Referrals in the financial sector: Accountants and financial advisors

Abstract
Information asymmetry occurs in the finance market where the seller is also the expert that
determines customer needs. There appears to be little market research into the use of
promotional activities and referrals by accountants and financial advisors. This current study
determines whether the financial services market is well served, customers are satisfied, and
explores the search behaviours of customers. The questionnaire was developed in
consultation with two financial advisory firms before distribution to clients of each of the two
firms. Clients seriously consider personal financial matters and investment opportunities on
the initiation of the topic from their accountant or lawyer. Ninety six per cent of clients
(consistent results across all three locations) were comfortable with their accountant or
lawyer referring them to an advisory firm. A recommendation is to encourage accountants or
lawyers to play a more active role with their clients on financial or investment matters.
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Introduction

i.

Information asymmetries affect many different markets when the seller is also the expert
that determines the customers’ needs (Wolinsky, 1993). Services such as accounting and
financial services have experts who are also the sellers of the service. These experts
determine how much of the service the client needs. Within this market, the client can neither
determine how much they need or how much was actually performed. The expert is the
knowledgeable person in a situation of information asymmetry.
The information asymmetry allows for opportunistic behaviour of the sellers. Seller’s
effort is unobservable and success of the service is not objectively measurable (Pesendorfer,
& Wolinsky, 2003). Sellers are then able to cheat or defraud to gain advantage of the
situation. There are two forces that mitigate experts’ incentives to misrepresent treatments.
These forces are multiple opinions, and sellers concern for reputation (Wolinsky, 1993). A
client may continue to seek out experts or get experts opinion until opinions are deemed
credible, or sooner given that there are search costs for the client. The importance of search
in financial markets and financial services, until recently, has been largely under researched
(Ligon, 2003) even though search plays an important role in financial planning services
(Braham and Borrus, 2002).
Discussion of information asymmetry in markets has given rise to the term credence
good as termed by Darby and Karni (1973). A credence good is a product or service whose
usefulness or necessity is better known to the seller than the purchaser (Fong, 2005).
Following consumption of a credence good may persist information asymmetries.
Fong (2005) proposes that a result of credence good and heterogeneities among clients
can cause sellers to defraud or cheat their customers. In addition, the existence of cheating
can damage the communication of useful information and result in inferior services (Fong,
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2005). Original and seminal authors of theoretical studies of credence goods include (Pitchik
and Schotter (1987, 1993) and Wolinsky (1993).
A mechanism to ensure honest services is the separation of diagnosis and treatment
(Emons, 1997). The diagnosing expert has no incentive to recommend unnecessary
treatments and the treatment expert will fix only that which has been diagnosed. The
prescription and preparation of drugs has been used as an example of the separation
mechanism (Emons, 1997). In this current study, we propose that the accounting professions
and financial advising professions have a separation mechanism when an accountant refers a
client to a financial adviser as the services provided differ. No benefit reciprocated back to
the accountant exists except for the continuation or improvement of the client relationship.
Thus, the referrer will attempt to provide an honest and credible referral.
There is a disadvantage to the separation mechanism when diagnosis and repair are
cheaper conducted jointly than separately (Emons, 1997). Economies of scope may make the
search for various diagnosis and treatment experts as costly and inefficient for the client.
Clients trust their accountants and consequently referrals from accountants are sought
after (Basso, 2007). Personal financial planning includes a number of risks for the client with
little diversification, little transparency, and information agency problems. Because of these
risks, clients are likely to turn to credentials as a proxy for quality and trustworthiness (Black,
Ciccotello, & Skipper, 2002).
With the requests made to accountants comes the need of the accountant to maintain
integrity and develop relationships. Investor confidence is considered to be an important
element in the financial market (Jackling, & Sullivan, 2007). The referral system is thereby
important to study to maintain accountants’ well standing integrity in the community and
business environment. Making referrals for clients also provides the client with a service of
recommendations when the referring organisation doesn’t provide the sought after service.
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At the same time that accountants need to be aware of the need to maintain integrity in
the referral process, those who are seeking referrals could place high demands on obtaining
referrals. Referrals provide much business for some organisations. Referrals are part of the
networking relationships, and as these are human relationships, should be maintained and
pursued (Ford, Gadde, Hakansson, & Snehota, 2003).
The referral system discussed here is of business to customer, or business to business,
rather than from customer to customer. Referrals from customer to customer are often
researched under the gauss of word of mouth. For a discussion of word of mouth in the
financial sector, refer to Money (2000), Money, Gilly, & Graham (1998), Buttle (1998), File,
Cermak, and Prince (1994), Gounaris, Stathakopoulos, Athanassopoulos (2003), or File,
Mack, and Prince (1995).
When the referral system is working well, then the referrer and the referee benefit by
forming a networked service for the client. The client utilises the different businesses and the
referral relationship so that the network could even support a competitive advantage in
business (Wickham, 2004). There are indications that interpersonal influence is exerted both
ways in a word of mouth dyad (Yale & Gilly, 1995).
Both referrer and referee may benefit form the referral alliance. “ Strategic business
networking opportunities can be based on healthy referrals that are made possible by the
creation of relationships with business professionals that offer other services to one’s
customers and, once this process is established, it could create win-win relationships that may
lead to cross-referrals for future business” (Ball, 2005, cited in Basso, 2007).
There appears to be little market research into the use of promotional activities by
accountants and that more research attention should be placed on marketing in the accounting
profession (O’Donohoe, Diamantopoulos, & Petersen, 1991). Given the highly used approach
of referrals in the accounting and finance professions, and the lack of research into the
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referral process, this study investigates the referral process by inquiring into financial advisor
clients that have been referred by accountants.

