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Advisory Distributors 
Thursday 28 November 2019  

The Berkeley Hotel, Wilton Place, London SW1X 7RL 
(Dinner on Wednesday 27 November at The Lanesborough Hotel) 

 
THE DRAFT AGENDA 

The preparation:  
 
• In anticipation of A Meeting of Minds which will take place on Thursday 28 November, the following 

subjects should be considered a starting point for discussion.  
• Over the next few weeks, we will be meeting with participants to ensure that the agenda is addressing 

those issues which are top of your list in terms of importance. The goal is always to enable you to do 
better business and by that we mean we want to ensure that all aspects of your business go under the 
microscope. The final agenda therefore has to reflect that. 

• If you would like to input your thinking, we would of course be delighted to hear from you.  
 
Is there a theme?  
 
We are currently taking in all the suggestions and will come up with something shortly based on all the 
feedback, however the topics seem to have a particular focus around business growth at the moment. The 
industry seems to be going through a very positive spell.  
 
The format of the day:  
 
Each day runs breakfast through drinks and is made up of a blend of: 
 
• Keynote sessions geared to encouraging new thinking – typically from outside the industry;  
• Roundtables – small facilitated groups addressing a carefully researched agenda. The whole day is 

Chatham House and therefore participants are able to speak openly and freely.  
• Scenario planning – some of the break out sessions will demand more of you. 
• Plenty of networking opportunities including the formal dinner on the Wednesday evening plus the 

seated luncheon during the Meeting. 
• Some “me” time i.e. personal development. 
 
How do the roundtables work?  
• On the day, the roundtables take place in a private room with, typically, some 15 people around the table. 

Tent cards with participants’ names and companies are set out to make it easy to identify your peer 
group. The sessions are introduced by an expert on the subject. This introduction will usually last about 
10 minutes before the conversation is opened up to the table, the goal being to ensure that everyone gets 
stuck in! The session facilitator will bring the session to a conclusion, highlighting the key points raised. 
 

 
In summary, your time is precious and our goal is to ensure that if you spend it with us, you 
spend it in the company of your peers, you address the subjects which matter to you, and all in a 
time efficient manner.  
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The roundtable topics tabled for review:  
 
YOUR BUSINESS .................................................................................................................................. 3 
1. Client focused versus client centric? Knowing the difference between the two can give you 

a serious competitive advantage. Creating a culture of client obsessed champions is the 
answer. Where do you start? ...................................................................................................... 3 

2. Building business models that will thrive in a post-MiFID II world. We all know the need 
for advice is growing but advisers are struggling to deal with the volume. ............................ 3 

3. Are you paying your fund managers too much for active management? ............................... 3 
4. Cashflow modelling and your clients’ capacity for loss ............................................................. 3 
5. Where next for retirement planning? ........................................................................................ 4 
6. Walking the tightrope of demonstrating value while maximising profitability. 3rd party 

analysis tells us what clients want and investors value etc. However adviser perception vs. 
reality is still not always aligned. This session will drill down into this mismatch. ................. 4 

7. Can you build a framework to assess culture?........................................................................... 4 
TECH FUTURES ................................................................................................................................... 4 
8. How becoming a digital advisory business can enhance your client experience and deepen 

your relationship with them as well as support productivity. .................................................. 4 
9. Cyber Security: you are only as strong as your weakest link. .................................................. 5 
10. Making sense of the data lake or lessons from a data scientist. ............................................... 5 
11. The future of technology and robo advice – will it really eat our lunch? ................................. 5 
CHANGING CLIENT DEMANDS ....................................................................................................... 6 
12. How do you demonstrate the commerciality of a social impact/philanthropy proposition to 

shareholders and the ExCo? ........................................................................................................ 6 
13. Are your clients expecting you to ensure their portfolios are ESG? Or do they still judge 

success upon the basis of performance? And if they do ask for ESG just how judgemental 
are they? There is a lot of “greenwashing” going on – are you for real? ................................. 6 

14. Insights from the clients of advisory firms: what do they value, and how can referrals be 
better utilised to attract more of them?.................................................................................... 6 

15. Are asset managers providing “value for money” (VFM)? This is an area of growing 
regulatory interest. ...................................................................................................................... 7 

16. Regulation Radar ......................................................................................................................... 7 
17. DB Transfers: a 2020 view ........................................................................................................... 7 
ARE YOU THINKING DIFFERENTLY ............................................................................................... 8 
18. We need to help children and young people understand money... ......................................... 8 
SOMETHING FOR YOU ...................................................................................................................... 8 
19. Are you ready to de-clutter and create space for more effectiveness, focus and clearer 

thinking. ........................................................................................................................................ 8 
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YOUR BUSINESS   

1. Client focused versus client centric? Knowing the difference between the two can 
give you a serious competitive advantage. Creating a culture of client obsessed 
champions is the answer. Where do you start?  

