. In turn, this will present a significant lock-out risk for 
current providers to advice firms in the value chain e.g. investment providers and 
platforms.

There will remain opportunities for smaller directly authorized firms to thrive 
and we believe this will create a resurgence with support service providers as 
smaller firms look for strength in numbers and to retain a collective voice to drive 
professionalism in the advice sector. These providers will expand their capabilities 
to deliver broader access to integrated propositions and technology ‘out of the 
box’, enabling advisers to focus on what they do best in ‘supporting customers 
with their financial planning’.

Whatever side of the industry you sit on, the future of Financial Advice is 
positive and the pace of transformation will accelerate – all of which will benefit 
households in the future.
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Platform

T ransaction activity and transformations have continued to be the dominant 
theme in the platform market space throughout 2022, and this does not 
show signs of slowing down any time soon. Over the next 12 months, the 

winners will be platforms able to undertake major change and deliver value 
quickly, economically, and with minimal impact to end users.

Private equity firms keen to exploit potential synergies, incumbent platforms 
seeking to scale, and advise firms executing a vertical integration strategy have 
continued to drive the activity. We expect that transactions will continue in 2023, 
however, they will not be the dominant theme of the year as the pool of potential 
opportunities reduces.

On the transformation front, existing inflight programmes at several large 
incumbents continue to seek to deliver modern, differentiated user interfaces, 
enhanced integrations, and product enhancements. While they have all hit 
unplanned complexities along the way, we expect them to embark on aggressive 
campaigns in the market to stem outflows to challengers and leverage their newly 
acquired capabilities in 2023. This will put pressure on other platforms with ageing 
technologies to initiate transformations of their own.

Significantly, 2022 saw announcements from two PE-backed consolidators, of 
a new age of adviser-as-platform solutions. Whilst this model is unlikely to be 
suitable for all adviser firms, these recent moves will be watched from all sides. 
We believe more advisers and wealth firms are exploring this route and are keenly 
assessing the benefits of control of the proposition and financial flexibility, against 
the regulatory and cost overheads. 
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On the other hand, retail intermediated platforms are cognizant of the threat and 
are increasingly investing in defensive initiatives such as better integrations, white 
labelling, enhanced service experience and more flexible pricing. A key segment to 
keep an eye on will be how the smaller players such as Seccl, Hubwise, and Third 
Financial compete with the big players like FNZ or SEI  to provide the BPO and 
technology as and when they choose to do deals.

Whilst in recent years there has been very little regulatory change, the pace 
of regulatory change is picking up, be it the Pension Schemes Act 2021 coming 
into force, or platform providers now having to focus their attention on both 
Consumer Duty and pension dashboard regulations. We believe organizations will 
have to consider the need for increased change budgets to meet these regulations 
that all have aggressive timelines associated.

Lastly, recent turbulence in the financial markets has adversely impacted inflows 
and, should it get worse, may even push up outflows. This will significantly impact 
platform revenues and we expect management to increasingly focus on trimming 
the cost base and maximising operational efficiency.
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Product Trends

A s 2022 draws to a close against a challenging economic and political 
backdrop, opportunities arise for product providers and distributors 
to help consumers and the economy with sustainable and innovative 

solutions. But, will they take them?

The headwinds likely to be experienced by UK consumers in 2023 are sobering; 
higher energy, food and tax bills, continued inflation, and a predicted recession. 
Now, more than ever UK consumers are going to need help with finances and 
planning for their future. Fixed-rate and insurance products that had fallen out 
of favor are once again coming to the fore, owing to the market volatility and a 
renewed focus on good customer outcomes (Consumer Duty). But will dusting 
off and highlighting the benefit of these ‘traditional’ products be enough to tempt 
advisers and customers to invest, or is increased innovation needed to re-position 
these types of assets for the uncertainties that lay ahead?

At Alpha we believe that not only is product innovation needed for these changing 
times, with a focus on sustainable financial change, but also an understanding and 
commitment to empowering customers to take charge of their financial futures. 
Product providers and distributors have a duty to marry the needs of their 
customers with the changing financial landscape and to make sure that the right 
products and services are there for those both accumulating, and decumulating 
their wealth.

