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Oak Room 
Restaurant 

1900-2200 
Drinks and 
Formal Dinner 

Dinner will be served at 19:45 

Schedule of the Day 

Library Bar 0815-0900 Breakfast Informal networking - Over breakfast and coffee 

Tylney Suite 0900-0920 Keynote Welcome - Incorporating the highlights of the Scene Setter research. With James Goad, MD, Owen James 

Tylney Suite 0920-0950 Keynote 
Finding the Edge from Football. How to learn and use the skills of elite footballers 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 

How will the consumer 
duty affect advisers 'value 

propositions 

Weathering the Storms. 
Are you facing the right 

direction? 

What are the barriers to 
scaling your business? 

How to move forwards 
with tech adoption by 
looking more laterally 

How to slide from greenwashing 
to green-lighting 

Library Bar 1105-1125 Coffee Grab a refreshment and catch up with your peers 

Tylney Suite 1125-1200 Networking Structured networking - An opportunity to meet some new faces 

Breakout Rooms 1205-1315 
Roundtable 
Session 

Negotiating this period of 
significant geopolitical 

uncertainty 

Setting a safe level of 
spending in retirement 
that clients will stick to 

Building collaborative 
relationships in a hybrid 

landscape 

The benefits of functional 
client segmentation 

Integrating responsible 
investment options into your 

advice process 

Chestnut Suite 1320-1425 Lunch A seated formal lunch 

Tylney Suite 1430-1515 Keynote 
Financially-Empowered Women Feel Unheard. The retirement priorities of older females are a huge 
opportunity for advisers to engage. With Dr Eliza Filby, Generational Intelligence specialist  

Breakout Rooms 1520-1630 
Roundtable 
Session 

Recruitment is hard so retaining 

talent is crucial 

Succession Planning. How to build 

value in your business 

How data can empower your 

client experience? 

Ensuring investment propositions 

achieve outcomes 

Tylney Suite 1635-1705 Keynote 
Sustaining Corporate Wellness. The rising need for health, and not just wealth, in financial services. With 
Charléne Giséle, coach and consultant specialising in burnout prevention 

Library Bar 1705-1800 Farewell & Fizz We thank you for joining us over a glass of bubbly 

mailto:rebeccaleitch@owenjamesgroup.com


0 | P a g e

This document is the copyright of Owen James. If you would like to input your ideas into this document, we would love 

to hear from you. Do call us on 01483 862 691 or email rebeccaleitch@owenjamesgroup.com.  

A MEETING OF MINDS: WINNING ADVISERS XXV 

ROUNDTABLE THEMES 
Thursday 13 October 2022 at Tylney Hall, Hampshire 

Contents  Page 

CURRENT CLIMATE .............................................................................................................. 1 

1. WEATHERING THE ECONOMICAL & GEOPOLITICAL STORM. Are you facing the right

direction? .................................................................................................................................................................. 1 

2. NEW WORLD DISORDER. How to negotiate this period of historically significant

geopolitical uncertainty ......................................................................................................................................... 1 

YOUR PEOPLE AND WORKPLACES .................................................................................. 1 

3. THE FUTURE OF WORK & CULTURE. Building collaborative relationships in a hybrid

landscape .................................................................................................................................................................. 1 

4. THE WAR ON TALENT. Recruitment is hard so retaining talent is crucial ................................. 2 

GROWTH ................................................................................................................................. 2 

5. SUCCESSION PLANNING. How to build value in your business ................................................... 2 

6. GROWING PAINS. What are the barriers to scaling your business? ............................................ 2 

FINANCIAL PLANNING ........................................................................................................ 3 

7. PACE MAKER. Setting a safe level of spending in retirement that clients will stick to ............... 3 

8. CONFIDENT CONVERSATIONS. Integrating responsible investment options into your

advice process ......................................................................................................................................................... 3 

REGULATORY MATTERS ..................................................................................................... 3 

