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What is the product  
and service outcome?

Clients can only achieve good customer outcomes  
if the products and services are fit for purpose.  
That’s why the products and services outcome is 
central to firms acting to deliver good outcomes.

Complying with PROD Rules
For firms already complying with the PROD rules, meeting the 
requirements for this outcome should be fairly straightforward. 

In the FCA final policy (see chapter 6.7), it states that complying with 
PROD rules means a firm would be complying with the products and 
services outcome of the Consumer Duty:

“We agree it would be proportionate for firms 
to comply with the existing rules to satisfy this 
outcome, as we consider the existing rules 
meet our expectations.”
The Consumer Duty guidance provides a list of example material 
that firms could use to show that it has followed the provisions of 
PROD. This includes:

 � details of the firm’s product approval process
 � records of the target market assessment 
 � records of the firm’s product or service testing, including a record 
of scenario analysis 

 � records of any reviews of the product or service (including action 
taken to address any identified issues) 

 � records of the firm’s oversight and control arrangements
 � copies of any compliance reports that comply with PROD.

Next steps
Ensure that you evidence your firm's 
compliance with PROD, whether through  
the material listed or otherwise.

Finalised Guidance 

Products and 
services outcome

Chapter 6
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How does this outcome 
build on your firm’s existing 
PROD rules obligations?

Product governance obligations seek to mitigate  
the risk of foreseeable consumer harm through 
the design and delivery of financial products and 
services, the same ultimate goal as the products  
and services outcome. 
Building on compliance with PROD, the FCA sets out clearly in the 
Consumer Duty what is needed for compliance. Ensure that you 
review and update your firm’s existing arrangements and materials 
to ensure your existing PROD arrangements also meet the cross 
cutting rules (act in good faith, avoid foreseeable harm, enable and 
support retail clients to pursue their financial objectives), the new 
Consumer Duty Principle (to act to deliver good outcomes for retail 
clients), and also, that vulnerable customer considerations feature 
throughout all PROD compliance arrangements. The FCA guidance 
suggests firms need to: 

 � Ensure the design of their products and services meets the  
needs, characteristics and objectives of clients in the identified 
target market. 

 –   For the majority of adviser firms this will be their advice service.
 –   Firms offering a separate Discretionary Investment Management 

(DIM) service in-house, will need to capture this in addition to 
their advice service.

 � Ensure the intended distribution strategy for the products or 
services is appropriate for the target market. 

 � Carry out regular reviews to ensure the products or services 
continues to meet the needs, characteristics and objectives of  
the target market.

Next steps
After reviewing this support guide, you will need 
to identify and document the following, for each 
advice and investment service you offer:
 . your target market(s)
 . who is outside your target market
 . how and why you have designed your advice 

and investment services to meet their needs 
 . how you have made your platform selections.

To help you do this, we will take you through 
each of these steps in more detail. 
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Target market 
assessment

If developing a service from scratch, the correct approach would be to carry out a target 
market assessment first to determine what type of clients you want to offer a service to, what 
are their needs and then how your service would be (or is) designed to meet those needs.

What do firms need to do?
In meeting the requirements of the Consumer Duty most 
firms will have existing advice and investment services 
already so this should be a case of documenting what  
you already know. 

It’s important that you’re able to demonstrate a clear 
link between your target market, their needs and the 
service(s) you offer.

This is at the core of PROD rules and the Consumer Duty 
pillar on products and services.

Target market assessment
The target market assessment requires firms to identify 
different groups of clients, their needs and how their needs 
differ, so that you can demonstrate how different services 
can best meet those needs.

Client segmentation is at the heart of this process. Once 
completed, the key elements of the proposition (advice, 
platform and investment solutions) can then be linked 
directly to those needs.

Client segmentation
Some firms might choose to offer one service proposition, 
such as a standard ongoing advice service to any client 
with a potential retirement and investment need. In this 
instance they will only need to capture and document one 
target market, their characteristics as well as their needs 
and objectives. 

There are many possible alternatives to this from life 
stage segmentation (where the firm may have a different 
service to those saving for retirement vs those about to 
go into or are already in retirement) to having different 
propositions for certain sub groups of clients like more 
experienced investors.

Remember, you don’t need more than one service 
proposition, but where you do, make sure that you write 
them down and document who are the suitable client 
types for each.