1. Theoretical review

The literature surrounding the referral process makes reference to three topics. These
topics are referrals, networking, and word of mouth. Word of mouth is a dominant force in
the market place of services (Mangold, Miller, & Brockway, 1999), and yet there is little
research into these word of mouth activities (Mangold et al., 1999). While important, word of
mouth referrals tend to be used in the context of customers making referrals, rather than the
service organisation making a pseudo alliance with another organisation.
Context is an important interplay with business referrals. There are a few studies that
have investigated the impact culture has on word of mouth. Japanese buyers have been found
to consult more referral sources than American buyers (Money, Gilly, & Graham, 1998).
Word of mouth appears to have greater influential effects than advertising and sales
promotions in business to business context (Park, Roth, & Jaques, 1988). Where informal
communication is the primary information for customers, such as professional services, word
of mouth is a significant influence (Reingen & Kernan, 1986). Word of mouth is also a
significant influence where quality is difficult to assess (File, & Prince, 1992) or where
communication through mass media may be inappropriate (Money, 2000). Positive word of
mouth is critical in the finance sector (File & Prince, 1992) and the “soft” human side is
important for generating positive word of mouth (Henshaw, 1989). For those making
purchases of financial services, referrals were a significant source of financial provider
(Money, 2000). The results of the study into marketing of accountants’ indicate that emphasis
is placed on referrals and personal communications (O’Donohoe, et al., 1991). Even though
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the importance on word of mouth has been established, research of word of mouth for
services has been researched less than that of word of mouth for manufactured goods (Berry
& Parasuramen, 1991).
After exploring who does the referring of financial services, Money (2000) concludes
that a variety of sources are used and the results also indicate that banks and insurance
provide a high level of co referrals. Money (2000, p. 325) also concludes with the question
“how can sellers of financial and other commercial services influence the WOM [word of
mouth] process and the sales decision through a referral source?” This current study
continues with the investigation proposed by Money (2000).