9. BIG IMPACT. How will the Consumer Duty affect advisers’ value propositions ......................... 3 

10. CLIENT SUITABILITY & SEGMENTATION. The benefits for both clients and the firm of

functional client segmentation ............................................................................................................................. 4 

11. ON THIN ICE. How to slide from greenwashing to green-lighting ............................................ 4 

TECHNOLOGY & INNOVATION ........................................................................................ 4 

12. CLEAN SLATE. How to move forward with tech adoption by looking more laterally .......... 4 

13. THE EDGE OF CHAOS – A COMPETITIVE ADVANTAGE. How to ensure your

investment proposition achieves its intended outcomes and represents your vision. .......................... 5 

14. DATA MANAGEMENT. How data can empower your client experience? .............................. 5 

 Please see below for more information on what will be covered within each roundtable. 

mailto:rebeccaleitch@owenjamesgroup.com


1 | P a g e  

 

 

CURRENT CLIMATE 

1. WEATHERING THE ECONOMICAL & GEOPOLITICAL STORM. Are you facing 

the right direction? 

• Despite unprecedented macro-economic and geopolitical turbulence impacting markets - 

and investor confidence - we know from the scene-setter that advisers are feeling bullish  

• Confidence has even risen slightly and there is a shared resilience between clients and 

advisers about where investment markets are going 

• This optimism stems from taking a longer-term view, making provisions to soak up potential 

losses as well as the belief that war in Ukraine will not continue indefinitely 

• However, the economic consequences of the conflict are likely to cause a shift from high-

cost investing - and high-cost access to investing - to low-cost 

• When it comes to your portfolio, do you feel you are facing the right direction when it 

comes to looking where the future is going? 

• What are the experts saying and what can we learn from them to help inform next steps? 

(Expert: Michael Spinks, Ninety One) 

 

2. NEW WORLD DISORDER. HOW TO NEGOTIATE THIS PERIOD OF 

HISTORICALLY SIGNIFICANT GEOPOLITICAL UNCERTAINTY  

• Financial service businesses face one of the most complex market environments in history 

• Simultaneous shifts in the global energy system, geopolitics, demography, technology and 

much else besides promise a more inflation-prone and volatile world ahead 

• This brings with it elevated risks, but also potential rewards. Amidst all the uncertainty, we 

examine what we can have conviction about 

• We also look at why recent market events present a particular challenge to the business 

models of many of the firms in the financial services sector 

(Expert: Alexander Chartres, Investment Director, Ruffer LLP) 

 

YOUR PEOPLE AND WORKPLACES 

3. THE FUTURE OF WORK & CULTURE. Building collaborative relationships in a 

hybrid landscape  

• The workplace has now evolved and hybrid is solidly in place 

• Its subsequent impact on work culture has created a big challenge, as has managing a hybrid 

workforce remotely  

• Employers need to ensure they have the appropriate skills to manage a workforce that is 

more disparate, and potentially more demanding 

• Meanwhile skill transference is also at risk, if individuals no longer have close contact  

• One area that will help build remote working relationships is trust – as well as being able to 

recognise and address issues promptly and effectively when they arise, for example, stress 

• An effective HR/People function is key to achieving trust, as well as navigating situation 

‘minefields’ without appropriate HR skills, legal knowledge  



2 | P a g e  

 

 

4. THE WAR ON TALENT. Recruitment is hard so retaining talent is crucial  

• In the shadow of the Great Resignation there is a shortage of candidates of the right calibre 

to train and develop 

• The workforce is adapting to the changing roles and skills now needed, and there has been a 

powershift from employer to employee  

• Fortunately, many of your biggest strengths centre around your staff and your ability to 

adapt, even if you do have to work harder to be more attractive to employees 

• Investing the time initially to highlight the benefits of your business will widen the scope of 

potential recruits such as from those with transferable skills from outside the industry  

• A review of recruitment processes will also help find those who truly care about the success 

or failure of your business 

• This will ultimately result in you being rewarded with valued staff, who will collaborate, but 

most importantly, stay  

 

