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Wealth Management & Private Banking 
Thursday 13 June 2019  

The Berkeley Hotel, Wilton Place, London SW1X 7RL 

THE SUBJECT MATTER 
 
In anticipation of A Meeting of Minds which will take place on Thursday 13 June this document sets out the 
subjects which will be tabled for discussion.  
 
The format:  
 
The day runs breakfast through to 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.  
• Plenty of networking opportunities including a formal seated luncheon. 

  
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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1. Trust and reputation. Hard won easily lost. .............................................................................................................. 2 
2. Capturing your customers’ attention – it is after all a finite resource ................................................................ 2 
3. Will you still love me when I am sixty four …  how about a review of longevity trends? ............................ 3 
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4. The future of portfolio management on platforms .................................................................................................. 3 
5. Is David Attenborough changing the face of investment? Should ESG investing be the norm? .................... 3 
6. Faster, lower cost, just as accurate – how ETFs are set to transform wealth management ......................... 3 
7. As the MIFID II effect kicks in and clients gain a clearer understanding of how much they are paying you 
for your active investment services, is it affecting their investment preferences? .................................................... 4 
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8. Plugging into the crypto opportunity. How are other private wealth firms dealing with crypto? ............... 4 
9. How do you deal with the Regulator knowing what enforcement trends are coming down the road? .... 4 
10. Are you ready to board the SMCR (Senior Managers & Certification Regime) train? ............................. 4 
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11. Partnering with fintechs – could that be the way to speed up your technological innovation? And if 
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so – how do you make it work? ............................................................................................................................................. 5 
12. Do you really understand your clients’ behaviours and preferences? Do you devote enough time to 
reviewing your MI and more importantly do you act upon it? can we learn from other industries? .................. 5 
13. “When digital transformation is done right, it’s like a caterpillar turning into a butterfly, but when 
done wrong, all you have is a really fast caterpillar.”* ...................................................................................................... 5 
14. The robots are coming - a masterclass in understanding the different potential Business Lead - 
Private Wealthoffered by AI, RPA, big data, machine learning, the Cloud and Voice. ............................................. 6 
15. According to a specialist in generational behaviour, millennials consider human service to be the 
luxury end of the market. If that is the case then – have we come full circle? A look at the optimum service 
model. 6 

YOUR BUSINESS .................................................................................................................................. 6 
16. Wealth Management in Motion .............................................................................................................................. 6 
17. Clear Blue Water? The convergence of the retail and wealth management sectors. .............................. 6 
18. Understanding the characteristics and trends of high growth, global wealth management firms. ........ 7 
19. Attracting the right people. How do you create a tribal brand which will attract the right sort of 
people in the first place? If you get it right, it could attract new investors as well. .................................................. 7 
20. Managing profitability – is it all about product mix optimisation? .................................................................. 7 
21. How do you demonstrate the commerciality of a social impact/philanthropy proposition to 
shareholders and the ExCo? .................................................................................................................................................... 7 
22. M&A – identifying opportunities and valuing them ............................................................................................ 8 

BIG PICTURE ........................................................................................................................................ 8 
23. Even Sir Tim Berners Lee thinks that the internet has opened up a rather large can of worms. He 
thinks it is time for a sort of digital magna carta. ............................................................................................................... 8 
24. The politics drag on …  how on earth do you manage a business against such uncertainty? ................ 8 

 
YOUR CLIENTS   
1. TRUST AND REPUTATION. HARD WON EASILY LOST.  
Onora O’Neil, a philosopher speaking about trust: “trustworthiness is a combination of competency and 
honesty.” 
 
We all trust David Attenborough… but why? Is it his passion, his in depth knowledge, his communication 
skills, his grey hairs? 

 
• A philosophical discussion on who we trust and why. We suspect politicians have slipped down the 

pecking order a bit recently … if they were ever very high up it?  
• Maybe it is a case of changing the lexicon. In bygone days the defence industry was known as the war 

industry…  maybe a bit of a radical comparison …  but you get the drift. 
• What do you say you do when people ask you? “We help you save money for your retirement.” Or are 

you all bracketed as bankers with all its current connotations.  
 

2. CAPTURING YOUR CUSTOMERS’ ATTENTION – IT IS AFTER ALL A FINITE 
RESOURCE 

• As everyone wanders around staring at their phones … flicking between Instagram, Facebook, 
LinkedIn et al, how on earth do you capture their attention? And even if you do – how long can you 
hold on to it for?  

