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Background 
Advicebridge Limited aims to bridge the gap between buyers and sellers of financial adviser 

client bases in New Zealand. We are supported by a licensed real estate agent who we 

engage when a transaction is deemed to be a business (going-concern) sale.  

Kurt and Russell started working together bask in 2016, three years prior to founding 

Advicebridge Limited, when Chatswood Consulting Limited engaged Kurt Owen’s accounting 

practice to help us with valuing financial adviser client bases and businesses. Chatswood 

continues to provide financial adviser client base valuations today in conjunction with BASE 

accounting. 

Advicebridge Limited is engaged by the vendor of a client base to run a market process to find 

the right buyer for the book and achieve a fair market price and appropriate terms for the 

transaction.  

Today we handle a transaction every six or eight weeks and these have an average value of 

around $1m (in terms of sale price). Our largest recent deal was $3.3m. We are not typically 

involved in transactions with a sale price of less than $100,000.  

The purpose of this guide is to help you understand the market for financial adviser client base 

transactions in New Zealand, how the transaction process works, what typical prices and terms 

are, and the general operation of the market. Do read on and engage with us on your project.  
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Fundamentals: one day you 
will not own your business 
One day you will retire or become unable to continue to run your business. It’s a 

fact that comes to all of us eventually.  

The problem with running your business as if you will always own it is that you 

may cut corners. You can, for a while, focus on dollars in the door and avoid the 

seeming drag of good governance – however, sooner or later, you discover that 

good governance is both a requirement and highly value-adding. Acting on the 

assumption that you are a steward of your business for the good of someone else: 

your clients, your shareholders, your spouse, your children, and the future owner 

means you run a better business today. Running a better business today means 

that you will get a better price for it tomorrow. With an expectation of a transaction 

at some point in time, you will have a longer-term view of your decisions, and this 

tends to improve the quality of decision-making.  

Failure to plan, on the other hand, means unplanned exits. Death, sudden 

incapacity, and a failure to make a good handover, hurts customers, means you 

lose good employees, and ultimately means you and your other stakeholders will 

receive far less than a business commands in a managed exit.  
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The market: scale and diversity 
There are approximately 9,000 financial advisers operating in New Zealand within approximately 1800 Financial Advice business.  

Even some single-adviser businesses can be very valuable. In December 2021 we helped one such adviser sell their client base for 

just under $1.4m. They employed no other advisers. Recently we have worked with a sole adviser business who will transact at about 

$5m. But most really valuable businesses are larger. There are around 350 two-adviser businesses, and about a further 500 to 600 

that employ three or more advisers. That includes more than 100 that employ ten or more advisers.  

Some experts in the field estimate that about 40% of all small businesses will undergo a major transaction every five years. A major 

transaction is a purchase, disposal of a major asset, a substantial change in shareholding, or entire sale or closure. Put another way, 

8% the 1800 financial advice businesses, or about 150 each year, will have a major transaction.  

Many of these transactions will be valuable. The life insurance sector has premiums of about $2.5 billion annually. About 60% of that 

business was written by financial advisers, at a renewal commission of 7.5% there are roughly $112m in renewal commissions paid.  

The health insurance sector accounts for a 

further $2 billion in premium. The Investment 

sector is much larger, and the advised 

component smaller, along with trail 

commissions and advice fees being lower, but 

substantial trail commissions and fees are 

nevertheless paid for the advice and ongoing 

monitoring work that is done.  
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There is great diversity of operations and advice models too. While many advisers work on upfront commissions, with renewal or trail 

commissions, some work on a fee basis, and some advisers even charge subscriptions - creating their own recurring revenue 

streams independent of product providers and with full transparency for the client.  

There is diversity in purchasers too. While most client bases are bought by existing market participants, some advice businesses are 

bought each year by non-advice participants in the market such as insurers, investment companies, and even technology companies. 

Acquisition is a popular approach for a new entrant seeking scale. These often bring refreshing new approaches to the market and 

new sources of funding.  
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Overview: strategic 
decision-making clarity 
and commitment 

Changing career stage means new choices – who you were at 

25, or 35, is different to who you might be today.  

