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Meeting of Minds: Bank and Brand Distribution of Retail Financial Services 

Thursday 6 October 2022 – The Berkeley Hotel, Wilton Place, London, SW1X 7RL 

Schedule of the Day

Belgravia 0815-0900 Breakfast Informal networking - Over breakfast and coffee 

The Ballroom 0900-0920 Keynote Welcome - Incorporating the highlights of the Scene Setter research. With James Goad, Managing Director Owen James 

The Ballroom 0920-0950 Keynote 
Finding the Edge from Football. How to learn and use the skills of elite football coaches in our everyday lives. With Ben 

Lyttleton, sports journalist and author of Edge: Leadership Secrets of Football’s Top Thinkers 

Breakout Rooms 0955-1105 Roundtable Session 

What does the future 

of savings and 

investments look like? 

Pain Points. The 

barriers to leading on 

sustainable finance 

Long Term 

Commitment. Forging 

committed partnerships 

People Pleasing. 

Attracting and retaining 

talent in an employees' 

market 

Impact Testing. Can 

more be done to 

address social 

inequality? 

Belgravia 1105-1125 Morning Coffee Grab a refreshment and catch up with your peers 

The Ballroom 1125-1210 Networking Structured networking - An opportunity to meet some new faces 

Breakout Rooms 1215-1325 Roundtable Session 

What does the future 

of savings and 

investments look like? 

Later Life Lending. 

Using property to fund 

later life 

Future Forecasting. 

What does the future 

of banking look like? 

Access All Areas. 

Examining open 

banking and third-party 

relationships 

Culture Shock. Driving 

brand loyalty with 

value-led leadership 

The Ballroom 1330-1430 Lunch A seated formal lunch 

The Ballroom 1430-1500 Keynote 
Insights from LinkedIn’s The FinFluence Report. How customer expectations and new business models will redefine the 

industry for good. With Baffour Badu, Enterprise Account Director, LinkedIn 

Breakout Rooms 1505-1615 Roundtable Session 
The financial advice revolution 

is here 

First Class. Using embedded 

finance to ensure better 

customer journeys 

Future Forecasting. What does 

the future of banking look like? 

Crisis Management. Facing up 

to the increase in living costs 

and the financially vulnerable 

Belgravia 1620-1630 Afternoon Coffee Grab a quick refreshment and head to scheduled one to ones 

The Ballroom 1630-1700 Keynote 
Finding Your Way in Westminster. What the recent seismic changes in global and national politics mean for your business 

and how to ensure you are prepared for even more to come. With Rebecca Lury, Partner, Pagefield Communications 

Belgravia 1700-1800 Farewell and Fizz We thank you for joining us over a glass of bubbly 
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ROUNDTABLE THEMES TABLED FOR DISCUSSION:  

 

CURRENT CHALLENGES 

1. CRISIS MANAGEMENT. Facing up to the increase in living costs and the 

financially vulnerable  

• The banking system is at the heart of efforts to keep businesses and consumers afloat but 

there is little that can be done to address the impact of the cost-of-living crises  

• With more and more customers becoming vulnerable, financial service providers are now 

expected to take additional care 

• The FCA expects the fair treatment of vulnerable customers to be fully embedded in 

the culture of firms throughout all departments, not just in key customer-facing teams  

• More action is needed when it comes to helping customers, particularly those with a low 

knowledge of financial matters or low confidence in managing money  

• So where does this leave the BNPL model now consumers are using them to buy the basics? 

• And if cash is indeed supposed to be on its way out, what can be done to ensure a solution 

remains for those who are still dependent on it in our society? 

 

2. IMPACT TESTING. Can more be done to address social inequality? 

• Consumer pressure is growing and banks need to innovate in order to help address social 

disparities 

• We are deep into the fourth industrial revolution, when humans transitioned from working 

with computers, to computers working without humans 

• The financial services sector leveraged the power of industry 4.0 extensively, which has done 

wonders for the financial industry 

• Now that Industry 5.0 is upon us – where humans and machines will work together to solve 

our increasing problems – can we hope to see an end to growing social inequalities?  