• “Attention is focused mental engagement on a particular item of information. Items come into our 
awareness, we attend to a particular item, and then we decide whether to act.” Yeah right! 
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• According to a respected digital culture expert, the modern attention economy is increasingly one 
where the consumer product costs virtually nothing to reproduce and the problem facing the supplier 
of the product lies in adding valuable intangibles that cannot be reproduced at any cost. He identifies 
these intangibles as: 

 
• Immediacy - priority access, immediate delivery 
• Personalisation - tailored just for you 
• Interpretation - support and guidance 
• Authenticity - how can you be sure it is the real thing? 
• Accessibility - wherever, whenever 
• Embodiment - books, live music 
• Patronage - Paying simply because it feels good 
• Findability - "When there are millions of books, millions of songs, millions of films, millions of 

applications, millions of everything requesting our attention — and most of it free — being found is 
valuable." 

 
A bit of a challenge then. 

3. WILL YOU STILL LOVE ME WHEN I AM SIXTY FOUR …  HOW ABOUT A 
REVIEW OF LONGEVITY TRENDS?  
For those of us of a certain age, it is always good to know how much longer (with a favourable wind) we 
might manage – especially as it seems to increase on a regular basis.  
 
However from a commercial perspective, it is probably quite useful to revisit the trends in this area and 
the implications for your clients’ health and later life living. 
 
Any interest? 
 
INVESTMENT THEMES 

 

4. THE FUTURE OF PORTFOLIO MANAGEMENT ON PLATFORMS 
• Due to cost pressures, the investment landscape is changing. How will future platforms improve 

individualisation that result in better client outcomes?  
• How can new model portfolio methodologies increase efficiency in your business and drive down 

overheads?  
• How would your platform provider answer these questions? 

 
Expert: Mark Scott, Relationship Manager, Wealth Manager Propositions, Standard Life  
 

5. IS DAVID ATTENBOROUGH CHANGING THE FACE OF INVESTMENT? 
SHOULD ESG INVESTING BE THE NORM? 
• Thanks to David Attenborough and Blue Planet, the issue of plastic has shot up the environmental 

angst list which in turn is ensuring a far greater focus on all things ESG.  
• It is wrong to think it is only the Millennials who care about the planet – most right thinking people do. 

So should wealth management make a much bigger deal of where it is investing client money and how 
it is holding up the companies in which it is investing to greater scrutiny?  

• How do you monitor your investments to ensure they are doing no harm. How do you convince your 
clients you really are saving the planet and looking after everyone on it? 
 

6. FASTER, LOWER COST, JUST AS ACCURATE – HOW ETFS ARE SET TO 
TRANSFORM WEALTH MANAGEMENT 
• Assets managed in Exchange Traded Funds grew at an annualized rate of over 20% in the past 10 

years, increasing 73% in the last five years alone*. 
• The success of equity ETFs has led to a surge in growth of fixed income funds. Assets have grown 
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753% in the past 10 years – the equivalent of doubling every 16 months, with ETFs increasingly 
replacing the liquidity that used to come from investment banks.  

• Overwhelmingly, according to the research, the growth in ETF activity is coming from wealth 
managers – discretionary fund managers, private banks, asset managers.  

• Why the strategic shift away from stocks and funds and into ETFs?  
• Whether for a strategic holding or tactical exposure, ETFs combine access, liquidity and low costs, 

while facilitating accurate implementation of investment views.  
• These core characteristics are opening opportunity for firms to operate more efficiently, stave off 

competition and to move into new and profitable business areas.  
 
Expert: Mark Fitzgerald, Head of ETF Product Management, Vanguard 
 
*All data from ETF Global Insights 

7. AS THE MIFID II EFFECT KICKS IN AND CLIENTS GAIN A CLEARER 
UNDERSTANDING OF HOW MUCH THEY ARE PAYING YOU FOR YOUR ACTIVE 
INVESTMENT SERVICES, IS IT AFFECTING THEIR INVESTMENT PREFERENCES?  
 