Acquisition is a reasonable strategy to accelerate growth – some 

career advisers, in contrast to career entrepreneurs have a 

strong preference for organic growth – yet strategic leaps in 

capability can rarely be achieved incrementally. Scale matters. 

Considering your business lines from an investment perspective 

you may be looking at a line of business with a view to 

determining when it is time to sell. A business line that is sub-

scale should be the subject of a review. You could acquire more 

to give it scale, or prefer to focus your activity, and sell the 

remainder. Disposal is also a legitimate approach to manage for 

value in your business. Comparative advantage, an important 

driver of economic activity, exists even within your business.  
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Sources of value 
A range of intrinsic and extrinsic factors determine the value of books. Intrinsic factors focus on earnings quality. In the smaller advice 

business, the overriding factor is the book of recurring revenue from renewal commissions, trails, or fees. This is such as dominant 

factor in the SME part of the advice business segment that it has become a convention to talk about business values in terms of a 

multiple of different types of recurring revenue. These rules of thumb are handy, but not the true determinants of value. The regular 

acquirer will usually think in terms of the return on capital employed based on some expectations about how to integrate the asset 

into their business. Their offer will hinge on asset attractiveness to them, of course.  

Future cashflow is always the leading internal determinant – but past cashflow is often the strongest guide we have to the future. 

Hence the focus on past renewals, usually assessed in a recent period of between three months and twelve months, as a guide. 

Sometimes care must be taken to examine predicted cashflows. Some businesses are likely to have much higher cashflows next 

year than last year if they have acquired a business or recently taken on a lot of new clients. That value should be recognised. On the 

other hand, valuing a business on historical cashflow is clearly a mistake when a business has just lost a lot of clients.  

Goodwill and intangible sources of value are often major factors in valuation. Financial services businesses are sometime dismissive 

of a business without the recurring revenue which is common across our sector – yet many very valuable non-financial businesses 

rely on repeat custom and have no built-in mechanism such as renewal commission. These can still be very valuable.  

Extrinsic factors such as economic conditions, interest rates, and likely changes in regulation may have a big impact as well. Right 

now, valuations of financial advice client bases in New Zealand are much higher than in Australia. In Australia values fell suddenly 

with the impact of new financial adviser rules. We monitor all the factors and report on them quarterly to our subscribers.  
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It’s not always about selling – value is also a 
great guide to strategy 
While cashflow is essential, and profitability is always near the top of the business performance dashboard items, valuation can serve 

as a complementary goal at every stage. Value is a suitable guide for many long-term decisions – it balances a tendency to 

underinvest caused by an excessive focus on current-year profit 

Choices to enhance governance and/or social responsibility can impact cash or accounting profit in the short term. Value is the 

business metric where good governance and financial performance tend to meet. Choices that positively shift value are often 

investment choices with a multi-year payback period: these can be staff training, better IT systems, brand development, research and 

development, and also, acquisitions. 

Value is not quite the same as valuation – yet regular review of your expected valuation is a good tool to add to your personal goals, 

business performance dashboard, and board pack. While you may make decisions which affect either near-term profit or valuation, 

by reviewing both you will examine all decisions with more care. When you identify business choices that affect both positively, they 

will definitely get prioritised.  

A focus on adding recurring revenue leads to finding a strong financial payoff for activities closely aligned with good conduct: building 

engagement with customers, ensuring more effective systems, a focus on quality year on year, and better governance. 
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Current market pricing 
Sources of information include transaction monitoring, 

transaction advice, and transactions we have handled. 

Advisers report recent transactions to us, knowing our interest in 

the market. Word of mouth is less reliable than other sources but 

can provide qualitative context to our other sources of 

information.  

We also get asked to provide transaction advice. Having been 

involved in many transactions we are sometimes asked to review 

proposed transaction terms and sale and purchase agreements. 

These provide reasonable documentary evidence of 

transactions. We often share our transaction history with these 

clients and seek their approval to include their transaction values 

in our database (anonymised, of course).  

