
A Meeting of Minds: Bank and Brand Distribution of Retail Financial Services 
Thursday 13 October 2016 – The Berkeley Hotel, SW1 

SCHEDULE OF THE DAY 

The Belgravia 0815-0900 Breakfast Informal networking over breakfast 

The Ballroom 0900-0950 Presentation 
THE ART OF EVERYDAY INNOVATION - how technology can enable your business to innovate at 
scale, internally and externally, and the role of culture to enable this – Simon Hill, Founder at Wazoku and 
Cris Beswick, Founder at The Future Shapers 

Syndicate rooms 0950-1100 Working Session 1* Belgravia Mulberry Tattersalls 1 Tattersalls 2 Wilton Knightsbridge 

The Gallery 1100-1115 Coffee Networking & BlackBerry time 

The Ballroom 1115-1200 Networking Mini meetings - an opportunity to exchange business cards  

Syndicate rooms 1200-1310 Working Session 2* Belgravia Mulberry Tattersalls 1 Tattersalls 2 Wilton Knightsbridge 

The Ballroom 1310-1445 Lunch A seated formal lunch 

The Ballroom 1400-1445 Presentation 
IT’S NOT ABOUT US, IT’S ALL ABOUT THEM – In a world turned upside down by technology, 
customer obsession is everything – Martin Butler, Author, speaker and strategic advisor on winning the war for the 
'modern customer’ 

Syndicate rooms 1445-1600 Working Session 3* Belgravia Mulberry Tattersalls 1 Tattersalls 2 Wilton Knightsbridge 

The Ballroom 1600-1620 Afternoon Tea Networking & BlackBerry time  

The Ballroom 1620-1700 Presentation 
REIMAGINING AND REINVENTING RETAIL AND FINANCIAL SERVICES – What are the key 
trends and disruptive technologies, and what are the implications and opportunities for companies 
and consumers? – Imran Gulamhuseinwala / Peter Neufeld, Partner at EY 

Tattersalls 1700-1830 Fizz flows More business cards to swap - an opportunity to relax with a glass of fizz and then wave goodbye 

*  Please refer to the Discussion Document for a list of the topics tabled for discussion in the Working Sessions 
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DISCUSSION DOCUMENT 

TOPICS TABLED FOR THE ROUNDTABLE SESSIONS 

 

THE THEME – BUILDING PARTNERSHIPS BEYOND DISTRIBUTION TO DRIVE 

INNOVATION, PRODUCTIVITY AND BRILLIANT CUSTOMER EXPERIENCES 

 

OVERVIEW 

The speed of change in business and consumer behavior is ever increasing. The need for courage, flexibility, scale and 

innovation has never been greater.  Consumers will no longer accept “average”; they will want brilliance in every 

aspect of what you do. The rise of the digital disrupter is well documented and the days of the super tankers who are 

‘jack of all trades and master of none’ could well be numbered.  Collaboration is the way forward - often in areas you 

would never expect - if you are looking for a differentiated approach.  But where do you go to start exploring these 

new partnership opportunities?  How to you keep ahead of the curve in the advent of digital marketplaces; mass 

mobile adoption; and emerging omni-channel experiences? 

In a world of constant connectivity, when on earth do you get time to sit back and think strategically about your 

company’s direction? You are too busy responding to emails; reviewing accounts; considering a spot of M&A; 

recruiting staff or just “handling” staff; ensuring your firm is compliant with existing regulation and keeping up with 

what is coming down the line; and that’s before you even get to the clients. 

The news headlines provide additional angst – whether it is the horrific conflicts within the Middle East, Brexit; the 

rise of Trump and populism; or indeed the death of icons with whom you (may) have grown up viz Mr Bowie. All 

contribute to making one feel quite mortal. 

So a day at A Meeting of Minds could be just what you need! 

OK, you will still be connected but at least you can savour the company of your peers in the same boat; you can 

discuss the issues which you all have in common and explore new partnership opportunities.  