“You've got to start with the customer experience and work back toward the technology - not the other way 
around.” Steve Jobs 
 
• A client focused company offers clients a consistently great and relevant experience across all 

touchpoints. 
• A client centric organisation starts with the client before creating new products and experiences.  

Rather than analyse feedback, you anticipate their needs.  
• Both sound ok to me but in a world where clients are so empowered by the internet when it comes 

to making their investment decisions, you need to be on the front foot, anticipating your clients’ future 
needs.  

• So where do you start? Well the key does seem to be with your people. If your employees feel good 
about your company you will find that your clients do too. 

• You shouldn’t treat your people any different than you treat your clients.  
• How does the intent feed through? How do you reward? You cannot invest on chance. 
• Well that’s the plan. Where do you start? How do you measure the impact?  

 

2. Building business models that will thrive in a post-MiFID II world. We all know 
the need for advice is growing but advisers are struggling to deal with the 
volume. 

A wise man told us recently that advisers are sitting on oil fields but lack the equipment to get the oil out  
of the ground.  Productivity, demographic and regulatory challenges mean that advisory firms often struggle 
with the capacity for growth.  This session will provide an opportunity to: 
 
• Identify the current challenges affecting your firm; 
• Discuss strategies to manage, overcome and adjust your business model to tackle these challenges; 

and 
• Map out some of the technology, investment and segmentation solutions that are available to drive 

efficiencies through your business. 
 

3. Are you paying your fund managers too much for active management? 
• An article I read last April in Moneyweek stated that it’s a miserable life being an active fund manager 

these days. The problem being that people are starting to notice that they don’t provide value for 
money. Customers are flocking to cheap index funds. 

• Now, even politicians are getting in on the act. They’ve realised that one reason fund managers don’t 
hold overpaid chief executives to account is because they collect pretty chunky pay packets 
themselves. 

• So do active managers have a future? And if so, what does it look like? 
• This article suggested that if active managers wanted to stay in business, they have to start acting like 

the owners of the companies in which they invest.  

 

4. Cashflow modelling and your clients’ capacity for loss 
• I recently heard Rory Percival address a group of Heads of Wealth and he asked them “Who in their 

firm should be doing the assessment of their clients’ capacity for loss”… and only one person in the 
room had the correct answer. Can you guess?? The Paraplanners. 

• The suggestion was that advisers should stop asking their clients what their capacity for loss is, as 
clients have no idea!! And that it should be the paraplanner that tests the plan who can tell the real 
capacity for loss. Once this has been proven the adviser should present the results to the client and 
agree on it. So, what do you think of this approach? Is this how you do it? 

• In this session we’ll discuss what are the best and worst practices when looking at client’s capacity for 
loss and cashflow modelling. What sort of things the FCA won’t be fooled by? Do you take in account 
how income needs change over time? Do you asses the degree of flexibity? Do you stress-test all your 
cashflow planning? 
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5. Where next for retirement planning? 
• There has been huge growth in the retirement income advice market since the introduction of 

Pension Freedoms. The retirement landscape has become more varied and complex, with retirees 
facing far greater choice around how and when to retire and, in particular, how to secure the income 
they need to sustain them in retirement. This creates opportunities for advice firms who can 
understand and adapt to the changing landscape. 

• In this session we’ll have a look at the current retirement market and how it affects you and your 
business. 

• It is worth remembering that this new landscape remains in its infancy. Most retirees still have Defined 
Benefit pensions, and the numbers relying exclusively on Defined Contribution pots remains relatively 
small. In addition, the recent Retirement Outcomes Review will usher in a further round of industry 
change. We will discuss the likely future trends in a part of the market that will provide the greatest 
opportunity and the biggest challenge in years to come. 

• We will look at what the industy has learned over the last four years as a result of pension freedoms 
and outline the future. 

• We will offer our thinking on how this all fits with the investment engine needed to produce income 
against this new backdrop. In a world of heavily unsettled markets as a consequence of geo political 
events the quest for client income is ever more challenging. With traditional sources of income 
becoming ever more strained we will demonstrate how and where clients need to be thinking of 
investing to derive the levels of income they deserve in order to maximise the freedom in the 
regulation.  