2. Theory

There has been little research in the domain of referrals in relationship marketing
(Peck,Christopher, & Payne, 1999). Referral sources can be defined by: existing customers
and other non-customer referral sources (Peck, Christopher, Payne, 1999).). Peck,
Christopher, and Payne (1999) further defines the customer referral sources as advocacy
referrals or customer base referrals. An advocate is someone who actively recommends an
organisation to others. The advocate is considered a customer. However, many business
influences and referrals have advocates that are not customers. A formal business relationship
may be upheld and that would constitute a joint venture or alliance. Few organisations have
any formal processes of maximising the use of referrals (Peck, Christopher, Payne, 1999).
Particular advocacy referrals from professionals or business organisations have been
defined further. Of particular interest in this study is the classification of expertise referrals.
Expertise referrals are made when the customer seeks specialist expertise or knowledge. The
referrals are typically on a irregular ad hoc basis. There is the belief that the person making
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the referral receives on-going goodwill from the customer receiving the recommended
referral. The reputation and status of the person or organisation making the referral may also
be enhanced. For the professional making the referral, it would be in their interest to offer
advice.

3. Financial Advisors & Planners

The particular professionals that are of interest in this study are financial advisors and
planners. While an advisor and planner may be deemed different, they both can be providing
advice or guidance to a person’s finances. So for the purposes of this study advisors and
planners are deemed synonymous. A brief discussion will now cover what financial advisors
tasks are and what has been found regarding their clients views.
Financial advisors, or planners, can be said to principally establish an optimal portfolio
of risky assets for their client (Vos, & Milner, 2002). The optimal portfolio is also referred to
as the market portfolio. Vos and Milner (2002) suggest that financial planners add value by
providing investment advice on determining the risk profile of the client, determining the
risk-free asset and risky basket of assets, and mapping clients to the capital market line.
Vos and Milner (2002) found that 68 per cent of respondents strongly agreed that
financial planners add value through investment advice. Superior knowledge and
empowerment were the main reasons given for why financial planners add value with 59%
agreeing to the category. Financial planners are found to take into account characteristics
such as age, income and financial goals, and personal preferences for risk.
Black, Ciccotello, & Skipper (2002) argue that personal financial planning lacks
theoretical foundation and there is a lack of rigorous research with few post graduate level
programs. There exists modern portfolio theory though little theory of personal finance.
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Black, Ciccotello, & Skipper (2002) propose a personal financial planning model that inserts
an agent between the client and the experts rather than a specialist model that has the client
referring to several different experts. Two issues that have been raised with the planner
model that requires additional research are that there is an absence of research of the
existence of economies of scope and whether a specialist can also be a planner.
However, where there is a referral process from expert to expert mitigates the search
costs. Thereby, the separation model as a modified specialist model with referrals could be
used rather than the planner model.
In addition to under research of financial planning models (Black, Ciccotello, & Skipper,
2002) and financial planning in general (Cowen, Blair, & Talor, 2006), there is also criticism
of the lack of skills required of financial planners, and a gap existing between client and
financial planner expectations of skills (Jackling, & Sullivan, 2007).
An Australian study into the most important professional skills of financial planners and
perceptions of technical and behaviour skills of financial planners showed that
communication skills are the most important and that these skills are those most lacking in
recently qualified financial planners (Jackling, & Sullivan, 2007). The Australian Financial
Planning Association has received criticism of the quality of advice clients are offered and
Australian surveys (ASIC, 2003 & 2006) have been critical of advice offered by financial
planners. Australia has not been the only country that has received criticism for the advice
quality of financial planners. The recent economic recession has highlighted issues with the
financial markets around the world. There has been a series of financial investment
organisation collapses around the world including New Zealand, and with the collapses have
been investigations into the reasons for the collapses. One of the concluding reasons has been
the poor financial advice given to clients. Almost a quarter of new financial planning clients
came to their provider because of an unsatisfying experience with a previous provider
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(Braham & Borrus, 2002).
Upon developing a model of financial services Ligon (2003, p.288) concludes:
Determining whether a market is being well served involves identifying whether
dissatisfied consumers search for a new provider, identifying what components of the
experience with the previous provider led the consumer to search, and identifying what
characteristics lead particular providers to amass larger client panels than their apparently
identical competitors. If dissatisfied customers don’t search, then there is no incentive for
costly quality enhancement within a certification or qualification.
This current study explores the issues identified above, in particular, this study intends to
determine whether the financial services market is well served, customers are satisfied, and
explore the search behaviours of customers. With the changes and proposed changes
occurring in New Zealand, an investigation into financial services, customer satisfaction, and
search behaviours is desirable. A reference from Ligon (2003) summarises the justification
for this current study:
Research identifying the factors influencing consumer satisfaction and willingness to
search will allow certifying authorities to identify the characteristics that consumers regard
as desirable in providers and, in addition, will allow providers with a particular certification
to enhance the quality of their product above and beyond that provided by certification.