GROWTH 

5. SUCCESSION PLANNING. How to build value in your business 

• Selling your business is a complex decision you need to thoroughly plan for  

• In some instances, M&A teams are now utilising business coaches/psychologists in order to 

understand the drivers and rationale for wanting to sell 

• A lack of client disruption and cultural alignment are what sellers should be looking for in an 

acquirer, while they are looking for well run, profitable businesses with great client 

relationships, a strong team and a low-risk culture 

• As well as having these attributes, the age of your clients will be assessed for viability 

• This is one of many risks that effective succession planning can help avoid 

• Despite this it is still rare not to encounter issues in a transaction - buyers understand this 

but there’s a need to mitigate and face this head on 

(Expert: Keith Hare, Corporate Development Director, Benchmark Capital)  

 

6. GROWING PAINS. What are the barriers to scaling your business? 

• During the life cycle of a business, owners/management are often faced with key decisions 

when scaling their proposition 

• There are a number of important milestones to be addressed when planning for the next 

level  

• Sometimes profitability can be affected or even put on hold when important processes or 

key hires need to be implemented 

• We look at why autonomy of management is a key influencer when considering growth 

partners 

• When funding future investment, what are the options available to facilitate growth  

• What are the alternatives to Private Equity 

(Expert: Fidelius)  
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FINANCIAL PLANNING 

7. PACE MAKER. Setting a safe level of spending in retirement that clients will stick to 

• Lifestyles have been re-evaluated following Covid, and open and honest conversations are 

now needed with many clients regarding the sustainability of their income 

• A reduction in the number of DB employer plans is causing investors to make decisions they 

had not previously had to face about how to save for retirement 

• While the shift toward DC plans makes it harder to understand how much is needed to save  

• Advisers now have to try and preserve capital while their clients are trying to spend it – and 

the cost of providing income for life is significantly higher than many assume 

• Advisers and clients need to categorise essential and nice to have, but this takes up a lot of 

advisers’ time 

• How should clients who drawdown far more than recommended, or who deal directly with 

pension providers without taking advice, be managed?  

(Expert: Richard Parkin, Richard Parkin Consulting) 

 

8. CONFIDENT CONVERSATIONS. Integrating responsible investment options into 

your advice process  

• Recent research states that over 75% of investors are interested in sustainable investments 

• UK & international regulators are increasingly focussed on this area, so it’s never been more 

important to consider responsible investment in your advice process 

• Understanding your clients’ preferences for sustainable and responsible investment involves 

asking the right questions 

• And there are a number of key things you should consider when matching your client to the 

right investment 

• Managing the risk of greenwashing is essential and providing valuable insights to clients 

beyond investment returns is all part of the service 

(Expert: Liam Setna, Investment Specialist, Quilter plc) 

 

REGULATORY MATTERS 

9. BIG IMPACT. How will the Consumer Duty affect advisers’ value propositions  

• One of the challenges we know keeps advisers up at night, according to the scene-setter, is 

how you reduce your cost income ratios 

• Competition is driving prices, increasing fee pressure and directing focus on cost and value 

for money creation 

• But the ability to maintain your service without increasing costs – or of competitors to 

undercut pricing - are big challenges 

• The impact of increased fee pressure and continued focus on cost and value for money are 

risks which, in turn, could cause clients to question how much they are paying in AUM fees  
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• Client education is one solution to helping them understand the difference between financial 

advice and financial planning 

• But what impact will Consumer Duty have on the cost of advice - and the value it provides? 

(Expert: Blair Anderson, Regional Director, Practice Management and Vice President, Dimensional 

Fund Advisors Ltd) 

 

10. CLIENT SUITABILITY & SEGMENTATION. The benefits for both clients and the 

firm of functional client segmentation  

• Thinking about client retention is a given when it comes to positioning, but what about client 

suitability? 