We appreciate that this is no easy feat with a sometimes apathetic consumer base 
with limited disposable resources. However, reliance on the products and services 
that we are used to and have always sold does not feel like the dynamic the 
industry is going to need to educate and change customer behaviors and biases. 
Nor is thinking about products on a standalone basis. We believe the providers and 
distributors who will be successful in this prolonged volatile market will be those 
that are providing a suite of products and solutions that intertwine to meet the 
mid to long-term financial needs of their customers. 
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Innovation can be daunting in a cost-focused environment which has significantly 
reduced research, development and change budgets. However, ensuring that 
product providers and distributors have the right products and services to meet 
the changing needs of their customers will be instrumental to future success and 
longevity.

2023 is likely to be a busy year for product providers and distributors, it remains to 
be seen if we will seize the opportunities it presents to create a more sustainable, 
innovative and consumer-focused future.
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Technology

W hilst organizations have continued to demonstrate flexibility and resilience in 
overcoming obstacles such as the pandemic, indelible marks have been left. 
Organizations have implemented new technology solutions to accommodate 

the new normal, such as collaboration tools for remote working, or enhancing digital 
services and propositions. However, challenges await on the 2023 horizon; attracting and 
retaining appropriately skilled resource, the goring financial market challenges, household 
cost pressures and the ongoing need to drive efficiencies, as well as the looming threat 
of recession and shifting global geopolitical landscapes will all impact organizations. 
Accordingly, this is no time for organizations to be satisfied with the progress they have 
made thus far. 

Organizations will need to ensure secure technology foundations are in place to enable 
scalable and efficient change to be delivered to meet these business challenges as they 
emerge. Further, they will also embrace new ways to engage with their customers, such 
as Conversational AI, both as a way of creating operational efficiencies, and to increase 
choice and elongate servicing hours. 

We predict that 2023 will be challenging for many organizations with change budgets likely 
to be constrained. Nevertheless, standing still will not be an option, and spending budgets 
wisely and sensibly will be more important than ever. 

Technology
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People

2023 is the year for firms to bolster their people agenda. 
Although the threat of COVID is fading, certainty has 
not increased. As the cost of living rises and employee 

expectations change, attention must be turned to supporting employees through 
continually challenging times to retain and nurture talent despite wider macro 
pressures.

Rising interest and inflation rates can cause financial stress on the workforce and 
studies have shown financial stress can negatively impact workplace productivity.* 
Firms should review well-being measures currently in place to support their 
employees and protect productivity. Examples of effective measures include 
providing employees with the flexibility to work remotely to reduce travel costs 
and offering support from external financial well-being schemes. The assistance 
should be tailored to the firm’s employee demographics and surveys can be useful 
to understand common themes impacting the workforce. This is, of course, also a 
financially troubling time for firms. Finding mutually beneficial solutions is key. For 
example, allowing employees to work remotely presents opportunities to reduce 
office costs as well as employee travel costs. Careful assessment can help strike 
the right balance. Clear and thoughtful communication of these challenges and 
solutions to the workforce can increase trust and loyalty.  

This is not the time for firms to be complacent. Despite the rising cost of living, 
the employment market is dynamic. Employee expectations now include a greater 
work-life balance, additional benefits, and more flexibility. Some firms have 
mandated employees to return to the office post-COVID to encourage teaming 
and overcome hybrid working challenges. Firms must reflect on these directives 
carefully and assess the derived benefits. Does this align with their employee 
value proposition (EVP)? Is this increasing productivity and supporting retention 
of top talent who have become customed to flexible remote working? Firms 
should reassess their EVPs on an annual basis against the macro environment 
and identify additional opportunities for both the employer and employee. For 
example, flexible home working presents a greater talent pool with those who 
previously could not commit to office work five days a week. This is the time for 
firms to be open-minded and transform current challenges into opportunities.  

*Champion Health, Cost of Living Crisis, 2022
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I n July 2022 the regulator announced its final guidance on the new Consumer 
Duty. The Duty is intended to improve trust in the financial services sector 
and drive a fundamental shift in culture, however it also marks a reset of the 

FCA’s approach and a transition to a new era of ‘outcome focused regulation’.