4. New Zealand Environment of Financial Advisers.

In 2004 a task force was appointed to consider regulation of financial advisers in New
Zealand. The review of the financial adviser sector was initiated because of a concern that
advisers were not accountable to the public, experience and expertise did not match public
expectation, and members of the public may not be able to make informed decisions about
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their advisers.
Financial advisers have been self regulated in New Zealand. Regulation has been through
the pressure on financial advisers to provide accurate information to maintain reputation. The
IMF have also recommended more regulatory oversight. Consequently, the Financial
Advisers Act and the Financial Service Providers Act came into force in September 2008.
The regulation applies to financial advisers, accountants, and those providing financial advice
to the New Zealand public. The purpose of the Acts is to promote sound and efficient
provision of financial advice and encourage confidence in the profession. As the legislation of
financial advisers is recent, the full impact of the legislation is not yet known.

Method

ii.

This study sought to understand client perceptions of their experiences from throughout
the referral process (referral commencing with their accountant or lawyer through to a
financial advisory firm) when making financial and investment decisions.
The questionnaire was developed in consultation with two financial advisory firms
before distribution to clients of each of the two firms. The questions followed a typical
financial and investment decision process model.

Included in the questionnaire were

questions on:
•

Need activation (the role of the client and professionals in stimulating/activating
need).

•

Client internal and external information searches.

•

Client evaluative criteria in choosing financial and investment advice.

•

Client expectations from the financial advisory firms.

•

Post decision evaluations clients provided to enable financial advisory firms to
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identify opportunities for improvements.

In early July 2005, 97 questionnaire packs were sent to two financial advisory firm
clients that were located in three New Zealand cities; Christchurch, Dunedin, and Wellington.
Reminder questionnaire packs were sent out to clients who had not responded after two
weeks to increase response rates to an acceptable level. At close off in late July, there was an
overall response rate of 53%.
The response rate was acceptable and there is sufficient data gathered to be able to draw
a number of conclusions with certainty and confidence. The results indicate opinions have
been obtained across the spectrum.

iii.

Results

The results of the survey are presented in five sections below.

1. Client Approaches for Seeking Out Financial or Investment Advice

Client approaches to seeking financial or investment advice was consistent between
advisory firms and across all three geographic locations (i.e. Wellington, Christchurch and
Dunedin), apart from personal research and the internet where Dunedin tended to have lower
preferences (figure 1). Professional advice was the most preferred followed by personal
research. The advertisement and internet and yellow pages were the least preferred.
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Figure 1: Client Preferences for Seeking Out
Financial or Investment Advice Prior to Being
Referred to a Financial Advisory Firm
Christchurch

Dunedin

Wellington

Group Total

7.0

Average Score

6.0
5.0
4.0
3.0
2.0
1.0
0.0
Advice of
friends/family

Rely on past Internet / Yellow Advertisement
experiences
pages
response

Professional
advice
(accountant
etc.)

Personal
research
(articles etc.)

2. Client Experiences From Seeking Out Advice From Their Lawyer or Accountant



On average 66% of clients seriously consider personal financial matters and
investment opportunities on the initiation of the topic from their accountant or lawyer
(figure 2).