Negative Target market
Once you have identified suitable clients within your target 
market(s) you should test whether this segment could 
include any clients who would not be compatible, and 
therefore might suffer harm. 

For example, clients with small investment amounts. It may 
not be cost effective for those with smaller investments to 
pay your advice fees. Therefore this target market should 
look to exclude clients with small investment amounts.  
As well as a process to identify when clients move outside 
target market and what actions should be taken.

Next steps
 . identify all your service 

propositions
 . document which client  

types are suitable for each 
target market

 . document which client types 
are not suitable and how you 
make sure they’re not offered 
the service. Or if there are 
exceptions, why that may 
be appropriate.

There are a number of different 
ways to undertake a target market 
assessment. You’ll find a suggested 
client segmentation structure 
on our website. It may not be 
applicable for all businesses and 
you may wish to explore other 
more suitable ways of doing this 
for your business.
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Documenting products  
and services 

Once a firm has identified the different target markets – 
they then need to document each of the products and 
services that will be delivered as part of that proposition. 
You may wish to consider documenting the following services that 
you may or may not already offer each of the client segments that 
you’ve identified, including:

 � What holistic wealth management services is being offered? 
 � What charging structure has been adopted? 
 � How investments are managed (in-house or outsource to a  
third-party)? 

 � Specialist services – if offered, what are they?, and to which 
segments are they available? 

 � How many client meetings are offered within each segment?
 � If offered, are they delivered face to face or via the phone/webcam ? 
 � What support do clients receive in between annual review meetings?
 � What communications are provided from the firm (as opposed  
to from the platform(s) or Investment providers)?

Vulnerable customers 
Vulnerable customers are a key focus of the FCA and are specifically 
called out in the Consumer Duty. So once you have documented 
your service propositions and the target market, you should also take 
account of any additional or different needs that might be relevant 
for clients with characteristics of vulnerability. 

For example, some clients might have a visual impairment, others 
may be suffering a bereavement, others may have low financial 
capability. So ask yourself – does your proposition cater for these? 
Consider it and write it down. 

Next steps
There are various formats you can use 
to capture this information. One option 
is to create a schedule of products and 
services that can be used to capture the 
service propositions you offer particular 
client segments.

Whatever structure you use, you need to 
make sure it’s well documented and that  
all staff are trained on this.
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Determining suitability 
of Investment and 
platform solutions 

As part of the target market assessment firms may want to consider and document 
separately how they review the investment and platform solutions they include within their 
service propositions and whether they are broadly consistent with the target market. 

Investment Solutions
When reviewing your investment solutions you may want 
to consider:
 . How many funds are used across the business/within  

the various client segments?
 . How does the firm assess and document ongoing 

suitability for each fund?

This will be part of your ongoing suitability, so it should be 
straightforward to document and evidence.

If you outsource your investment proposition. You should 
look to document the key factors used to determine 
suitability in your choice of outsourced provider and what 
evidence you will seek from them.

If the investment proposition is managed in-house you will 
need to:

 � State why the chosen funds are still suitable for clients in 
that proposition, including delving into each investment 
fund to carry out an individual assessment against the 
client segment.

 � Assess the European MiFID Template (EMT) data, on 
each of the funds in your model portfolio, to ensure they 
meet the client needs and risk appetite etc. within each 
segment that the model portfolio is offered to.

When you’re deciding on whether a product or investment 
is appropriate for a target market, you should also consider 
other factors based on your knowledge of the client base. 
For example: 
 . Should the product or investment only be recommended 

by certain advisers?
 . Should the product or investment be withheld from 

certain categories of vulnerable clients?

Investment managers target market 
Obtaining information from the investment manager  
(or manufacturer) should be fairly straight forward.  
Most fund groups use the product manufacturer’s 
European MiFID Template (EMT) to state the appropriate 
distribution strategy and target market from their 
perspective (ie what type of customer has their solution 
been designed for). 

Next steps:
You’ll need to document all this, 
along with supporting evidence 
and actions.

It is abrdn’s responsibility (as a platform provider) 
to give firms access to the target market data from 
fund groups to support them in monitoring sales and 
ensuring they are distributing investment solutions to 
compatible clients. 

For Wrap – this information can be found on our 
Wrap investments page. 