 
REGULATION 
8. PLUGGING INTO THE CRYPTO OPPORTUNITY. HOW ARE OTHER PRIVATE 
WEALTH FIRMS DEALING WITH CRYPTO? 
Now that the FCA’s Cryptoassets Taskforce has published its report on the UK’s approach to 
cryptoassets, this session will explore: 
 
• The opportunities and risks they present. 
• How are other Private Wealth firms servicing clients with crypto wealth? 
• How do you AML clients using crypto and how can it be applied in client life events? 
• How is crypto taxed and regulated? 

 

9. HOW DO YOU DEAL WITH THE REGULATOR KNOWING WHAT 
ENFORCEMENT TRENDS ARE COMING DOWN THE ROAD? 
As well as providing an update on the latest enforcement trends and developments, this session will work 
through some of the lessons we can learn from enforcement actions which have recently been brought 
against financial institutions by the regulators.  How do we prepare for them? 
 

10. ARE YOU READY TO BOARD THE SMCR (SENIOR MANAGERS & 
CERTIFICATION REGIME) TRAIN? 
This session is designed for those firms that the SMCR extension now applies to - ie those who were not 
affected when it was rolled out in 2016.  We will look to cover the following: 
 
• Key issues and developments? Now the FCA has announced it will be implementing SMCR into 

the wider financial services sector by December 2019 (an estimated 17,200 Investment Firms; 106,000 
Approved Persons; 43,900 future Senior Managers; and 62,000 certified persons), what will this mean 
for senior managers and members of the board in terms of governance and culture within the firm, 
along with their own individual responsibilities and accountabilities? 

• What lessons have been learnt? An opportunity to hear from some of the Banks and PRA-
designated investment firms who have been subject to the SMCR since March 2016. 

• What is different this time around? This time it is personal!  Many of the individuals will be either 
owner managers and partners whereas back in 2016 the senior individuals affected were typically 
employees.  What cultural impact will this have? 

• Is culture the biggest sticking point? Understandably the HR function bears biggest responsibility 
in delivering the SMCR requirements of a firm.  Every quarter we bring together the HR Directors 
from the largest Wealth Managers & Private Banks, and they indicated that there are still big cultural 
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and demographic divides in terms of Senior Managers buying into this regulation.  How can we bridge 
this gap?  
 

Expert: Andy Peterkin, Partner, Farrer & Co  
 
TECH FUTURES 
11. PARTNERING WITH FINTECHS – COULD THAT BE THE WAY TO SPEED UP 
YOUR TECHNOLOGICAL INNOVATION? AND IF SO – HOW DO YOU MAKE IT 
WORK?  
• The advantages of partnering with a fintech are (allegedly) faster time to market, competitive 

functional advantage, decreased costs and improved profitability.  
• The days of the monolithic system are numbered and a more nimble ecosystem of different 

technologies is the way forward.  
• However beware the attraction of shiny new features! There are inherent dangers in travelling this 

route and you need to be wary. There may be gaps in functionality or even duplication. Different parts 
of the business might want to use the tech in a different way.  

  
Our session experts will talk you through the pros and cons of working with fintechs and other tech 
suppliers, and introduce the concept of producing a capability framework to ensure that the business 
approaches their introduction as an integral element of the overall business operating model. in a carefully 
thought through way.  
  
They will also offer some advice on to how to pick the right partners and how best to manage the 
relationship.  
  
Experts: Kevin Okell – Managing Director, and Simon Bussy, Director – Wealth, Altus Consulting 
 

12. DO YOU REALLY UNDERSTAND YOUR CLIENTS’ BEHAVIOURS AND 
PREFERENCES? DO YOU DEVOTE ENOUGH TIME TO REVIEWING YOUR MI AND 
MORE IMPORTANTLY DO YOU ACT UPON IT? CAN WE LEARN FROM OTHER 
INDUSTRIES?  
• Is it time to accept that data is the way forward? 
• ASOS works through thousands and thousands of products every day to match the right people with 

the right products. This is making them as agile as Amazon. Do you analyse your clients’ behaviours 
and investment preferences; when they go online or call you; and if they call you why? Do you know 
which bits of the tech you provide they favour?  

• M&S use in store technology to work out how to position products for maximum impact. Just a 
thought?  

• We all know you don’t really sell products ….  but what sort of MI do you collect? And far more 
importantly – what do you do with it?  