Less than half (42%) of clients were challenged by their accountants or lawyers to
look at other approaches to financial matters and investment opportunities (higher in
Wellington and Dunedin (53% and 57% respectively) and lower in Christchurch
(26%).
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In 38% of cases accountants or lawyers had raised with their clients a need to seek
personal financial or investment advice (50% in Wellington).



On average 32% of clients knew their accountant or lawyer had a relationship with an
advisory firm (it ranged from 17% in Wellington to 39% in Christchurch).



Thirty six percent of clients would have found it useful to know about their
accountant or lawyer’s relationship with the financial advisor earlier in the referral
process (50% for Wellington given only 17% of clients were aware their accountant
or lawyer had a relationship with an advisory firm).

Figure 2: The role of the Accountant or Lawyer Prior
to being referred to a Financial Advisory Firm
Yes

No

Wellington

Dunedin

Christchurch

100%
90%
80%
% of Clients

70%
60%
50%
40%
30%
20%
10%
0%
Initiated the
process



Challenged their
clients

Raised the need
Awareness of
to seek advice financial advisor

Usefulness of
awareness

Ninety six percent of clients (consistent results across all three locations) were
comfortable with their accountant or lawyer referring them to an advisory firm (figure
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3). The main reason cited in a majority of cases was the client’s trust, confidence and
faith in their accountant to provide the right advisory firm.



On average 78% of clients had their expectations met or exceeded whilst being
referred by their accountant or lawyer (ranged from 58% in Wellington to 86% in
Christchurch). Note: - eighty six to ninety two percent is an acceptable range. Only
58% of Wellington clients experienced satisfaction through the referral process.
Many clients had no expectations at all which led to the low scores.



On average 72% of clients felt it was beneficial that their accountant or lawyer works
in partnership with their financial advisory firm (67% for clients aligned to Dunedin).



Generally clients (71%) have not felt their relationship has strengthened as a result of
being offered additional services through a financial advisory firm.



Seventy five percent of clients would not see their relationship with their accountant
or lawyer affected if they had a negative experience with a financial advisory firm.



Eighty eight percent (high for clients in Wellington – 92%), would recommend their
financial advisory firm to a family member or friend seeking financial or investment
advice.



Eighty four percent of clients would have sought financial or investment advice
elsewhere if their accountant or lawyer had not referred them to a financial advisory
firm (on average 41% did approach another advisory firm(s) either on the basis of

14

seeking comparative information or because of past experiences with other advisory
firm(s)). Sixty seven percent of clients in Wellington went straight to the advisory
firm recommended by their accountant or lawyer.

Figure 3: Client Experiences & Perceptions of being
Referred by their Accountant or Lawyer to a Financial
Advisory Firm
Yes

No

Christchurch Yes

Dunedin Yes

Wellington Yes

100%
90%
80%
% of Clients

70%
60%
50%
40%
30%
20%
10%

3

Approaching other
advisory firms

Seek financial advice

Recommending
financial advisor

Negative experiences
affecting relationships

Strengthening of client
relationships

Benefit of
professionals working
in partnership

Expectation met being
referred

Comfortable to being
referred

0%

Client Satisfaction With Their Financial Advisory Firm

 Financial advisors were scored much lower as a comparison with other service
dimensions on “first impressions” – especially in Wellington (figure 4). Wellington
financial advisors when benchmarked against Christchurch and Dunedin did not
project image/manage perceptions of personality/character as well. These advisors
may put their own preferences in the way of accommodating their client needs (a
supporting comment suggests selling at the expense of relationship building).
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The level of client satisfaction is much higher with Christchurch and Dunedin than
Wellington. Christchurch clients valued the personal service provided and the
outstanding personality/character elements of advisors and as a result scored these
elements high. Dunedin scored high on the management attributes of advisors of
contact, visibility, and follow up by clients who recognised these qualities.