For Elevate – this information is available via the 
Platform Document Library.
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Platform solutions 
Finally, firms will also need to capture the platform 
solutions for the clients in the various segments. However 
firms should already have done their due diligence on  
the platform solutions – so this process shouldn’t be  
too onerous. 

Next steps:
For each service – document the 
platform you have determined 
suitable for that service and 
what are the key criteria for 
determining this.

Platform providers target markets 
Assessing the suitability of platform products and services 
can be aided through due diligence and by referring to  
the platform providers published target markets.

Platform providers are also required to show that the 
platform products and services recommended to clients:
 . can deliver good outcomes 
 . meet the needs of an identifiable target market 
 . are being recommended to the right client types.

To help firms with your suitability advice and compliance 
requirements, we’ve created Statements of Target Market. 
You can find this on our website here for each of the 
products on our platforms.
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Ongoing monitoring  
of outcomes 

Once firms have completed their target market 
assessment it will need to be reviewed on a  
regular basis. 

The need for regular reviews
The new rules do not specify how often the regular review should be 
carried out (see chapter 6.67) – so there is some flexibility. However, 
we would suggest this is done on an annual basis at least – or more 
frequently depending on: 
 . the nature and complexity of the product or service
 . the nature of the client base, including whether there are 

significant numbers of clients with vulnerable characteristics
 . any potential indicators of client harm.

In practical terms, responsibility for the regular reviews rests with the 
board, and they will need to demonstrate they have the knowledge 
on PROD compliance and understand how the firm meets 
the requirements.

Next steps:
A good starting point for future reviews would 
be to look at previous years documented 
services and target market information and: 
 . consider what, if anything, has changed
 . take appropriate action
 . document actions that have been taken.

Finalised Guidance 

Regular  
Reviews

Chapter 6.67
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Monitoring and demonstrating 
suitability of service to the  
target market 

As part of your ongoing monitoring you could 
consider putting yourself in the clients shoes by 
including them in the development (or refining) 
of your service proposition. 
For example, you could conduct an online client feedback survey 
as an annual exercise, or after their client review. We have provided 
sample wording that firms could use to create their own client 
feedback survey which you can access here. 

Client feedback survey
Firms should use the opportunity to gain an insight into where  
the business stands in relation to four key areas: 
 . What do they like about your products and services? 
 . Is there anything that they don’t like about your products  

and services? 
 . Is there anything you offer that they don’t feel adds any value? 
 . Is there anything missing that they would like you to offer? 

Client feedback should not be a one-off activity. As further surveys  
are conducted, you should start to see certain trends emerging 
for each target market. The more you see this, the greater the 
confidence you will have in the results and in the actions you take  
to address the findings. 

Driving improvements
Gathering and analysing client information like this is essential if  
you want to continue to grow your business and drive internal 
process improvements. This will in turn will help you to add value  
to your clients and your business. Adopting a robust client feedback 
process will allow your firm to: 

 � ensure clients are satisfied (and to take action where necessary  
if they are not) 

 � help to structure your proposition for the various client segments 
you have identified

 � remind clients about the level of service and support you provide 
(reinforce the value you provide)

 � identify any additional needs or objectives not previously identified. 
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Additional support  
from threesixty

To help firms record their approach for the products and services outcome, we’ve partnered 
with threesixty to provide you with access to a Consumer Duty action plan. 

Your Consumer Duty action plan
The Consumer Duty action plan can be used in conjunction 
with the threesixty products and services guide and webinar.

This will help you to demonstrate how you put your clients  
at the heart of your business and offer products and 
services that are fit for purpose and represent fair value. 

The plan includes questions you can use to self-assess 
your current position in meeting the FCA requirements.

It also includes examples of evidence that may be 
relevant to demonstrate that you’re meeting a specific 
requirement. The questions/examples are not exhaustive 
and, depending on your firm’s activities and business 
model, you may need to consider additional areas. 

Next steps:
Its critically important that you 
assess your current position and 
make sure that any documented 
evidence reflects what is 
happening in practice. Where 
more work is needed, the action 
plan includes space to document 
any action that is still required.
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Appendix 1

Types of data firms could use 
Firms will also need to identify relevant sources of data 
to enable them to assess whether the outcomes that 
their clients are experiencing are consistent with their 
obligations under the Duty. In addition, the FCA wants  
to see the data in order to evidence the outcomes. 