 
Expert: SEI  
 

13. “WHEN DIGITAL TRANSFORMATION IS DONE RIGHT, IT’S LIKE A 
CATERPILLAR TURNING INTO A BUTTERFLY, BUT WHEN DONE WRONG, ALL YOU 
HAVE IS A REALLY FAST CATERPILLAR.”*  
• Have you implemented new software or tools only to find you are now facing limitations, challenges 

and struggling to unlock the expected benefits? Can technology innovation ever be done at speed and 
still be effective?  

• With examples from other industries, we’ll explore the ways in which incremental innovation can 
support your business growth and how you can work with fintech partners to de-risk the process. 

 
(*George Westerman, Principal Research Scientist with the MIT Sloan Initiative on the Digital Economy) 
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Expert: Andrew Foster, Business Lead Private Wealth, Iress 
 

14. THE ROBOTS ARE COMING - A MASTERCLASS IN UNDERSTANDING THE 
DIFFERENT POTENTIAL BUSINESS LEAD - PRIVATE WEALTHOFFERED BY AI, RPA, 
BIG DATA, MACHINE LEARNING, THE CLOUD AND VOICE.  
• Robotics – not something you can just roll out. It is exciting technology which can operate across 

your entire ecosystem. Robots can learn and copy.  
• Machine learning and AI are fairly simple algorithms which can do some heavy lifting e.g. looking at 

data quality.  
• Big data is access to unstructured data – known as data lakes. Proximity of the data to the user is 

much closer. It is raw data.  With the right skill sets you can gain insights. This is a massive enabler 
which allows you to apply machine learning quite quickly without having to go through the IT 
function.  

• Cloud. Amazon Web Services, Google etc. These are pay as you go commercial models which make 
them very attractive solutions as opposed to buying your own.   

• The use of Voice is compelling and cheap. It sits on the cloud and is getting better and better.  Think 
Amazon Echo as a financial services adviser. 

 
Well those are the headlines – how about a discussion around practical implementations?   
 

15. ACCORDING TO A SPECIALIST IN GENERATIONAL BEHAVIOUR, 
MILLENNIALS CONSIDER HUMAN SERVICE TO BE THE LUXURY END OF THE 
MARKET. IF THAT IS THE CASE THEN – HAVE WE COME FULL CIRCLE? A LOOK AT 
THE OPTIMUM SERVICE MODEL.  
• Working on the basis that digital is just a hygiene factor and that the data disruptors are breaking into 

the advisory business via robo advice, then the ability to field a human – who is charming, attentive and 
smart – well you are apparently back at the cutting edge.  

• What’s new?  
 
Expert: Philipp Zerhusen, Director, Market Development, FactSet Digital Solutions 
 

YOUR BUSINESS 
16. WEALTH MANAGEMENT IN MOTION 
It’s hardly a controversial statement that the global pace of change is not slowing any time soon. 
Technology, regulation, digitisation and pricing pressures are all combining to create a challenging operating 
environment for businesses across industries.  But how are these changes affecting wealth management, 
and what are your peers doing about it? Are you behind the curve?  
 
Join us for an in-depth discussion of BlackRock’s proprietary wealth management research survey, 
Evolution 3.0, to debate the key findings of how wealth management C-Suite executives from across EMEA 
are tackling these rapid change.  Now in its third iteration, Evolution 3.0 also highlights which challenges 
are receiving the most share of mind now, and which are looming just around the corner.    
 
Session objectives: 
 
• Learn about the top priorities and challenges facing wealth executives in EMEA     
• Brainstorm and debate action plans on dealing with this change 
• Separating the signal from the noise – identify what matters and what’s coming next 
 
Expert: Rohan Stewart, Head of the London Wealth Sales Team, BlackRock Investments   
 

17. CLEAR BLUE WATER? THE CONVERGENCE OF THE RETAIL AND WEALTH 
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MANAGEMENT SECTORS.  
• What are the real differences these days between what IFAs do and what wealth managers do? 
• Who should be eating whose lunch? 
• How does the market view businesses in each sector and is there potential for that to change? 
 
Expert: Mark Poulson, LangCat and Ed Carey, Head of Marketing, Multrees 
  

18. UNDERSTANDING THE CHARACTERISTICS AND TRENDS OF HIGH 
GROWTH, GLOBAL WEALTH MANAGEMENT FIRMS. 
• Leveraging data from the 2018 Global Benchmark study of over 1,300 wealth advisory firms, this 

session will discuss findings that relate to the characteristics of higher growth firms, relative to their 
lower growth peers.  