Figure 4: Client Feedback on their Level of
Satisfaction to the Service Provided by their Financial
Advisory Firm
Christchurch

Dunedin

Wellington

Group Total

NZ Benchmark Top 10%

7.0
6.5
Average Score

6.0
5.5
5.0
4.5

4.0



Overall clients were very satisfied with the services provided by financial advisory
services in Christchurch and Dunedin, and in Wellington. On average 98% levels of
satisfaction (Table 1) (note: - these are very acceptable levels for the top 10%
performers which have satisfaction scores of 92% and above) with mean scores
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ranging from 5.51 to 5.94 (Table 2) (note: - acceptable mean score levels for the top
10% performers is 5.28 and above).

Question\ Likert Scale
Part 3 Question 1
Part 3 Question 2
Part 3 Question 3
Part 3 Question 4
Part 3 Question 5
Part 3 Question 6
Part 3 Question 7
Part 3 Question 8
Part 3 Question 9
Part 3 Question 10
Part 3 Question 11
Part 3 Question 12
Part 3 Question 13
Part 3 Question 14
Part 3 Question 15
Total

Table 1: Frequency on the Likert Scale
Do not meet
Exceed
expectations
Meet expectations
expectations
1
2
3
4
5
6
7
0
1
1
13
10
16
4
0
0
2
6
10
16
9
1
0
1
6
11
17
9
0
0
0
5
10
17
13
0
0
1
6
6
21
10
0
0
2
6
8
18
11
0
1
0
7
6
15
13
0
0
0
3
4
18
19
0
0
0
3
7
18
16
0
1
1
4
7
14
16
0
1
0
4
7
13
15
0
0
0
7
6
11
15
0
0
1
4
8
15
13
0
0
0
2
6
10
23
0
0
0
3
5
16
18
1
4
9
79
111 237
204

Total
45
43
45
45
44
45
44
44
44
43
40
39
41
41
42
645

Table 2: Mean Table for Client Satisfaction Scores
How well have expectations been
met with:
First impressions
Listening to my needs
Understanding of my situation
Communicating advice
Level of financial knowledge
Providing sound recommendations
Creating trust & respect
Being courteous to me
Providing service
Maintaining contact with me
Being easy to contact
Replying promptly
Following up
Appearance & mannerisms
Professionalism & relating
Overall Mean

Group
Total
5.14
5.51
5.47
5.84
5.74
5.67
5.71
6.17
6.02
5.80
5.89
5.81
5.85
6.28
6.15
5.80

Christchurch
5.33
5.59
5.61
5.89
5.94
5.94
6.00
6.22
6.28
5.72
5.69
5.67
5.93
6.25
6.12
5.88

Dunedin
5.23
5.67
5.54
5.77
5.85
5.54
5.85
6.31
5.92
6.08
6.33
6.17
6.00
6.50
6.42
5.94

Wellington
4.75
5.25
5.17
5.83
5.27
5.42
5.09
5.91
5.73
5.60
5.70
5.60
5.55
6.09
5.91
5.51
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% Satisfied
95%
96%
95%
100%
98%
95%
96%
100%
100%
95%
97%
100%
97%
100%
100%
98%



Clients rated financial advisors with significantly high satisfaction scores in the following
service dimensions:
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o

Being courteous

o

Appearance and mannerisms

o

Professionalism and relationship skills

o

Providing service

o

Communication skills

o

Following up on promises made

o

Easy to contact.

Client Feedback on the Referral Process and the Service Provided by their Advisory
Firm



Feedback on improvements an accountant or lawyer can make as part of the referral
process include:
o declaring their interests with a financial advisory firm especially with regard
to receiving payments.



Feedback on what an accountant or lawyer does well in the referral process:
o accountant working well with the advisor.
o anticipating when a client was ready to make an investment.
o knowing what a client needs and accommodating it.
o being professional and showing trust.
o providing options and allowing the client to choose.
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o conveying and declaring past experiences/relationships with an advisory firm.



