
 

 

Confirmation of Fair 
Value Assessment 
Foresight Inheritance Tax Solution  
July 2025 



 

   Confirmation of Fair Value Assessment [July 2025]                                                                                                                                                                                                              2 

This document is intended for distributors who are authorised and regulated by the Financial Conduct Authority (“FCA”). This 
document is not intended for distribution to retail customers. 

Consumer Duty: Confirmation of Fair Value Assessment – July 2025   
Foresight Group LLP (“Foresight”, “Firm”) acts as a manufacturer of Foresight Inheritance Tax Solution (“Product”). This means that we do not directly sell this Product 
to retail customers, rather it is distributed to retail customers through an intermediary, an FCA authorised financial adviser. We also accept limited direct applications 
from advisors or known parties such as Foresight Staff, subject to completion of appropriate tests.   We are obligated to ensure that firms distributing our products 
have all the necessary information to understand the value that our Product is intended to provide to a retail customer. 

Foresight conducted a Fair Value Assessment for the Product in accordance with PRIN 2A.4 under the Consumer Duty (the “Duty”) rules.   

We have concluded that, as at the date of the Fair Value Assessment, the Product continues to provide fair value to retail customers in the target market. 

Detailed Findings 
At the date of the Fair Value Assessment, and based on the areas assessed:   
 No material adverse findings were found;  
 There is a low risk of causing foreseeable harm to retail customers, including vulnerable customers;  
 The price the customer pays for the Product is reasonable relative to the overall benefits of the Product;  
 The price and quality of benefits are similar to competitors’ products. The Product sits at market average with similar benefits; 
 Complaints related to the Product have been investigated by our Retail Investor Relations Team to understand their root cause and identify any trends 

including those with respect to any vulnerable customers. Where appropriate, measures have been put in place to help prevent circumstances recurring and 
remedial action taken. All complaints are reported to the Firm’s Senior Management.  

 
Foresight will continue to review complaints data and send periodic due diligence questionnaires to selected Financial Intermediaries to gather information 
including data about customer understanding of the Product documentation, customer support available (including vulnerable customers) and the provision 
of/access to and quality of our Product documentation. No adverse findings have been identified or brought to the attention of the Firm to date.   
 
Foresight will re-assess the Product on a periodic basis to ensure that retail customers receive fair value, the risk of foreseeable harm to investors is low and 
vulnerable customers receive support they need to pursue their financial objectives.  
 
Foresight conducted internal Customer Understanding, Customer Support and Vulnerable Customer Assessments which, subject to a few recommendations 
for minor enhancements, concluded that Foresight is satisfying its obligations in these areas in accordance with the Consumer Duty (further detail of these 
assessments is set out in the Areas Assessed section below).   
 



 

   Confirmation of Fair Value Assessment [July 2025]                                                                                                                                                                                                              3 

The assessment was based on the four outcome rules and includes the analysis of Foresight’s products and services, price and value, customer understanding, and 
customer support. The table below provides more information on the areas assessed in the Fair Value Assessment. 

Areas Assessed Description of the Areas Assessed 
Product Details Nature and description, key features and benefits and limitations of the Product including any changes in these areas since the last Fair 

Value Assessment. 
 

Target Market Analysis of characteristics, objectives and the risk profile of the target market against the nature and risk profile of the Product to ensure 
target customers’ best interests throughout all stages of the lifecycle of the Product. 
 
The target market analysis includes expected investor knowledge and experience, their objectives and needs, financial situation and ability 
to bear losses and their risk tolerance and compatibility of the risk/reward profile of the Product. The analysis also includes a negative target 
market with examples of those who may not fall into scope of the target market. Finally, the section documents the distribution strategy of 
the Product. 
 
The analysis also identifies the drivers of vulnerability and characteristics of vulnerability in the target market which may impact the value 
received by those retail investors, taking into account the particular additional or different needs and objectives that might be relevant. The 
target market analysis did not include material amendments since the last assessment. 
 