While a myriad of factors both internal and external affect 

valuation – some widely understood and some which will be 

unique to each situation, scale and location are the two of 

biggest factors in variation of price. All other things being equal 

higher multiples will be assigned to larger client bases in major 

metropolitan areas.  
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Other factors such as business mix, the age of clients, compliance, reputation, persistency, website, and reputation risk all play a 

significant part, frequently being identified explicitly in offer documents or verbal context around them.  

Bear in mind high levels of variability between offers. Some market participants are, clearly, bargain hunters. They care less about 

quality and more about a low price of acquisition. Some are even focused on a low nominal price per new client record acquired. 

Others are focused on quality above quantity and are highly discriminating in their offers.  

Different motives mean that different buyers have very different expectations about the value of a potential acquisition – and therefore 

the price. We find in recent transactions that offered prices frequently varied by 30% of the final transaction value. In one good 

example in late 2020 the final transaction price we were able to obtain for an asset was more than double initial offers. The 

widespread in offers underlines the importance of a market process to get sufficient indication of true market value.  

Opinions are remarkably strongly divided about certain types of recurring revenue. Currently KiwiSaver books and life and health 

insurance books command high values.  

Offers that appear generous but use due diligence as an extension of price negotiations underline the importance of a market 

process to handle a transaction – when you are only negotiating with one buyer, perhaps in a protracted process, you may feel you 

have no option but to take a price. In a market process the lead bidder knows that you probably have a back-up offer to which you will 

turn if they are unreasonable about the process.  
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Selling: motivations and transaction types 
Retirement is a common driver, but also the following types of transaction motivations are common:  

⚫ Merger of equals – as regulatory burdens increase compliance costs the fixed cost base of financial advice businesses is rising. 

Increases in fixed cost tend to drive an increase in business size over which these costs can be shared. Advisers that have been 

colleagues, friends, or had a mutual referral arrangement, may choose to share the benefits of scale through a merger of equals.  

⚫ Merger into a supportive corporate structure – a smaller business actively seeking a corporate ‘wrap-around’ is common. The 

owner operator may wish to be free of concern about, say, creating compliance processes, and prefer to focus on client service 

and advice. A sale into a corporate structure with an ongoing role in the business can achieve this.  

⚫ Sale of a business line – businesses sometimes expand into business lines and after some time may realise that the loss of 

focus has created more costs than benefits. Sale of the business line to a specialist in that area can lift value for both parties and 

improve the service to clients through the transaction. Restructuring in this way often results in gains.  

⚫ Sale of a geographical territory – an expansion into a new territory can work. But if you run into roadblocks and the new branch 

is sub-scale, recruitment is problematic, and remote servicing proves difficult, you may elect to sell the client base of the territory.  

⚫ Sale of a stake in the business – a minority interest may be sold to an employee adviser or a 

related company seeking to solidify a strategic partnership. Cross-shareholdings can enable 

deeper co-operation.  

 

Each can produce substantial value for seller and buyer alike: a diverse market where different 

advice providers have vastly different capabilities and objectives mean that transactions should 

not be viewed as zero sum. Vendors, purchasers, and clients should all benefit from a good 

transaction  
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Selling: price expectations and valuation 
Valuation is not essential in a sale process – a market process, after all, is a very effective method of determining market price. 

Valuation may be useful to help a potential vendor to establish reasonable price expectations. Tracking valuation over time may 

trigger an asset review process. Valuation is not, however, a sales tool.  

The marketing process should ideally focus on discovering the buyer with the greatest motivation to acquire the asset: that will 

usually indicate the buyer that expects to develop the most value, and therefore the best market price.  

As value is usually closely aligned with service delivery in our competitive market, this also suggests a buyer most likely to care for 

clients well, ensuring that the sale process is consistent with the need to place the interests of the client at the heart of what we do. 

  



15 
 

Preparing to sell – data, compliance, and 
record-keeping 
A well-organised business adhering to modern requirements for good record keeping should possess all the underlying data required 

– preparation will mainly entail organising this in ways which are geared to the interests of potential purchasers.  

