Ethics in Action
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If you believe and act on the
basis of a written ethics code,
you will be well on your way to
running a successful practice.
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MOST FINANCIAL ADVISORS under
stand instinctively the financial value of
ethical business practices. 1l you treat
people right, they not only become and
remain clients, they generate lots of

."|'|-;"I'I'.I|“- But now theres some new

research that quantifies the link be-

tween business ethics and a lirmss fi

nancial performance. All insurance and
linancial advisors should read this
study and apply its lindings to their
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Sponsored by the Center for Risk
Management and Insurance Research at
Georgia State University, the study
found that lile insurers certified by the
Insurance Mar |-,L";§*.:,[\ ¢ Standards Asso
ciation have stronger linancial perform-
ance, including a higher return on
CCLY and more ellicient use ol « '”"”'Il
As with most things in lile, however,
the gold is in the details. The Georgia
State researchers lound that IMSA
certified companies have
+ Almost two levels higher A.M
. o e reent |':|._:_!||,': return on equity
8 percent increase in
cost elliciency
*3 per ENt Increase in
revenue elliciency
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« 27 percent lower legal lees

and expenses

* 88 percent lower investigation
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On the flip side, companies that
aren’t IMSA certified have
* 3 percent to 4 percent higher
:!|1|Ik_'~ I"l. rates
* 10 percent higher rate of

regulatory discipline
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on the study’s Justified

Complaint Index

Granted, the study’s purpose was

to evaluate the economic value th

IMSA membership brings to insurance

carriers. But at the National Ethics Bu

reau. we believe this study not only
LS &

lends power to our beliel that ethics
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The dollars and sense of business ethics

pays, it provides advisors with life les-
sons [or building a prolitable linancial
services business. Companies don't have
to become IMSA certilied 1o make their
heliel in ethics serve the greater good
but knowing what an organization like
MSA requires can help

IMSA requires certified carriers o
subscribe to six S 1141 ‘."»I'Ilh".:‘ﬁs'h ol
ethical market conduct. Based on the
study’s lindings, the lesson is that il you
believe and act on the basis of a written
ethics code, you will be well on your

Way 1O running a suc essiul praciice

IMSA-certified companies have to go

rh a sell-assessment process (o
make sure their internal procedures
conform to IMSA standards. This says

that at |

st yearly you should take a

look at all of your business procedures

and make adjustments where necessary
Companies are required 1o hire an

external assessor o verily tha

business practices are totally abovi

hoard. Not a bad idea lor advisors v

offices laree and small. All advisors
should subiect their record of business
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the soul — and lor prolits

Clearly, big insurance companies and

INsurance or lnnancial advisors

different amimals. But ethical business
practices generate handsome returns no
MSA Presi

dent and CEO Brian Atchinson told us

matter what vour size. As
reCentiy ||: -_l'.l,' medium and |l'||!I rLn
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there 15 a "l.l'."l_'_!"'l.lli. 1l Denelt [or

treating customers the i

You can download an executive sum-
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