Helpfully, the FCA have provided a list of the types of data 
firms could use to support the monitoring of this outcome. 

When considering which information to collect, firms 
should remember proportionality. You won’t need all of 
these. Instead, you’ll need to determine which are most 
valuable and informative for your proposition(s) and get 
the MI for them.

You should also consider how that information will enable 
you to assess whether certain groups of clients, such as 
those with characteristics of vulnerability, are receiving 
worse outcomes.

This includes: 
 . Business persistence – analysis of customer retention 

records e.g. claims and cancellation rates and details of 
why clients leave. This may flag where poor treatment is 
contributing to high client turnover. 

 . Distribution of products/pricing and fees and charges 
– review of whether certain groups of clients are more 
likely to buy certain products, incur particular fees and 
charges, or appear to be receiving outcomes that are 
not as good as other groups of clients.

 . Behavioural insights – customer interactions and drop 
off rates; use of different communications channels 
including digital; consumer testing of user interfaces 
and design such as websites and apps, and the results 
of such testing, e.g. whether consumers changed their 
behaviour as a result of the design. This may flag where 
firms need to improve policies, processes and systems 
(e.g. where there are barriers to consumer engagement 
or understanding).

 . Training and competence records – analysis of 
records of staff training, including remedial actions 
where staff knowledge or actions were found to be 
below expectations.

 . File reviews – reviewing customer files and monitoring 
calls to check for errors and assess if clients received 
good outcomes (this is particularly useful for 
sales processes).

 . Customer feedback – using formal and informal 
feedback from clients to identify trends and areas for 
improvement (e.g. complaints and comments made 
to the firm but also comments and complaints on 
social media).

 . Numbers of complaints – trends in numbers of complaints 
involving poor customer outcomes throughout the 
customer-firm relationship.

 . Complaints root cause analysis – investigating complaints 
fully to understand the cause of customer complaints, 
not just dealing with the symptoms.

 . Results of the regular testing and monitoring required 
under the outcome rules – many of the four outcomes 
rules include requirements for firms to monitor and 
review over time. The results of these reviews, together 
with any action taken would be relevant for consideration 
of whether the outcomes are being followed.

 . Feedback from other parties in the distribution chain  
such as manufacturers and distributors sharing 
information about the way in which products are sold, 
and the extent to which actual sales matched the 
target market.

 . Compliance reports – review compliance reports to 
check if standards are being met in terms of good 
outcomes for consumers.

 . Researching or testing customer experiences through 
processes such as auditing customer journeys, focus 
groups and deep dives, or working with consumer 
organisations to gain insight into the needs and 
experiences of consumer.

 . Allowing staff to feedback honestly when they think 
products or services, or the processes used to deliver 
them, could be improved (could be captured in a staff 
survey or regular agenda point for team meetings).

 . Drawing on external sources of data about consumer 
outcomes. The Financial Lives survey, for example, 
contains granular data about the financial lives of 
different groups.
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Appendix 2

Key questions for firms

The FCA have also provided examples of the types of questions firms can expect to be asked in their interactions  
with them in relation to the product and service outcome. 

As above these are useful to think through how you would answer them but consider proportionality. Can you  
justify to yourself (and therefore the FCA) why some of these are more important to your firm than others and 
prioritise accordingly?

These include: 
 . Has the target market been specified at a sufficient level 

of granularity for all products and services? 
 . How have you satisfied yourself that products and services 

are well-designed to meet the needs of consumers in the 
target market, and perform as expected? What testing 
has been conducted? 

 . How have you identified if the product or service has 
features that could risk foreseeable harm for groups of 
clients with characteristics of vulnerability? What changes 
to the design of a product or service has been made as 
a result? 

 . Are you sharing and receiving all necessary information 
with other firms in the distribution chain? 

 . How are you monitoring that products and services  
are being correctly distributed to the target market? 

 . What data and MI are you using to monitor whether 
products and services continue to meet the needs of 
clients – review frequency and actions? 

 . Where a product or service might be withdrawn from  
the market, has foreseeable harm been considered  
– actions? 

The Duty champion could use these questions to help guide discussions with the firms board (or equivalent 
governing body).
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