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AXA Distribution

What part does Distribution play in AXA?
- AXA is both a manufacturer and distributor operating in a distribution driven market.

What are the strategic consequences of this?
- Successful distribution will continue to be Adviser based.
- Strategy requires us to establish as many Adviser relationships as possible.

- To support this we need to offer a number of relationship models:
AXA Dealerships  - sales of approx. $2bn pa
IFA  - sales of approx. $1bn pa
Monitor Money and Spicers - sales of approx. $0.3bn pa
Others    - sales of approx. $0.3bn pa

-  We want to grow Adviser numbers and productivity in all models.

What are the key factors to consider in each model?
- Overall quality and breadth of the Adviser relationship.
- AXA’s share of the value chain.

 



3

The wealth management industry value chain
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The wealth management industry value chain
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Rationale behind Sterling Grace acquisition

Sterling Grace  is:

Australia New Zealand
Monitor Money  -   25 Advisers  Spicers           -  62 Advisers
Assure Service  -   $1.2 billion   Assure Service  -  $1.35 billion

  Arcus FM          -  $500 million

Sterling Grace is a piece of the puzzle that was missing.  It positions AXA in
advisory services, the part of the value chain with one of the highest and most
sustainable growth rates.

With Sterling Grace, AXA is now in the business of giving advice versus merely
providing supporting service to Advisers.

Sterling Grace provides AXA with the ability to get closer to the client, as well
as a share of the advice margin in the growing wealth management sector.
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Relationship Models
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Scalable Services

• common supporting functions: call centre, back office, eCommerce platform
• common master trust and wrap account systems
• some training processes in common
• common pieces in the financial planning process
• common customer segmentation tools
• increase in the breadth of services and products --> common complementary

products to be added to each offer

Each Adviser group offer can be run separately and positioned towards a
different segment of the Adviser market.  There are synergies and
common functions to be shared between these offers:
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AXA Distribution

What part does Distribution play in AXA?
AXA is both a manufacturer and distributor operating in a distribution driven market.

What are the strategic consequences of this?
Successful distribution will continue to be Adviser-based.
Strategy requires us to establish as many Adviser relationships as possible.

To support this we need to offer a number of relationship models:
- AXA Dealerships
- IFA
- Monitor Money and Spicers
- Others

We want to grow Adviser numbers and productivity in all models.

What are the key factors to consider in each model?
Overall quality and breadth of the Adviser relationship.
AXA’s share of the value chain.
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“More” Strategy

More Advisers in each relationship model    -  Recruit & Acquire Advisers

More production per Adviser             -  Development of Skills and 
               Supporting Systems

More income by participating in more        -  Expand Sterling Grace Model
of the value chain                                            * Recruit Advisers

     * Acquire Other Practices
     * Acquire “Sterling Graces”
     * Build an AXA Version

More influence over the distribution of
AXA products and services                        -  All the above. Some more than others.

More sales and more value per sale for more profit to deliver K5

 