If you have been managing your business to optimise transaction value, you should find preparations easier: reporting on recurring 

revenue growth and client engagement will form the foundation of the information requirements.  

The fundamentals are data: the focus is the recurring revenue, what is needed is to understand what product categories this is in. 

Being able to analyse revenue by source, types of clients, ages of clients, scale of client business, quality of client data, provider, and 

other categories can be painstaking, and time consuming. Engage with us to get a clearer idea of common due diligence 

requirements. 

We have a series of standard visualisations we want to show potential buyers to enable them to quickly form a view as to fit with their 

current business. Reducing friction at this point is essential to engaging with a wide range of buyers. 
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Deciding when to sell: aligning the interests of 
shareholders  
Can you time the market? Extrinsic factors affect prices: times of high uncertainty, re-regulation, and high interest rates lean against 

values, whereas low interest rates, stability, and growth support values. Noting when these are at the most propitious for a sale you 

may choose to push ahead with plans that have been considered for some time. However, intrinsic factors to the business will 

probably be paramount. The owners of the business must consider when the right time is for them to realise the asset value. The 

reasons tend to be personal, related to age and stage, and personal and family goals – these are far more likely to determine sale 

timing. 

Challenges in timing sales include:  

⚫ In larger businesses owner’s interests may diverge from management interests in ways which means the governance board 

needs to take control of value assessment and decisions on whether to place an asset up for sale 

⚫ Mid-sized companies with several owner-director-managers need to consider that it is unlikely each director is equally 

attracted to sale, and timing preferences may differ – negotiating a transaction which takes into account different objectives 

and outlooks may require creativity and fresh input into relationships that may be locked into well-worn patterns of 

expectations 

A good shareholders’ agreement helps, but this needs to be supported by an open discussion about asset value and the conditions 

under which a sale would be advisable that occurs at least annually.  
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The owner-manager 
The owner-manager: they avoid the complexity of dealing with other parties. They can make the decision to sell alone – yet they may 

have the hardest challenge doing so, due to an absence of someone able to advise them, especially if the decision to sell is 

motivated by a decision to retire from full-time work. 

We recommend that you take advice widely. Professional advice is essential, see later section below, in a personal decision it is also 

important to have those that care about you involved in your thinking: your partner, other family, or close friends, and colleagues 

could be good people to involve.  

We like to have a meeting with the retiring owner-manager to talk about their business, as well as exploring their plans for retirement, 

what they will choose to do with their time, and whether they may benefit from a longer handover period or part-time work with the 

purchaser.  

A focus on what is coming next is better for the vendor than worrying too much about the past. A decision to move on should be just 

that – after selecting the right purchaser you should have the confidence to let go. If you don’t, perhaps we haven’t found the right 

buyer, or perhaps you are not ready to leave. This discussion is valuable – some advisers have discovered a clear sense of purpose 

and deferred their decision to sell. Others have discovered the clarity of realising that they have new goals in life – and decide to 

quickly move on to those. New beginnings cannot occur without letting go of the old. 
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Selling as part of a 
reinvestment strategy  
If you are selling a business line, then reinvestment of capital is 

something you may want to consider before the sale. Common 

uses of capital realised include:  

⚫ Acquiring client bases in the product lines or geographical 

areas in which you want to concentrate in the future 

⚫ Funding specific developments, such as information 

technology, digital advice, training, and physical 

infrastructure 

⚫ Addition to working capital – particularly in the business is 

expanding rapidly in other areas 

⚫ Alternatively, distribution of the realised asset to 

shareholders may be the preference 

If this is a product realignment, then identifying target 

opportunities for the use of the capital can take time and should 

be considered alongside the sale process 
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Transaction terms: the fundamentals of the 
deal 
The building blocks of the transaction are:  

Asset scope – is the sale limited to recurring renewals or will other aspects of the business be included such as brands, websites, 

telephone numbers, trademarks, systems, licences, and more.  

Price offered – and in what form the price will be paid. Vendors tend to prefer all cash transactions. Some purchasers offer a mix of 

cash, shares, or a fixed term investment.  