An additional area assessed is the potential impact that the cognitive or behavioural biases of retail customers may have on the value of the 
Product and where, if any, aspects of the business unfairly exploit behavioural biases displayed or characteristics of vulnerability. While it is 
possible that retail customers may have the cognitive or behavioural biases identified, there is no evidence that Foresight is unfairly 
exploiting them due to the nature of the Product and Foresight’s indirect relationship with the end retail customers as well as processes, 
controls and support which prevent such practices. Nonetheless, Foresight continues to monitor customer behaviours in using the Product 
to identify potential behavioural biases or vulnerabilities in the target market. 
 

Nature of the 
product including 
financial, non- 
financial benefits 
and limitations 

The Firm evaluated the following areas: 

 Description of the customer journey including any sludge practices; 
 Analysis of the Product design; the design enables use by the target market to pursue their financial objectives and whether any 

aspects/limitations of the Product prevent average target retail customers or vulnerable customers from fully enjoying the Product, 
whether the Product allows for easy switching or exit without unreasonable barriers or delay; 

 Retail customer contact: evaluation of how the Firm enables retail customers to make a complaint, cancel an agreement or otherwise 
terminate the relationship with the Firm as well as to make general enquiries or requests to the Firm; 

 Benefits and associated costs:  
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- Analysis of financial and non-financial benefits of the Product and whether the Product creates unreasonable additional costs 
including unreasonable exit fees or other charges, delays distress or inconvenience; 

- Analysis of total costs and maximum costs of contingent charges and any non-financial costs such as time spent during 
customer journey; 

- Analysis of the relationship between the lifespan of the Product and cost to retail customers and how this presents fair value; 
- Whether there have been any changes in nature and the cost of the Product since the last Fair Value Assessment and whether 

increasing or decreasing competition among similar products might impact pricing. 
 

Manufacturing 
Costs 

Description and analysis of the costs incurred by the Firm in manufacturing the Product including for different groups of customers, 
variances in cost between similar Foresight products and any accrued costs and/or benefits for the Product. Analysis also included whether 
there have been any changes in the cost incurred by the Firm in manufacturing the Product since the last review.  
 

Charges and 
Pricing 

Description and analysis of the market rate of the Product and of any differential pricing used by the Firm with explanation of the objective 
and justifiable reasons for doing so and listing each group of retail customers where pricing is different with explanation on how the value is 
fair factoring in cost, profit margins, and market rate for those groups. Analysis also includes whether the final price paid by the retail 
customer is significantly higher than either the total cost for manufacturing and distribution or above the market rate with any details on 
whether there is an added benefit here which means fair value. 
 

Key Third Party 
Arrangements 

Foresight conducts periodic risk-based, due diligence on key third parties to review their business operations and whether they are, to the 
extent possible, in compliance with applicable regulatory and legislative requirements. The operational due diligence process is also an 
opportunity to share feedback and improve processes between Foresight and the third party. This also benefits the Product and its investors 
ensuring appropriate levels of service delivery and value for money. 
 

Management 
Information 

Review of the management information the Firm collects to monitor whether good outcomes are provided to retail customers and to ensure 
that the Firm does not cause harm to retail customers.   
 

Customer 
Understanding 

As part of the Firm’s annual Duty assessments, the Firm has conducted its 2025 standalone firm-wide assessment of Customer 
Understanding analysing a sample of the Firm’s marketing materials and communications. The Firm assessed the following areas: 

 What measures are in place to comply with the Customer Understanding Rule; 
 How we tailor communications to account for the needs of vulnerable customers; 
 How do we ensure that we communicate all relevant documentation in good time in order for a retail customer to make a decision; 
 How we currently test and monitor communications. 
 