Feedback on improvements clients would like to see their advisory firm make:
o increase knowledge of rental investment market.
o relationship building verses salesmanship.
o more regular contact and updates (including staff changes).
o reduce fees.
o communicate in a way which is easily understood.



Feedback on what their advisory firm does well:
o understanding client needs.
o providing good advice, professionalism, and communication skills.
o regular reports and newsletters.
o maintaining contact.
o managing portfolios.

iv.

Discussion

The research sort to provide information on financial advisor client beliefs and attitudes
throughout the referral process and the financial and investment decision process. Over July
2005 clients from Christchurch, Dunedin, & Wellington were surveyed. There was an overall
response rate of 53%.
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Clients prefer to seek financial or investment advice in person from an accountant,
lawyer, or banker. They read widely and take advice from friends and family. They will not
respond to advertising or internet searches.
The accountant or lawyer plays a critical role in activating a client to consider
personal financial matters and investment opportunities. Unfortunately the accountant or
lawyer is passive when challenging clients to consider opportunities, raising the need to seek
advice, and promoting their partnership with an advisory firm. If the accountant or lawyer is
not active in the referral process of clients will seek advice elsewhere.
Clients are very comfortable being referred to an advisory firm by their accountant or
lawyer. Experience suggests clients are very satisfied with the outcomes of being referred to a
advisory firm and will recommend their advisory firm to others.
For a third of clients, their relationships with their accountant or lawyer has
strengthened as a result of being provided additional services (this is high given other studies
indicate the relationship is generally already very good). Twenty five percent of clients would
see their relationship with their accountant or lawyer affected if they had a negative
experience with a advisory firm.
Clients are very satisfied with the service and the performance of advisors at their
advisory firm. The advisory firms are benchmarked between the three regions, the service
dimensions examined suggest there are opportunities for improvement with the way advisors
project their image and manage relationships with their clients (figure 4).
Clients select an advisory firm based on service (which includes being understood,
being kept informed, and on contact being maintained), investment choice, and reassurance
which is personal/recommended/ advised.
The following recommendations are provided to financial advisors as action points:
Financial advisors need to consider:
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Encouraging accountants or lawyers to play a more active role with their
clients on financial or investment matters as clients are very comfortable with
the referral process and going to an advisory firm. Opportunities are being
missed due to clients going elsewhere.



Looking at ways accountants or lawyers can better promote to their clients
their partnership with the local advisory firm.



Providing advisory firms training on image projection/managing perceptions
of the way advisors present themselves (initial meeting, building relationships,
managing client needs, presenting opportunities, and managing the
relationship over the long term).



The marketing approach centring on the referrers and providing them support
material which helps to make referrals easier and to explain the relationship
with the advisory firm.

v.

References

Ball, L. (2005). Networking is the buzzword for referrals. Air conditioning, Heating &
Refrigeration News, 225(2): 36.
Basso, R. (2007). How a CPA should work with vendors: A vendor’s perspective. The CPA
Journal, 77(7), 14-15.
Berry, L. L., & Parasuramen, A. (1991). Marketing services: Competing through quality.
New York: The Free Press/Macmillan.

21

Black, K. Jr., Ciccotello, C. S., & Skipper,H. D. (2002). Issues in comprehensive personal
financial planning. Financial Services Review, 11, 1-9.
Braham, L., & Borrus, A. (2002). Which adviser knows the way? Almost anyone can hang
out a shingle. Here’s how to search out the right guide for you. Business Week,
(November 25), 146-149.
Buttle, F. A. (1998). Word of mouth: understanding and managing referral marketing,
Journal of Strategic Marketing, 6(3), 241-254.
Cowen, J. E., Blair, W. T., & Talor, S. M. (2006). Personal financial planning education in
Australian universities. Financial Services Review, 15, 43-57.
Darby, M. R., & Karni, E. (1973). Free competition and the optimal amount of fraud. Journal
of Law and Economics, 16, 67-88.
Emons, W. (1997). Credence goods and fraudulent experts. Rand Journal of Economics,
28(1), 107-119.
File, K. M., & Prince, R. A. (1992). Positive word of mouth: Customer satisfaction and buyer
behaviour. International Journal of Bank Marketing, 10(1): 25-29.
File, K. M., Cermak, R. A., & Prince, R. A. (1994). Word of moth effects in professional
services buyer behaviour. The Services Industries Journal, 14(3), 301-314.
File, K. M., Mack, J. L., & Prince, R. A. (1995). The effect of interactive marketing on
commercial customer satisfaction in international financial markets. Journal of Business
and Industrial Marketing, 10(2), 69-75..
Fong, Y. (2005). When do experts cheat and whom do they target? RAND Journal of
Economics, 36(1), 113-130.