Payment timing – whether a payment will be made entirely upfront, or if there will be a deferred portion. It is most common for there to 

be a large majority of the price (70% to 85% paid upfront) with the balance deferred for one year. 100% upfront settlements are more 

common with small transactions where deferred payment mechanisms are simply too inefficient given the scale of the deal – but the 

risk impacts the price. Sometimes payments may be spread over two years with an offer of 50% upfront and 25% paid in each 

subsequent year being given. As well as being less attractive to the vendor, these may be considered financing contracts with tax 

complications not fully considered in the transaction.  

Agreement drafting and review – given the value of each transaction care should be taken with the agreement drafting and advice 

taken. We recommend that every agreement is given to a competent legal and accounting adviser for review. (see section below). 

Time spent on this is not merely about securing a robust agreement, but ensuring that all parties are clear on what they have agreed 

and the obligations arising from the agreement.  
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Due diligence – reasonable due diligence should be expected. Where due diligence is not conducted the purchaser may ask for 

warranties to be given. After settlement you may remain liable for warranties for a specified period of time.  

Conditions – conditional agreements can enable the progress through the commitment stage and create the trust necessary for the 

investment of work in the workload of completion. Common conditions include the consent of product providers and finance clauses. 

There are many conditions which can apply, some will be unique to each transaction – varying on staff, location, product, systems, 

legal issues, and more.  

Transaction duration – usually transactions take place quickly, with the time from agreement to settlement being less than three 

months. More complex transactions tend to take longer. We find that transactions require commitment and momentum. Alignment in 

expectations for negotiation, due diligence, and settlement help considerably in a good transaction.   

Delayed payment terms – delayed payments are usually a mechanism to ensure that unforeseen changes in the asset (such as a 

sharp reduction in client numbers) can be reflected in price through an adjustment to the deferred portion.  

Handover periods – it is reasonable that the vendor engages in handover tasks as a part of the transaction. Some vendors need to 

ensure a clear date at which they cease involvement. A good definition of the handover tasks ensures clarity with the purchaser on 

what will be done and by when.  

Earn-out provisions – in addition to delayed payment a vendor may be offered earn-out provisions based on performance above 

retention of current clients. Usually these are based on referral activity from the current pool of clients, ongoing marketing work, and 

personal brand. They can vary and some overlap with ongoing employment terms.  

Ongoing employment – on the other hand, some purchasers are keen to secure the ongoing services of the vendor within the new 

business. While these contracts are usually separate to sale and purchase agreements (SPA) the SPA may be conditional on such an 

agreement being reached.  
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Restraint of trade – after a period the vendor may have nothing to do with the purchaser, yet they will still retain a great deal of 

personal influence over some clients through long historical association and mutual work. It is an important assurance to a purchaser 

that the vendor will not solicit clients once transferred for future business. These restraints may be complex in cases where the vendor 

will continue to work as a financial adviser.  

There are many more terms in the typical agreement, but these give you some concept of the scope of issues to be considered. Each 

area gives rise to different solution options. Familiarity with both the range of commercial terms offered and what is consistent with 

current market practice is something which we can bring to the discussion about a transaction.  

Buying: what is your acquisition strategy? 
It is wise for purchasers to have a clear strategy for acquisitions. Knowing what you are good at and the types of asset to which you 

can add the greatest value means you will be able to quickly assess whether a transaction is worth spending your time on. A defined 

strategy also forms the basis for a review criteria as you assess the performance of each deal. Having that strategy well documented, 

and the results of past acquisitions assessed in terms of their financial impact, forms the essential basis for working with funders of 

future acquisitions. Whether that is your spouse, if you are self-funding, or a bank if you are borrowing, or external investors in larger 

businesses, they will all want to know whether you have a workable plan for extracting value from your investment.  
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Value to the purchaser 
compared to ‘market 
value’ 
There is no objective ‘market value’. Of course, we can review 