 

SUBJECT MATTER 

What follows is a working document which we have produced as a prod to get you thinking. As you all know, A 

Meeting of Minds is your day and it is your agenda so we need to ensure that the conversations held around the board 

room tables are valuable for you and your businesses. 

The format will retain the usual blend of strategic roundtables, keynotes and networking and the invited audience are 

the key decision makers from the largest UK banks and brands.   

 

As in all things Owen James we very much value your input whether it’s via emails, phone calls or a chat over 

a coffee.  So do please share your thoughts before we press the button. 

Bank and Brand Distribution of Retail Financial Services 

Thursday 13 October 2016 – The Berkley Hotel, London 
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THE EVOLVING LANDSCAPE  

1. Building a successful partnership to stay ahead of the competition 

So you need to innovate to increase market share; enhance your customer experience; deliver greater 

productivity; and remain competitive.  And you have six months to do it!  In the hyper-connected world we live 

in partnerships are the quickest way to achieve your goals and leverage off others’ strengths.  However, the 

journey is not an easy one. 

With the market moving so fast, this session will give you an opportunity to understand what the future holds and 

what the next stage of partnership development will look like.  

1. What are the building blocks of a successful partnership?  

 Understanding the key benefits of partnerships:  How partnerships can enhance the customer journey; 

help your business be flexible and fleet of foot; and achieve greatness in everything you do. 

 Tools for measuring and benchmarking the success of your partnership.  How do you know whether or 

not your existing partnerships are “fit” for purpose? 

 The pros and cons of different partnership business models; what should each side bring to the table? 

 Once we understand what makes a partnership work, how do we put it into practice?  

2. How do you differentiate yourself in a crowded market place? 

 What are the unique qualities of your brand?  

 What is the expectation of the consumer of your brand when distributing third party products?  

 How do you ensure you honour the trust the consumer has with your brand through your third party 

management?  

 What additional steps have you put in your selection criteria for partners and in your on-going 

management of partners to ensure trust is honoured?  

3. Partnerships of the future  

 Mapping the market in 2020 - Some crystal ball gazing! 

 Identifying untapped parts of the affinity market and future areas of growth. 

 Is there value in niche markets? 

 Exploring how innovative collaborations can enhance the customer journey. 

 

2. FinTech collaboration – how can the old guard work with the collaborators? 

Fintech is growing rapidly both as an additional service and as a competitor to traditional high street retailers.  

But how do your survive in a FinTech era?  The traditional banks are often criticised for being risk adverse, 

leaning on regulation as a reason not to innovate and likened to unwieldy super tankers. This session will dive into 

the following: 

 From P2P to block chain: evaluating the landscape of digital disruptors 

 Is it possible for a large corporate to collaborate with a new digital innovator/disrupter, or are they too 

culturally diverse? 

 Have we swung too far in trying to protect the investor? 

 What is the right balance between risk and innovation? 

 The vision of the future of financial services in an age of open APIs and FinTech collaboration? 
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3. Understanding the Internet of Things (IoT): Connected devices and the 

application of data in Financial Services 

Consumer products, vehicles, utility monitors, sensors, fitness devices and other everyday objects are linking with 

the internet to generate what could be hugely powerful data if used in the right way. The rise of connected 

objects – known as the Internet of Things (IoT) – and the speed of technology development and adoption 

means that smart devices are already helping to make life easier.  

The IoT may be as broadly transformational to the financial services industry as the Internet itself, promising to 

transform the way we work, live and play if we can correctly analyse the data it generates.  It's not a quantum leap 

to a time when connected devices will be storing and sending data to financial services providers as a matter of 

course.   

In this session we’ll examine: 

 What needs to happen to see mass adoption of connected devices? 

 When will the connected home concept become a reality? 

 What types of partnership will it take to deliver a great connected proposition?   

 How can the IoT prevent risk, rather than just insuring it? 

 How can data security be maintained in connected devices?  

How can Big Data enable individual underwriting intelligence? 