Whilst the new approach from the regulator is heralded as a positive change, 
resulting in more efficient and preventative regulation, there is no getting away 
from the fact that there will be a lot of work required to meet and evidence 
compliance. 

The last six months has seen firms take bold action in response to the Consumer 
Duty regulation. The majority of Alpha’s clients have made excellent progress on 
completing thorough gap analysis and have ensured good challenge from their 
Boards on proposed implementation plans. However, some firms still appear to 
be somewhat underprepared, with a recent Alpha survey showing 5% of adviser 
respondents were ‘unaware’ of the incoming changes [1].

The real test for most firms will come in 2023 as firms move into implementation. 
In parallel the regulator will move into a period of ‘supervision’ where they will use 
all the tools at their disposal to ensure effective enforcement. The pressure on 
firms will be further exacerbated by the implementation period falling across tax 
year-end, which is of course a busy time for advisers and providers.

As firms begin to mobilise their implementation plans, we would highlight the 
below items for consideration. These are the elements which we have observed our 
clients have often missed and should run in parallel to the core delivery across 
process, product and service enhancements:

Consumer Duty
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 → Consideration of wider value chain – In addition to reviewing their own 
products and processes, firms must review their position in the wider value 
chain, and ensure they are influencing strategic partners and outsourcers 
to evidence compliance with the duty. Firms must also identify any material 
dependencies it has on these third parties with relation to executing against 
their own obligations

 → Training – the regulator will be looking for evidence in plans that firms 
are driving cultural change internally, ensuring the client is central to the 
considerations of all staff members. This could be through the roll out of 
company-wide training, personal objective setting, reward schemes, policy 
documentation etc

 → Data – Firms will require enhanced management information (MI) on 
client outcomes to meet duty expectations around ongoing monitoring of 
products and services. Further to this, the regulator has also highlighted 
that it will likely ask firms for additional data to measure the success of the 
Duty at the portfolio and sector level. All firms must be ready to provide this 
when required 

In addition to meeting the core regulatory objectives, Alpha is seeing firms 
using the new Consumer Duty as a business opportunity to reset and challenge 
themselves on delivering the best possible experience to clients, i.e. through 
redefining the customer proposition, redesigning customer journeys and using 
digital and data to measure the delivery of positive customer outcomes. As such, 
Alpha urges all clients to identify how the new duty will assist in building stronger 
and lasting relationships with clients and advisers.

References: 
[1] Internal Alpha survey of advice firms response to Consumer Duty
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Business Process Outsourcing 
(BPO)

2022 has again been relatively quiet in terms of new BPO 
deals signed, as firms have continued to recover from 
the impact of the pandemic and re-evaluate long term 

strategies and options. A period of analysis has ensued with firms assessing 
operating models against a changed operating landscape, working model, supplier 
outlook and macroeconomic conditions. Traditional BPO objectives, such as lean 
processing, labour arbitrage and overall cost efficiencies, are now standardized 
requirements in the market. The changed and ever-increasing competitiveness 
of the landscape has resulted in even more focus on the need to find solutions 
which deliver improved customer experience supported by agility and flexibility 
in product or proposition development. Central to any new BPO solution or 
development is now an ability to support a firm’s customer retention and growth 
and, thus, sit at the heart of the firm’s business. Suppliers have reacted to varying 
degrees to these pressures and the traditional single supply model has come 
under pressure. Firms are widening their reviews of potential options and, in some 
cases, proactively moving away from a single-supply model with the objective 
of improving end-to-end delivery with a “sum of the parts” approach. Looking 
forward to 2023, we expect an increase in activity as firms move out of the post-
COVID analysis period and consider decisions on their existing BPO solutions or, 
in some cases, on primary outsource scenarios. We expect the central questions 
will be focused on the form of future arrangements, as firms look to retain the 
benefits of traditional models while also seeking to broaden and deepen those 
benefits. Such demands will test a supplier market which is already stretched 
and could well present opportunities for potential market entrants and/or 
multi-supply models. As illustrated by the recent Discussion Paper,‘DP3/22 – 
Operational resilience: Critical third parties to the UK financial sector,’ published 
by the Bank of England and Financial Conduct Authority (FCA), regulatory 
demands will add further to the pressures on the supplier market.   
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