past transactions and deliver market averages to compare offer 

prices with. That can be a useful exercise – although aggregate 

data tends to submerge individual factors that may have been 

important determinants of each individual deal value. Better, we 

think, that you have a clear idea of what the value of an acquisition 

will be to you. If you understand that clearly, and better still, have 

experience in achieving those gains, then you will have much 

more certainty that you can achieve expected gains from the next 

transaction of a similar type. Irrespective of what someone else 

might pay, this will mean you are much more comfortable in your 

assessment of fair value and the top end of your price-range for a 

given asset.  
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Buyer obligations: 
alignment to strategy, 
and client service 
Buying an asset merely because it is cheap is an approach taken 

by some dealmakers. Yet for most financial advisers alignment of 

an asset with current business and future goals will be more 

important. How the asset advances you in your quest for scale, 

breadth of offer, or client focus determines the extent of alignment 

and is therefore a strong determinant in post-acquisition integration.  

Having the resources to integrate the acquired client base is more 

important today than ever before. Regulators are concerned to 

ensure that acquired clients are served properly – they are not a 

passive income stream but represent a group of people to whom a 

service promise has been made and must be kept. Understanding 

both the nature of the promise and the resources required to fulfil it 

is essential. Failure in compliance obligations endangers not just 

the success of the acquisition, but your licence to serve current 

clients, and the clients themselves who are relying on you for their 

financial advice.  
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Buying: organising your funding 
Understand what you should be seeking to acquire is about having a good assessment of your current business capabilities. Being 

able to communicate that strategy and capability to others is central to organising your funding. Only in the smaller end of the market 

can an owner-operator routinely acquire without some form of external funding. Dealing with external funders adds discipline to an 

acquisition strategy – tending to strengthen analysis, review, fulfilment, and most importantly: a primary focus on good customer 

outcomes. The foundation stones on which this discipline is built is good accounting and compliance assurance. Both rely heavily on 

record keeping and benefit from external review. With these in good order you then need that deal clarity and track record.  

Consider diversifying your funding sources. Personal equity can take you only so far. Debt creates leverage but is limited by your 

personal equity and free cash flow. Adding other equity partners extends your capabilities further. Sometimes vendor funding or 

equity holding in the merged business can be an important component of that. Other options exist.  

You need a deal team 
Vendor and purchase need to retain professional advisers. Between 2019 and 2022 the smallest transaction in which we were 

involved was around $125,000 – the largest was $3.3million. The mean value was about $960,000. All these transactions are for a 

substantial amount of money. Even that smallest was substantial given the circumstances of the vendor. Professional accounting 

advice, particularly in the matter of GST liability, is valuable. Professional legal advice is likewise very valuable. In addition to these 

an advisory board can help to act as a sounding board for concerns and wider business implications of the transaction. If your 

business is small, you may benefit from a colleague who can provide similar perspective. In the case of retirement, the involvement of 

your spouse or other family member may also be advisable.  
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Reviews 
“I was referred to Advicebridge by a friend after attempting unsuccessfully to sell my business myself. Now I am wondering why I didn’t contact 

them sooner! Russell and Kurt had a very organised and disciplined approach which first established whether selling now was the best option. 

All the way through they were utterly professional in their approach and they achieved a result that would have been difficult to attain without 

the thoroughness they applied to the process. I am delighted with the result and so is the purchaser” — Liz Koh 

“Following my approach to Financial Advice NZ, Russell Hutchinson and Advicebridge was recommended to assist and help prepare my exit 

from the financial services industry. I met Russell in September 2020 to evaluate my exit options. With that said, Russell delivered options in a 

clear and precise manner which led to a three-month deliberation period. After agreeing to an in-depth business valuation, which was 

completed on time, I engaged Advicebridge to seek out potential parties to purchase Financial Architects. Russell’s energy and professional 

approach to providing a full market appraisal from numerous buyers was excellent. It was very clear that Russell had exhausted all potential 

offers and with confidence, I entered a sale of business agreement which was in line with the valuation completed by a CA firm 

I recommend the team at Advicebridge highly and should you require a verbal recommendation, feel free to contact me on 021 956 967.” 