22

Ford, D., Gadde, L., Hakansson, H., & Snehota, I. (2003). Managing business relationships
(2nd Ed.). Chichester: John Wiley & Sons.
Gounaris, S. P., Stathakopoulos, V., Athanassopoulos, A. D (2003). Antecedents to perceived
service quality: an exploratory study in the banking industry. International Journal of
Bank Marketing, 21(4), 168-190.
Henshaw, G. R. (1989). How a California bank uses image research. Bank Marketing, 21(3):
20-22.
Jackling, B., & Sullivan, C. (2007). Financial planners in Australia: an evaluation of gaps in
technical and behavioural skills. Financial Services Review, 16, 211-228.
Ligon, J. A. (2003). Search, adverse selection, and the services of financial experts. Financial
Services Review, 12, 275-291.
Mangold, W. G., Miller, F., & Brockway, G. R. (1999). Word of mouth communication in
the service marketplace. Journal of services marketing, 13(1): 73-89.
Money, R. B. (2000). Word of mouth referral sources for buyers of international corporate
financial services. Journal of World Business, 35(3): 314-329.
Money, R. B., Gilly, M. C., & Graham, J. L. (1998). Explorations of national culture and
word of mouth referral behaviour in the purchase of industrial services in the U.S. and
Japan. Journal of Marketing, 62(4): 76-87.
Money, R. B., Gilly, M. C., & Graham, J. L. (1998). Explorations of national culture and
word-of-moth referral behaviour in the purchase of industrial services in the United
States and Japan. The Journal of Marketing, 62, 76-87.

23

O’Donohoe, S., Diamantopoulos, A., Petersen, N. (1991). Marketing principles and practice
in the accounting profession: A review. European Journal of Marketing, 25 (6): 37-54.
Park, C. W., Roth, M. S., & Jaques, P. F. (1988). Evaluating the effects of advertising and
sales promotions campaigns. Industrial Marketing Management, 17, 129-140.
Peck, H., Christopher, M., Payne, A. (1999). Relationship marketing: Strategy and
implementation. Woburn: Butterworth-Heinemann.
Pesendorfer, W., & Wolinsky, A. (2003). Second opinions and price competition:
inefficiency in the market for expert advice. Review of Economic Studies, 70, 417-437.
Pitchik, C., & Schotter, A. (1987). Honesty in a model of strategic information transmission.
The American Economic Review, 77(5), 1032-1036.
Pitchik, C., & Schotter, A. (1993). Information transmission in regulated markets. Canadian
Journal of Economics, 26(4), 815-829.
Reingen, P. H., & Kernan, J. B. (1986). Networks in marketing: Methods and illustration.
Journal of Marketing Research, 13(4): 370-378.
Vos, E., & Milner, F. (2002). The theory and practice of investment advice in financial
planning. Business Review, 4(2), 2-14.
Wickham, P. A. (2004). Strategic entrepreneur. (3rd Ed.). Essex: Pearson.
Wolinsky, A. (1993). Competition in a market for informed experts’ services. Rand Journal
of Economics, 24, 380-398.
Yale, L. J., & Gilly, M. C. (1995). Dyadic perceptions in personal source information search.
Journal of Business Research, 32(3): 225-238.

24