 

6. Walking the tightrope of demonstrating value while maximising profitability. 3rd 
party analysis tells us what clients want and investors value etc. However adviser 
perception vs. reality is still not always aligned. This session will drill down into 
this mismatch. 

The research has been extremely interesting but there needs to be specific actions taken as a result of the 
findings which will be explored. At the same time businesses are feeling the cost implications of MIFID2 
and increases in PI cover and this requires thought. 
 
This session will be structured in 3 sections: 
 
• Perception: Let’s examine the findings of the multiple research papers regarding adviser value so we 

can discuss if there is a mismatch between what advisers think versus what clients want and value. Is 
this the case and, if so, what could be done to address potential discrepancies? 

• Reality: Let's discuss what is happening within your businesses and the profession at large. This 
session will focus on finding the ‘truth’ about what is happening in relation to fees and profitability and 
discuss what the key areas of focus should be over the next few years. Should advice fees go up, down 
or stay the same and what are the implications? What has been the experience of advisers? 

• Action: Although there has been much discussion about value and fees there has been limited specific 
guidance on what can be done and how it can be done. This session will focus on discussing what 
practical actions could be taken and tools and strategies to help advisers along their journey. There 
will be examples of the what and how of demonstrating value as well as a discussion of best practice 
within the groups.  

 
7. Can you build a framework to assess culture?  
• Culture is perceived as a combination of people engagement, decision making and environment but 

how on earth do you assess it? How do you benchmark it?  
• We have identified a study looking at measuring corporate culture from the “outside”. They examined 

metrics around adaptability, customer focus, employee focus and governance.  
• We propose comparing this approach with the more traditional methods, typically based around staff 

surveys.   
 
TECH FUTURES 

8. How becoming a digital advisory business can enhance your client experience 
and deepen your relationship with them as well as support productivity.  
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As your business costs increase, you need to ensure your firm is operating in an efficient and productive 
way. To that end, adopting a digital strategy would seem a smart move. However you will be anxious to 
maintain the close client relationships you have taken years building so how on earth do you ensure you do 
so?  
 
This session will address the following:  
 
• How you decide which elements of your proposition to automate and where to maintain the human 

element. 
• How you harness the information you already have. 
• How you can second guess your clients’ needs and propose personalised propositions. 
• How you can drive engagement and create even greater loyalty. 
 
If you can do all of the above and save money – sounds like a bit of a win win to me! 

 

9. Cyber Security: you are only as strong as your weakest link. 
• Organisations face myriad threats, which continuously evolve to present them with new challenges. 

One such evolving ‘moving target’ is cyber security – a subset of business resilience. It is being 
discussed by stakeholders at all levels, which suggests the industry needs a mind shift change to be able 
to adequately tackle the issues surrounding response, regulation and recovery. 

• “Ecosystems are now much bigger, boundaries are fuzzy and details more complex to deal with… 
There is a growing need to have a whole firm response – from C-suite to each individual – because 
you’re only as strong as your weakest link”- wise words from a previous roundtable participant.  

• Ultimately, risk cannot be avoided so we need to develop a ‘risk-radar’ and learn how to mitigate and 
minimise. 

 

10. Making sense of the data lake or lessons from a data scientist.   
According to Edward Hess, an organisation’s ability to learn is “the foundation for continuous improvement, 
operational excellence and innovation.”  
 
• We are told that 25% of what we know now will no longer be relevant in two years. So how is it 

possible for a business to prepare for a future it cannot fully understand? 
• The difference between business intelligence and data science is that the former tends to review what 

has happened whereas data science is seeking to work out what will happen. Hence the need to 
embrace machine learning.   

• OK – data scientists are now seen as today’s super heroes but even they will need to understand what 
they are looking for.  

• We will field some case study learning here to demonstrate how questioning the data can provide 
insights into the future which will aid productivity, increase profitability and help with proposition 
development. What’s not to embrace? 

• And as for the rest of us mere mortals… we still need to encourage the creation of a learning culture. 
Regular workshops and incentives to share learning experiences are key. Self-driven learning needs to 
be encouraged and should be part of your team’s key performance indicators.   