— Dave Lucas 

“Kurt and Russell from Advicebridge were very professional in the marketing and sale of my Health Insurance Book of Business, keeping me 

well informed and up to date on potential interest and offers on a weekly basis and via phone conference call, enabling me to maintain focus 

on my Business during this time.Their approachable manner and knowledge of the Industry, process from initial valuation and discussions, to 

marketing and effecting a successful sale was very thorough, achieving a good result and succession for my business within a relatively short 

time frame. I would highly recommend Kurt and Russell to other Insurance Advisers looking to market their Business.” — Rachel Goldstone 
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Legalities  
Visit www.advicebridge.co.nz for more information.  

Client base versus whole of business transactions 

Where required by law we engage with a licensed real estate agent to ensure full compliance when assisting in the marketing of an entire 

business (going-concern) as opposed to a client base asset. 

Legal issues unrelated to advice 

Looking beyond FAA and FSLAA, there are wider compliance issues arising from compliance with wider legal requirements. They 

include, but are not limited to: 

• Contracts between advisers and supplier companies 

• The Fair Trading Act 

• Consumer Guarantees Act 

• Privacy Act (under review) 

We maintain a full schedule of the reference standards that an advice business must meet.  

 

 

 

http://www.advicebridge.co.nz/
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Agreement issues 

The agreement for sale and purchase is a much-neglected document. One of the most aggressive acquirers of business uses a relatively 

informal document that our legal advisers consider to be wholly inadequate.  

We suspect that they feel that possession in the greater part of the whole transaction, but disputes can happen, and the larger the 

transaction the more important it is to have an agreement that is clear on the responsibilities of both parties, covering, at a minimum, the 

following issues:  

• Property clients, brands, documents, company, bank accounts 

• Consideration and settlement, dates and conditions 

• Brand, customer data, and privacy  

• Complaints and compliance  

• GST, entitlements, claw backs, payments, interest and disputes  

• Duties, transfer, confidentiality, work, non-compete 

• Warranties, complaints, litigation, guarantees 

We have two standard forms of agreement which are appropriate for small and larger transactions. A secondary vendor-finance 

agreement is available to handle any part of the purchase price which is to be paid more than one year later. Treating that separately is 

important for accounting and tax purposes. 
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What we do 

We advise on client base sales. When a whole business is to be sold, in accordance with the law we engage a properly licensed agent. 

We use external legal and accounting advice for matters such as the transaction agreement and tax issues. 

If you are looking for financial advice we recommend you seek an appropriately Registered or Authorised Financial Adviser or a suitable 

member of a Qualifying Financial Entity. 

Client Confidentiality 

Confidentiality is paramount. All client work is held confidential. Unless otherwise instructed, we will only ever disclose the client name 

and contact details of the person who has engaged us. From time to time it is necessary to disclose aspects of the assignment to 

suppliers and others who may be involved in the project. This is expected but is kept to a minimum and all suppliers are also instructed to 

hold client information as confidential. 

We have a confidentiality document agreement available for signature if you wish. 

Important note 

While we often highlight legal or financial issues for clients we always request that you seek your own independent legal advice. Our 

domain is to consider the business implications, usually in the areas of marketing, strategy, and product design. 

Both the content of this site and any reporting or data that we supply in the course of consulting is not warranted to be complete or 

without error. You are responsible for the actions that you take and cannot claim that we are liable or partly for decisions that you make in 

which you have, either in whole or part, used our information. 

Visit www.advicebridge.co.nz for more information.  

http://www.advicebridge.co.nz/
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Visit www.advicebridge.co.nz for more information. This report is a confidential publication. Prepared before and published to the client in May 

2022 by Advicebridge Limited. This material is Copyright. No reproduction permitted in whole or in part except without the prior approval of 

Advicebridge Limited. Public reference to material in the report requires reference to Advicebridge Limited and must be sought and received in 

advance. While every effort has been made to ensure the accuracy of the information contained in this document, Advicebridge Limited takes 

no responsibility for actions undertaken by readers that may have been made either in whole or in part on the basis of the information contained 

in this report.  
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