(Expert: Equity Trust TBC) 

 

BUILDING RELATIONSHIPS 

3. LONGTERM COMMITMENT. Forging committed partnerships  

• Customer acquisition and increasing revenue are your biggest motivators behind 

partnerships, according to our last scene-setter 

• In terms of what you are looking for from partnerships, new products and front-end 

technology, as well expanding your product range, are key drivers 

• The pandemic changed people’s attitudes to wealth, resulting in lower sales for certain 

products such as equity release, lifetime mortgages and retirement interest-only mortgages  

• Retail banks can capitalize on these current shifts in the market by actively seeking out the 

right brands’ products or services that will fit their specific initiatives 
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• Ultimately forging partnerships that help you reach beyond existing communities, and 

enabling improvements to customer experiences, by recognising need  

(Expert: Golden Charter) 

 

4. LATER LIFE LENDING. How the wealth we hold in our property is 

becoming an ever more vital resource 

Growth in the later life lending market is increasing in line with our ageing population. As people 

live longer, they will want to do more - but as their age increases, so too does their debt.  

Maintaining living standards in retirement, as well as clearing debt is this generations’ main 

challenge - but at least they have property, unlike their children. Being able to provide the gift of a 

living inheritance, as well as help with debt in retirement, provides huge opportunities for lenders. 

 This session will show: 

• How the later life lending marketplace is becoming a life line for the over 55s to fund later 

life as well as break the generation inequality cycle 

• The Market Drivers driving demand as well as the options for entry that will complement 

portfolios without credit or advice risk 

• How the Consumer Duty may affect decisions on end of term IO loans 

(Expert: Legal & General Home Finance, L&G Retail) 

 

5. SPENDING POWER. The winning combination of health and wealth  

• Being able to help customers manage and improve their health - not just their wealth - by 

creating experiences beyond financial products and services is a key differentiator 

• Banks’ superior access to customer data creates plenty of opportunities to bring health and 

wealth into one product offering based on the health score of the customer 

• Providing health check-ups as a retail account offering, or credit/debit card points which can 

be redeemed for health-related items incentivise customers to adopt healthier lifestyles 

• While banks are well positioned to take the lead and own the full customer journey in this 

new frontier, there are nonfinancial firms with potential advantages as well 

• To win in this space, banks will need to retain privileged access to information about 

consumers’ sources and use of funds, especially through payments and transaction activity 

(Expert: YouLife TBC) 

 

TECHNOLOGY AND INNOVATION 

6. THE FINANCIAL ADVICE REVOLUTION IS HERE  

• How digital advice is enhancing, not replacing the financial adviser 

• How to make advice more profitable and more accessible  

• Improving the client experience through better engagement 

• The benefits of an integrated financial planning ecosystem 
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(Expert: Andrew Storey, EValue) 

 

7. ACCESS ALL AREAS. Examining open banking and third-party 

relationships  

• Data has long been the bedrock of the digital transformation, however difficult accessing, 

understanding and engaging with it has also been 

• Now with data centres, the cloud and AI, there is no limit to using data to differentiate and 

disrupt, and we have seen this play out with Open Banking 

• This has enabled quicker approval for loans, faster set up for new accounts and loyalty 

programmes, as well as revolutionising payment services  

• But while banks are accustomed to applying rigorous controls given the strict regulatory 

environment in which they operate, this is not the case with all third-party relationships 

• Customers are now being on-boarded by technology firms that haven’t traditionally 

operated in financial services or without the experience in financial crime risk management 

• Opening banks’ infrastructure to third-party providers could reduce overall levels of 

compliance and make the market vulnerable to money launderers and fraudsters  

• Currently, banks’ financial crime systems and controls rely on customers interacting with 

them, but direct relationships with customers are diminishing 

• That means individual banks have a limited view of the overall activities of their customers, 

making it harder to identify suspicious behaviour 

• The regulators are yet to establish effective methods of monitoring the increasing number of 

smaller but significant players 

• Are we prepared for the impact of Open Banking and similar rules that pave the way for 

attackers and FinTechs and what offensive or defensive moves need to be made? 

 

8. FIRST CLASS. Using embedded finance to ensure better customer 

journeys  

• When it comes to positioning and distributing your products and services, embedded finance 

offers a world of transactional possibilities  

• Embedded finance requires a transition of thinking about the point of need in which the 

consumer takes out the financial product, which is ancillary to the underlying sale  

• With this new direction of travel firmly in place, what are the best opportunities to integrate 

with non-financial services that are coming down the tracks?  