 

11. The future of technology and robo advice – will it really eat our lunch?  
• In an article published this month, the FT questioned whether technology will change advice? It has 

certainly reshaped so many industries. 
• In 2019, Amazon surpassed Walmart to become the world’s biggest retailer. Alphabet is by far the 

largest media company by advertising revenue. Facebook has changed the way we consume news. 
Uber and Lyft have altered the transport industry, while Tesla’s market cap is greater than that of 
BMW. Airbnb’s potential initial price offering value may make it larger than any hotel chain and, when 
looking at Financial Services, Hargreaves Lansdown is now bigger than Schroders. The speed and 
magnitude of these changes is quite remarkable. 

• Most advisers find that the cost outweighs the benefit of delivering face-to-face advice to the millions 
of smaller clients in the market.  
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• The message is clear: technology, big data and artificial intelligence will eventually eat all of our lunches, 
eventually.  
 

CHANGING CLIENT DEMANDS 

12. How do you demonstrate the commerciality of a social impact/philanthropy 
proposition to shareholders and the ExCo? 

The pros and cons of introducing social impact investing and a philanthropy offering are well-rehearsed: 
improved persistency; share of wallet and engagement; plugging into millennials; winning hearts and minds; 
building a differentiated proposition etc. 
 
However your role as CEOs is to understand: 
 
• The level of demand for social impact investing and why it should be a commercial consideration  
• Where do social impact and philanthropy sit on the spectrum of capital, and should they be dealt with 

separately?  
• How the EU is planning to integrate sustainability considerations into its financial policy framework to 

mobilise finance for sustainable growth, and  
• The benefits of offering philanthropy and social impact services to your clients, or is it simply hygiene 

these days?  
 

13. Are your clients expecting you to ensure their portfolios are ESG? Or do they 
still judge success upon the basis of performance? And if they do ask for ESG just 
how judgemental are they? There is a lot of “greenwashing” going on – are you 
for real?  

• This is a session around impact investing. Do you have the conversation?  
• Does your client expect you to be the arbiter of whether or not a company’s practices are acceptable?  
• Do they want to know whether you have considered the knock-on effects on the local 

economy/society?  
• Do you (and they) consider the potential for lost jobs and greater hardship? Is some work better than 

no work, even if the employer is not operating best practice?  Negative impact investing.  
• One example recently suggested was that if we refuse to invest in the arms industry, what happens to 

the companies responsible for providing the UK’s defences? This sort of decision places a phenomenal 
weight on the shoulders of the analysts and your portfolio managers.  

• So how do you monitor your investments to ensure they are doing no harm either to the planet or 
the local community?    

• Do you have a policing process in place?  
• It is quite a weighty responsibility.  

 

14. Insights from the clients of advisory firms: what do they value, and how can 
referrals be better utilised to attract more of them? 

The Dimensional Global Investor study aims to understand the perspectives of individual investors who are 
the clients of advisory firms. The insights gained may be used to help advisory firms deliver better services 
and outcomes for those clients.  
 
Leveraging brand new data from the latest 2018/19 study of almost 23,000 clients of advisors, this session 
will discuss findings that relate to a core question: How may advisory firms assess these insights when 
considering how to attract and retain their ideal clients. 
 
Particular areas of focus will include:  
 

• What specific adviser attributes lead to client confidence?  
• How can we distinguish between the promotors and detractors of your firm?  
• How much time do clients want to spend in specific areas they value?  
• And, how do clients think about recommending you? 
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15. Are asset managers providing “value for money” (VFM)? This is an area of 
growing regulatory interest.  

• VFM (see below *) can help build trust and confidence in the industry and its ability to beneficially 
serve its clients.  

• In a report published by the CFA, they summarised the client perspective of VFM as: “clients are likely 
to focus on generation of an attractive risk-appropriate return over a timescale consistent with their 
investment objective, net of all costs, but taking account of quality of service. The analysis should be 
long-term in nature.” 

• So are your asset managers providing your clients with value for money?  

 
* The FCA sets out seven factors that asset managers must consider when assessing the value for money 
of each fund: 
 

o Quality of service: the range and quality of services provided to investors; 
o Fund performance: this should be considered over an appropriate timescale given the fund’s 

objectives, and should be measured net of fees;  
o AFM costs: the cost to the AFM of providing the service to which each charge relates; 
o Economies of scale: whether the AFM is able to achieve savings and benefits from economies of 

scale for larger funds; 
o Comparable market rates: the market rate for any comparable service provided by the AFM or to 

the AFM (including by delegated investment managers); 
o Comparable services: the AFM’s charges for comparable services, including institutional mandates 

of a comparable size or funds with similar investment objectives; and 
o Classes of units: whether it is appropriate for investors to be in share classes with higher charges 

than those applying to other similar share classes of the same fund. 