• While identifying client types is a core area for advisers, it is not always done in a systematic 

way 

• Client circumstances rapidly change, so it can be difficult to see the point of predicting the 

safety of an investment proposition to a future date 

• Clients in decumulation can all have different levels of assets, unique core and discretionary 

income needs and distinct estate planning expectations 

• And while it is essential to have separate checks on each individual client, it is also valuable 

to understand where there are gaps and opportunities or bias towards particular solutions  

• Simply dividing clients up according to the size of their portfolios and/or the fees they 

generate provides fewer insights 

• Adopting functional segmentation on the other hand could identify the pattern of advice and 

allow you to approach the issue in an organised way 

• Client segmentation can also play a big part in being seen as a trusted adviser   

• Meanwhile cashflow modelling will also carry more weight in client segmentation, by 

identifying those clients who could be in danger of running out of capital 

(Expert: Yasmina Siadatan, Sales & Marketing Director, Dynamic Planner) 

 

11. ON THIN ICE. How to slide from greenwashing to green-lighting 

• Greenwashing represents an ever-growing risk to the credibility of the asset management 

industry 

• It also presents a challenge to financial planners as they look to provide the most relevant 

investment solutions to their clients, based on their identified, non-financial, preferences 

• LGT will look at how regulation around this is evolving and provide some thoughts and 

insights into how advisers can successfully navigate this risky landscape 

(Expert: Phoebe Stone, Head of Intermediary Services and Sustainable Investing, LGT Wealth 

Management) 

 

TECHNOLOGY & INNOVATION 

12. CLEAN SLATE. How to move forward with tech adoption by looking more laterally 

• We can all agree that tech holds a lot of promise when it comes to increasing efficiency and 

developing a better client experience - but is it delivering on this promise for you 
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• One key way it could be better harnessed is by tackling rising cost income ratios by digitising 

and automating your processes 

• We know from the scene-setter that the innovations you would prioritise as having the 

greatest potential to drive change in your business in the future are:  

o AI to power your client data to enable contextualised personalisation by advisers 

o Modern and lean core technology platforms  

o Client Lifecycle Management Technologies 

• Getting a system that will deliver the needs of your business, as well as the functionality you 

require - as opposed to what is being provided - is a perennial issue  

• With this in mind, what tech set-up would you ideally want if you could start again with a 

clean slate and there were no legacy systems? 

• What can be learnt from the institutional space about scaling through tech solutions?  

(Expert: Andrew Back, Chief Commercial Officer, Multrees) 

 

13. THE EDGE OF CHAOS – A COMPETITIVE ADVANTAGE. How to ensure your 

investment proposition achieves its intended outcomes and represents your vision.  

• Regardless of how satisfied you are with your overall investment proposition, client 

experience is the key to their loyalty 

• Finding new ways to engage with customers - and meet their needs better than the 

competition - allows you to truly differentiate in the market 

• When it comes to your investment proposition, how can you set your business apart and 

ensure your clients are happier with their decision to choose you over everyone else? 

• Of all the many technological developments that have taken place in the market, what is 

holding the most promise for you when it comes to achieving your brand objectives and 

demonstrating/enhancing your value to clients? 

• Are you using existing technology effectively enough to deliver value for money, improve the 

client experience and achieve a competitive edge? 

(Expert: Symon Stickney, Group CEO, Collidr) 

 

14. DATA MANAGEMENT. How data can empower your client experience?  

• Fin Tech was a new industry that applied innovative technology that served and improved 

financial activities  

• Meanwhile, the experience for the client including onboarding and identity verification has 

increased significantly thanks to data tech 

• But this assumes that you know what to do with quality of data and information you are 

accessing, in order to make the advice process more efficient  

• Strong data management skills are now needed, including a data strategy that will allow you 

to correlate and use it in a meaningful way  

• With innovative cloud computing technology solutions to help you analyse and treat the data 

in a more complex and automated way – do you have the skills to access this? 

(Expert: Barry Neilson, Chief Commercial Officer, Novia Financial) 
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