• The Benchmark study aims to understand global best practices of the organisations delivering advice 
around the world, to help firms deliver better services and outcomes for clients. 

• The core question for this session is: how may of these insights can be used by private banks and 
wealth management firms when considering how to structure their business for growth, and the 
activities they undertake? 

• Particular areas of focus may include: leading indicators of staffing structures, roles, training and 
compensation in addition to business development activities, and the impact of mergers and 
acquisitions. 

 
Expert: Chris Morgan, Vice President, UK Wealth Management, Dimensional Fund Advisors Ltd 
 

19. ATTRACTING THE RIGHT PEOPLE. HOW DO YOU CREATE A TRIBAL BRAND 
WHICH WILL ATTRACT THE RIGHT SORT OF PEOPLE IN THE FIRST PLACE? IF YOU 
GET IT RIGHT, IT COULD ATTRACT NEW INVESTORS AS WELL.  
• The approach to work is no longer stereotypical; people seek flexibility and less commitment. So how 

do you tap into this almost nomadic talent base? And having found them, how on earth do you keep 
them? 

• The emergence of Generation Y and Generation Z into the workplace has created a world where 
many want to belong to a tribe of like-minded people as evidenced by the online culture of followers. 
So the question is – how do you create a tribal brand which will prove attractive the kind of new 
recruits your business wants and needs? 

 
Experts: Keith Jones and Tessa Sharp, Co-founders of Alchemy Worldwide 
 

20. MANAGING PROFITABILITY – IS IT ALL ABOUT PRODUCT MIX 
OPTIMISATION? 
Thanks to the greater transparency required under MiFID II, the wealth management product offering and 
pricing model is changing towards “under contract arrangements” with separate and explicit charges for 
advice, which in turn need to be broken down into product manufacturing costs, distribution sales and 
advisory costs.  
 
This in turn can be broken down into three main categories: pricing related questions, manufacturing 
related questions and distribution and product mix related questions.  
 
So as you seek to identify those products which add to profit margins and why, you need to develop a 
methodology for reporting profitability across the spectrum of products? 
 
This session will field an expert on how product mix optimisation can positively affect profitability.  
 

21. HOW DO YOU DEMONSTRATE THE COMMERCIALITY OF A SOCIAL 
IMPACT/PHILANTHROPY PROPOSITION TO SHAREHOLDERS AND THE EXCO? 
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Thank you for reading so far! If you have any thoughts on the above or would like to add your own 
suggestions, do please call Evie Owen on 01483 862692 or email evieowen@owenjamesgroup.com. 
 
 
 

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?  
 
Jamie Broderick 
  

22. M&A – IDENTIFYING OPPORTUNITIES AND VALUING THEM 
• The UK wealth market is growing and attractive to investors. Historically we have enjoyed 10% 

compound annual growth of wealth assets, and expect it to grow by 15% next year.  
• Key drivers for this growth have been:  

 
o Strong capital market performance 
o Inflows to the UK from offshore locations 
o Pensions freedoms  
o The intergenerational wealth transfer 

 
• However the costs and disruptive implications of regulation, technology and structural reform are 

enormous and smaller players are moving towards the exit door.  
• This session will look at the key deal considerations and the sort of values firms are achieving.  
 
BIG PICTURE 
23. EVEN SIR TIM BERNERS LEE THINKS THAT THE INTERNET HAS OPENED UP A 
RATHER LARGE CAN OF WORMS. HE THINKS IT IS TIME FOR A SORT OF DIGITAL 
MAGNA CARTA.  
 
In the US, Elizabeth Warren is calling for the break up of big tech. This discussion will take a philosophical 
look at the web as a force for good vs a force for ill and whether it should be left to society to work it out 
or whether Governments really are going to have to step in.  
 

24. THE POLITICS DRAG ON …  HOW ON EARTH DO YOU MANAGE A BUSINESS 
AGAINST SUCH UNCERTAINTY? 
As we write, we were hoping there might be a bit more clarity around Brexit, but the fog continues to 
linger.  
 
It might not affect your business directly, but it will be affecting your clients’ angst levels. What steps are 
you taking to cope in these particularly unsettling days? 
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