Customer Support The Firm conducted its 2025 standalone firm-wide Customer Support Assessment which analyses the following: 
 Description of the retail customer journey; 
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 How the firm ensures that the Product meets retail customer needs and does not cause harm; 
 How easily retail customers can contact the Firm for queries, requests and complaints; 
 The Firm’s processes for exits, withdrawal requests and complaints; 
 How the Firm supports retail customers’ decision making and what documentation is made available to them; 
 How the Firm enables professional and personal representatives to act on behalf of retail customers and the processes in place to put 

these arrangements in place; 
 How the Firm manages third party firms in providing services to retail customers to provide effective support;  
 How good customer support is reflected in the Firm’s strategies, governance and leadership policies; 
 Analysis of exits, withdrawals and cancellations (including cooling off periods) and complaints received in this area; 
 Analysis of the effectiveness of Foresight’s customer support; and 
 Analysis of vulnerable customer support 
 

Vulnerability 
Assessment 

As part of the Firm’s annual Consumer Duty assessments, the Firm has conducted its 2025 standalone firm-wide Vulnerability Assessment 
which reviews the following areas: culture & governance, monitoring & evaluation, understanding customers’ needs, skills & capability of 
staff members, product & service design, customer service and communications.  
 

Distributor 
Arrangements 

The Firm has documented and conducted an analysis of the distributor arrangements including whether distributors have access to all 
appropriate information to understand the value that the Product is intended to provide including the pricing set and their understanding of 
the target market and distribution strategy. We have also included our view that we believe distributors understand what quality of service is 
required to represent good value and how any remuneration arrangements between distributors and the Firm might impact the value retail 
customers receive. 
 
The assessment also details whether distributors consider and understand the needs, characteristics and objectives of any retail customers in 
the target market and those with characteristics of vulnerability through the Firm’s responses to distributor questionnaires, complaints and 
enquiries and general feedback.  
 
Finally, the assessment assesses whether there have been any changes in the distribution arrangements and how these might impact on the 
fair value received by retail customers. Foresight concluded that the Product’s distributors positively contribute to the fair value received by 
retail customers. 
 

Limitations Retail Relationship: Due to the nature of Foresight’s business, financial intermediaries are primarily the point of contact for Foresight’s retail 
investors. Therefore, the indirect relationship Foresight has with retail investors provides a challenge when identifying vulnerable customers 
and providing good outcomes in relation to customer support. 
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We are confident that the Product will continue to provide fair value to retail customers. If the circumstances change and the Product ceases to provide fair value, we 
will inform you about our review and outcomes.   

Please see below links to useful information on the Firm’s Consumer Duty Framework and Customer Support. Please do not hesitate to contact our Retail Sales Team 
if you have any questions about the content of this document.  

https://www.foresight.group/consumer-duty 

https://www.foresight.group/customer-support 

 

Target Market: Foresight Inheritance Tax Solution 

Target Market (PRIN 2A.3.4R) 
Identify the target market for 
the product at a sufficiently 
granular level, taking into 
account the characteristics, 
risk profile, complexity and 
nature of the product (PRIN 
2A.3.4R (1)) 

Examples of the types of potential characteristics of prospective shareholders listed below are intended to guide distributors in 
their assessment of the Product’s target market and to determine whether it meets the needs and objectives of their clients.  
 
Foresight expects FCA authorised financial advisers to document how their advised clients fall within the target market (or 
negative target market) within their suitability assessments. Please note, the Firm must be notified when the Product is sold to 
an advised client falling within the negative target market. 

 
Client types:  
 Advised retail clients. 

 
Clients’ knowledge and experience:  
 Holding direct equities; 
 Investing in single company shares;  
 Owning and/or running an unlisted company;  
 Holding ‘high risk’ assets; 
 Holding a senior management position in business; 
 Understanding of inheritance tax and business relief;  
 Awareness of the alternatives to business relief and the relative merits of each;  
 Knowledge of UK infrastructure as well as the risks and merits;  
 Understanding of how liquidity is provided and the circumstances in which this could be delayed;  
 Understanding of the taxation of withdrawals during life and on death. 

https://www.foresight.group/consumer-duty
https://www.foresight.group/customer-support
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Where an investor lacks knowledge and/or experience in the areas listed above, knowledge can be gathered through discussion 
with the financial intermediary, detailing the structure and mechanics of the Product, the underlying investments, the risks 
associated with these assets and how liquidity is provided. 

