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Future-proofing
your advisory
As the New Zealand mortgage market undergoes transformation,
it’s time for advisers to make their mark on the landscape

MORTGAGORS IN New Zealand have
traditionally been beholden to the big banks,
but there are now more alternatives available to borrowers than ever before. That’s
good news too, because with the banks
increasingly tightening their criteria and
focusing on customers who fit a ‘traditional’
borrowing model, there’s more potential for
borrowers to fall through the cracks.
While non-banks have typically been
niche players in New Zealand, Peter Wood,
managing director of Bluestone NZ, believes
the opportunity is ripe for them to grow
– and for advisers to make themselves
indispensable to borrowers.  
“Over the last few years, there’s been a

lot of emphasis on creating simpler products
for borrowers, stripping away the bells and
whistles,” says Wood. “But it’s still complex
to the layman, and they need advisers to be
able to negotiate these spaces.”
In practical terms, this process will take a
variety of forms, notes Brendon Smith, CEO
at NZ Financial Services Group.
“New Zealand’s loan market is multifaceted and so it requires a multifaceted
approach,” says Smith. “We work with
around 850 advisers operating around the
country – each of them has their own distinct
needs, as do their clients.”
He points to the new range of Select
White Label products – which NZ Financial

Services Group and Bluestone collaborated
to develop – as an example of meeting
these needs.
“They’re designed to reach a broader
palette of customers than those normally
serviced by the major banks,” says Smith.
“There’s an increasing interest from loan
providers and advisers alike to cater for
more borrowers across the whole spectrum,
including those who may fall outside the
traditional mould.”
Of course, there are other considerations
for advisers. Both Wood and Smith
believe that advisers need to have four
core elements in place to be able to set
themselves up for success in the current
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Bluestone is a fast-growing lender
specialising in residential home
loans. Bluestone started out as an
Australian lender headquartered in
Sydney in 2000, and first started
operating in New Zealand in 2002.
With no credit scorecards and a holistic
approach to loan assessment, we are
able to find the right home loan for
more borrowers by assessing each
situation on its individual merits. Our
New Zealand advisers are supported by
a best-in-class BDM team who provide
face-to-face training and support across
the country. To find out more, visit
www.bluestone.net.nz

market: technology, compliance, ongoing
education and products.  
“When you’ve got all of these elements
in place and running efficiently, it becomes
much easier to adapt to market demand as
necessary,” says Wood. “We want to fill the
gaps and help people get the loans that they
need for their goals – we don’t want to see
people missing out just because they don’t fit
the mould.”

Technology
Technology plays a crucial role in the modern
adviser’s office, but both Wood and Smith
feel that the mortgage industry as a whole
has been slow to adapt to its benefits. They
believe that properly embracing it, in a
similar manner to Australia or other parts of
APAC, would drastically speed up approval
and turnaround times.
“At the moment we’ve got a situation
where the big banks can take up to 10 days
to approve a loan,” says Wood. “That was
understandable in the old days where we
were doing everything on paper, but it’s
unacceptable in 2020.”
Smith adds that the Select alliance has

meant greater technological integration
between the two organisations, providing
the ability to enhance the relationships
between adviser, product and customer.
“Being a partner in a program gives a
wider view of the industry,” says Smith. “At
the moment we’ve been able to drastically
reduce the turnaround time on loan

Wood. With new legislation around adviser
licensing coming into effect in June, the onus
will be on advisers to ensure that they are
up to speed not only with best practice but
with legal requirements. Accordingly, Wood
believes there will be something of a shift in
the adviser market.
“New legislation will provide a great

“When you’ve got all of these elements
in place and running efficiently, it
becomes much easier to adapt to
market demand as necessary”
Brendon Smith, CEO, NZ Financial Services Group
approvals, and having advisers linked in
so closely means we’ve got the ability to
innovate over time, too. If we see something
missing, we can add it in.”

Compliance
Compliance is shaping up to be one of the
biggest challenges for advisers in 2020, notes

opportunity for New Zealand’s adviser
market to realign itself around the highest
operating standard, which will hopefully
correspond with a lift of the sector’s profile
in the public eye,” says Wood. “But we’ll
also likely see a few who are on the verge
of retirement exiting the market too. It’s a
great time for advisers to build their books
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With more than 20
years in mortgage and
insurance distribution,
NZ Financial Services
Group brings together
the widest range of support services
in the market to your business. By
leveraging our systems and services,
and accessing top remuneration, you can
grow your business and generate higher
levels of income. To find out more, visit
www.nzfsg.co.nz.

focus is really on the delivery – we work to
make it more efficient and ensure that our
information is easily understandable and
contains minimal fine print. And of course,
having the right people on the ground to
communicate all of this is essential.”  
There are a variety of ways that loan
providers can effectively educate advisers,
notes Wood. But regardless of individual
strategies, emphasis should always be placed

and reach out to existing clients for new
opportunities.”
Ethical behaviour should also be a central
focus moving forward, Smith stresses. It’s
crucial for all advisers to be contributing to
a positive public view of the industry and
maintaining consistency in their decisionmaking process.
“From a customer point of view, advisers
need to be doing a deep dive into their clients’
finances,” says Smith. “Advisers need to be
communicating clearly and demonstrating
a track record of conversations they’ve had
with clients. If the same criteria are being
applied, what’s a deal today should be a deal
tomorrow, too.”  

“How do we make developments as
simple and easy as possible for an
adviser and borrower to understand?
The focus is really on the delivery”

Ongoing education
Like compliance, ongoing education for
advisers looks likely to be a significant
consideration in 2020. Given the legislative
changes coming into the industry this year
– and the wider implications that will likely
emerge from them – both Wood and Smith
believe that ongoing education will become
an increasingly prominent part of every
adviser’s role. Having a loans partner who is
invested in ongoing education is crucial for
any adviser, and both men are cognisant that
the onus is on providers to go that extra mile.
“How do we make developments as simple
and easy as possible for an adviser and
borrower to understand?” says Smith. “The

“There’s not as much incentive to have
all your finance-related products under one
banner in the way that there was, say, 10 to
15 years ago,” says Wood. “But even though
that’s been the case for a long time, it’s only
really in the last few years that we’ve seen the
general public realise this on a wider scale
and take more active steps to diversify.”
Smith echoes this sentiment, noting
that advisers can use their front-line role

Peter Wood, managing director, Bluestone NZ
on building long-term partnerships that
offer genuine support and benefit.
“In our case, we provide roadshows,
training sessions and webinars. We also have a
team whose role it is to introduce products on
a one-on-one basis with advisers,” says Wood.

Products
Of course, it’s crucial to have the right
products to offer clients. The last few
decades have seen people move away from
consolidated banking, Woods says.

to help demonstrate the benefits of this
diversification to the general public.
“It’s got to be about quality product
offerings, responsible lending, and helping
more Kiwis get into homes,” says Smith.
“Borrowers can fall outside mainstream
banking criteria for any number of reasons
– they might be self-employed, investors
with unusual income, or even have had
previous credit incidents. It doesn’t mean
they should be disqualified from owning
their own home.”
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