 

16. Regulation Radar 
From the RDR, to pension freedoms, Mifid II and the General Data Protection Regulation, there has been 
little let-up. 
 
In comparison 2019 has not been very eventful – in terms of new regulation, at least. It seems the FCA’s 
work this year may lay the groundwork for action that could give advisers a headache into 2020. 
 
So, in this session we’ll be looking at : 
 

• What should be on your radar? 
• How can you prepare for what’s to come? 
• How is regulation changing the market? 

 

17. DB Transfers: a 2020 view 
According to the FCA, three out of five DB transfers are unsuitable, and with “unsuitable” they don’t 
count technicalities, like they forgot to tick a box…. They refer to those where the transfer wasn’t the 
best thing for the client.  
 
The FCA won’t let this issue rest until the suitability ratio goes up to at least 85%. The current 48% is far 
from target. 
 
An expert on the matter said that the only way to get better is for firms to stop thinking that this is the 
result of “bad firms” doing dodgy deal and for everyone to review their current processes. Everyone is 
part of the problem!! So, when was the last time you reviewed some of your advisers’ files? Are you aware 
of what goes in your business, is everyone following protocol? Do you even have a clearly defined 
protocol? 
 
We are aware that the FCA hasn’t published a best practice guide, so it’s hard to benchmark your 
business. But what is the industry doing to improve?  
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ARE YOU THINKING DIFFERENTLY  
18. We need to help children and young people understand money... 
• Apps like GoHenry are apparently “on a mission to help millions of kids be good with money”; MyBnk 

delivers “expert-led financial education programmes to 7-25 year olds in schools and youth organisations”; 
The Money Charity “develops and delivers products and services which provide education, information and 
advice on money matters in an appropriate way for young people and adults”; a few examples following a 
fairly quick scoot through the internet.  

• How about an update on who is doing what and how, followed by a wider discussion on whether or 
not the industry could be more active?   
 

SOMETHING FOR YOU  
19. Are you ready to de-clutter and create space for more effectiveness, focus and 

clearer thinking. 
• Our environments are changing rapidly, we increasingly struggle to get everything done and 

information is overloading our brains. As a result, poor decisions are made due to a combination of 
data complexity and the lack of time to understand a topic properly. And this all come at a huge cost 
to organisations as well as causing great frustration to individuals. 

• This will be a 10 miute 1-2-1 session (over the coffee break) where you will learn from our expert  
tips that you will be able to apply immediately, both for yourselves and also to support the teams you 
are leading. 
 

mailto:sofiaaldatz@owenjamesgroup.com

	YOUR BUSINESS  
	1. Client focused versus client centric? Knowing the difference between the two can give you a serious competitive advantage. Creating a culture of client obsessed champions is the answer. Where do you start? 
	2. Building business models that will thrive in a post-MiFID II world. We all know the need for advice is growing but advisers are struggling to deal with the volume.
	3. Are you paying your fund managers too much for active management?
	4. Cashflow modelling and your clients’ capacity for loss
	5. Where next for retirement planning?
	6. Walking the tightrope of demonstrating value while maximising profitability. 3rd party analysis tells us what clients want and investors value etc. However adviser perception vs. reality is still not always aligned. This session will drill down into this mismatch.
	7. Can you build a framework to assess culture? 
	TECH FUTURES

	8. How becoming a digital advisory business can enhance your client experience and deepen your relationship with them as well as support productivity. 
	9. Cyber Security: you are only as strong as your weakest link.
	10. Making sense of the data lake or lessons from a data scientist.  
	11. The future of technology and robo advice – will it really eat our lunch? 
	CHANGING CLIENT DEMANDS

	12. How do you demonstrate the commerciality of a social impact/philanthropy proposition to shareholders and the ExCo?
	13. Are your clients expecting you to ensure their portfolios are ESG? Or do they still judge success upon the basis of performance? And if they do ask for ESG just how judgemental are they? There is a lot of “greenwashing” going on – are you for real? 
	14. Insights from the clients of advisory firms: what do they value, and how can referrals be better utilised to attract more of them?
	15. Are asset managers providing “value for money” (VFM)? This is an area of growing regulatory interest. 
	16. Regulation Radar
	17. DB Transfers: a 2020 view
	ARE YOU THINKING DIFFERENTLY 

	18. We need to help children and young people understand money...
	SOMETHING FOR YOU 

	19. Are you ready to de-clutter and create space for more effectiveness, focus and clearer thinking.