 
Clients’ financial situation and ability to bear losses:  
 Have an IHT liability on their estate; 
 Have a high (100%) capacity for loss on assets invested into the Product;  
 Have the ability to draw capital from other funds should there be a delay in providing liquidity;  
 Considered and utilised or ruled out other forms of IHT planning. 
 
Clients’ risk tolerance and compatibility of the risk/reward profile of the Product with the target market:  
 Willing to accept a high degree of investment risk and reduced liquidity. 

 
Clients’ objectives and needs:  
 A wish to mitigate IHT, in whole or part, after two years of investment; 
 Regain business relief where this is lost through the sale of a business or shares in a business;  
 A desire to maintain access to and/or control over invested assets. 

 
Based on target market assessment.: 
 Typically, Foresight only accepts advised applications in its Product. There is a mechanism by which Foresight can accept 

direct applications.  Potential investors complete an Appropriateness Assessment which is reviewed by the Compliance 
Officer.  

 
Negative target market 
 
Clients who should not invest (the ‘negative-target market’):  
 Cannot benefit from IHT tax relief; 
 Have a low risk tolerance and capacity for loss on the funds to be invested in the Product;  
 Have no experience of, and are unable to comprehend the risks associated with, investment into an unquoted company or 

comparable assets; 
 No access to other funds in the event of delays in liquidity. 

 
Identify the drivers of 
vulnerability and 
characteristics of vulnerability 
in the target market which 

At Foresight, we need to ensure that customers are treated fairly and in order to do this, we need to understand the 
characteristics of vulnerability in our target market. A vulnerable customer is someone who, due to their personal 
circumstances, is especially susceptible to harm, particularly when a firm is not acting with appropriate levels of care. The 
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may impact the value received 
by those retail customers 
(taking into account the 
particular additional or 
different needs and objectives 
that might be relevant for the 
retail customers in the target 
market with characteristics of 
vulnerability) (PRIN 2A.3.4R 
(2)) 

characteristics of vulnerability may result in consumers having additional or different needs, which may limit their ability or 
willingness to make decisions that represent their own interests. 
 
The FCA has identified four key drivers which it believes may increase the risk of consumer vulnerability. These are:   
 Health (severe or long-term illness, hearing or visual impairments, low mental capacity or cognitive disability);  
 Life events (loss of employment, retirement, caring responsibilities or bereavement);  
 Resilience (low ability to withstand financial or emotional shock);  
 Capability (low knowledge or confidence in managing finances, poor literacy or numeracy skills including digital skills). 

 
While some vulnerabilities are permanent, others are more fluid. Whilst all the key drivers of risk can have an impact on a 
customer’s vulnerability, it is believed that health and life events are the primary drivers of risk in the identified target market. 
Health-related issues, whether physical or mental, can have a significant impact on a customer’s ability to manage their finances 
and make informed decisions. Life events, such as loss of employment, retirement, bereavement and caring responsibilities, can 
have a profound effect on a customer’s financial situation. Experience of one or more of the 4 drivers of risk does not mean that 
customer cannot achieve positive outcomes, but they may simply need more support, so this risk of harm is reduced. By 
understanding and addressing these risks, Foresight can better support its vulnerable customers.  
 
At Foresight, the primary distribution channels for our products are either through financial advisors or via third party 
platforms. This means that our interactions with investors may be more limited than a financial advisor, who has a more direct 
relationship. Generally, this means that financial advisors are in a better situation to identify instances of vulnerability and 
provide the necessary support.  Despite this potential limitation, Foresight still recognises the importance of identifying and 
addressing instances of vulnerability among its fund investors. And we have implemented measures to identify and support 
vulnerable customers. 
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