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Other comments 

Share your views 

AAA. Are there any other comments you would like to make to assist us in developing the 

Code? 

professionals such as accountants and lawyers. In addition to this, we must actively 

network and hunt for business opportunities and hope for referrals from the odd client 

although these are few and far between. 

On paper, this industry appears to be a license to print money but in reality this is rarely 

the experience of a new advisor. 

New Zealanders do not see life insurance as a necessary cover the same way they do 

with fire and general insurances. Life insurance is not bought it is sold. For this reason, 

anyone choosing to sell insurance must get themselves outside their comfort zone in 

order to make sales approaches. We are required to overcome people's stereotypes in 

order to gain trust and generate our income. While some advisers thrive on this type of 

work the majority find the sourcing of new clients to be the hardest part of the day-to­

day activity. For this reason, the incentive to put yourself outside your comfort zone is 

regularly measured time taken to offer advice and by the return achievable for doing so. 
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