• And how can business capitalise on existing processes and tools to offer more embedded 

solutions, as well as enable a seamless journey for customers? 

 

9. FUTURE FORECASTING. What does the future of BANKING look like? 

• The pace of change we are experiencing will continue to accelerate significantly as new 

platforms emerge, regulations evolve and customers require new services 
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• The future of retail banking will continue to be about optimising service delivery to meet 

customer expectations and deliver processes and activities that support differentiation  

• One key area will be competing against the tech giants and new entrants from outside the 

financial services industry as the landscape changes from Open Banking to Open Consumer 

• The onus will be on banks to and embrace the future of banking with its holistic view of 

personal finance service in one place, in order to provide the following to customers: 

o A personalized view of finances 

o Budgeting and savings recommendations 

o Notifications based on spending and saving behaviour 

o Fast and secure engagement 

o Access to other financial and non-financial products 

 

10. What does the future of SAVINGS & INVESTMENTS look like? 

• Development in savings products and services are moving fast and consumers are becoming 

increasingly confident using them 

• Savings providers and FinTechs continuing to enter this space in droves, competition will 

intensify in order to meet the increasing customer expectations   

• This will include environmental products and Green Savings products are already on the rise 

• In terms of what is coming on the horizon, Mobile First, Pay by Bank, and Variable Recurring 

Payments, in order to maximise the use of a customer’s assets, will dominate  

• Meanwhile Open Banking will transform people’s savings habits, with benefits including 

higher conversion, reduced fraud, instant settlements and faster payments rails 

• Generation Z are goal-orientated when it comes to savings, so we will see Sustainability, 

Ethical banking and cryptocurrencies continue to growing exponentially  

• But helping to make the financial system fairer, easier and more transparent for young 
people will also be a key theme, including using the following: 

o behavioural science techniques recommending budgeting area 

o Gamifying this journey with a tool that allows them see the impact of small changes 

on spending habits 

o Extending this out to group setting and communities, rather than individuals  

 

WORKPLACE AND CULTURE 

11. PEOPLE PLEASING. Attracting and retaining talent in an employees’ 

market 

• The way we work has a big impact on the ability to attract and retain talent, something 

which is becoming more challenging in a fully employed market  

• Being clear to your employees about what you expect them to deliver – your vision and 

values but most importantly, the behaviour we want them to demonstrate, is driving cultural 

change 
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• Are you standing out from the crowd by highlighting the benefits of becoming part of your 

business? 

• Are you devoting enough time on finding the right people and doing thorough onboarding? 

Or are you counting the loss to productivity and staff turnover on bad hires? 

 

12. CULTURE SHOCK. Driving brand loyalty with value-led leadership 

• Organisations are no longer what they say they are, but what others say they are 

• A values-driven approach which aligns company values with strategy over the long-term 

provides the best chance of creating employee - and customer – loyalty 

• In our last scene-setter, two key threats you identified were the loss of collaboration and 

the impact on your employee’s wellbeing from the post-pandemic move to hybrid 

• What can be done to stem the erosion of team culture, while at the same time benefit from 

the opportunity to target wider talent pools, which the hybrid model now presents?   

• And ultimately, ensure a culture of diversity and inclusivity that will create a winning team to 

drive success 

 

REGULATORY MATTERS 

13. PAIN POINTS. The barriers to leading on sustainable finance  

• The E in ESG is lower down the agenda now the economy has taken the front seat 

• Meanwhile sustainability is moving higher up the agenda, with more and more business 

accepting the need to demonstrate their position on sustainability and reporting 

• Despite the groundswell of discussion and acceptance of the need to act, there are a 

number of practical barriers that are limiting progress 

• For companies not set up with sustainability considerations, change can be complex and slow 

even when the will is now strong 

• Costs include having legacy systems and infrastructure, in addition to training and knowledge 

acquisition, or changes to products and models 

• In other areas, there may be competing requirements or pre-existing commitments, such as 

ensuring servicing of all customers. 

(Expert: docStribute) 
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