Expert:  Junction - Peter Abel, Assistant Director of Partnerships 

 

4. Bank ®evolution – understanding Banking’s role in customer’s life 

Digital enablement presents phenomenal opportunities and challenges for the Banks.  With the likes of Facebook, 

Google and Apple offering financial services, how are legacy banks adapting their business plans? And what can be 

learnt in the process? 

 Understanding the evolutionary and revolutionary trends – These include constantly connected 

consumers, open platforms in bank infrastructure, the role of mobile and social channels, regulatory reform 

and the emerging importance of the millennial generation. 

 Customer service - what can legacy banks learn from digital challengers? 

 All in the brand – some legacy banks have been tainted by the recent economic crisis, whereas digital 

disrupters thus far have brand identities centred on the customer – what does this mean for the industry 

going forwards?  

 How are the traditional players reacting to the swathe of competitions from non-banks and challenger banks, 

unencumbered by legacy systems, operational processes or branches, offering new money management 

features and payment functionalities as well as omnichannel customer engagement models and more.  Is this 

giving the traditional players a run for their money – is this a threat or an opportunity? 

 What do incumbent players need to do to counter the threat of non-traditional retailers? And what are the 

opportunities for non-traditional retailers? 

 Should these advances be lauded as healthy evidence of the free market spurring revolution in once-sleepy 

banking services, or the genesis of the next financial crisis? 

 

5. The future of insurance and claims – could the industry be uberised? How is digital 

evolving the Claims market? 

The insurance sector has long been optimised as slow moving and incumbent.  Is it a case of innovate or die?  

Could the insurance industry be ‘Uberised’?  This session will explore where the biggest opportunities and 

challenges for growth and innovation lie 
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 What makes for an outstanding claims experience from the customer’s perspective?  How can claims teams 

surpass expectations? 

 How can legacy systems be overhauled without causing major disruption? 

 What opportunities and threats do emerging technologies present?  Are block chain smart contracts set to 

revolutionise insurance and claims handling across the board? 

 How can the Internet of Things reduce and even prevent losses? 

 Client and customer expectations: what is the right balance between digital and physical? 

 Engaging customers and changing their perception of insurance 

 Automating the claims process: when and where is self-service appropriate?  

 Artificial intelligence: what role could it play in claims handling?  

 Focus on claims fraud: to what extent has digitisation created opportunities for fraudsters? 

 From analytics to IP tracking: what digital tactics are insurers using in the fight against fraud?  

 Predicting what the future of claims and insurance may look like in ten years’ time. 

 

6. The future of lending & payments – transaction based lending at the point of sale 

in eCommerce and the use of big data 

The Financial Services industry is packed with potential disruptors in consumer lending: as banks continue to re-

invent themselves for the digital era, challenged by peer-to-peer lenders, providers of instant access to credit and 

technology companies moving into lending.  Constant innovation in payment technologies is creating new 

opportunities for consumers to seamlessly pay via a variety of channels; and there are lucrative growth 

opportunities for those who can integrate finance into their checkout journey. 

This session will explore the following: 

 What are the various ecosystems and their innovations – how can you tap into the opportunity? 

 How will PSD2, APIs and Open Banking change the competitive landscape? 

 What will be the role of challenger FinTech’s in driving this innovation? 

 eCommerce is a data-rich environment, how could integration between retailers and banks enable greater 

basket sizes and increased underwriting accuracy? 

 Will the increasing adoption of mobile technology enable a revolution for in-store retail finance? 

 What will be the role of the bank brand in an increasingly complex environment? 

Expert: Capital one 

 

7. Can human-based advice compete with robo-advice?  The age of robo-advice is 

dawning… Mimic them, differentiate from them or join them! 

The emergence of a new group of digital advisers offering automated investment advice services has quickly 

become one of the most frequently debated topics in the industry.  

Comparisons are being made to the 1990’s travel industry when the travel agent model lost ground to online 

services such as Expedia; some media outlets and analysts are predicting that the emerging start-ups will 

revolutionise how financial advice is provided. Yet others have discounted this robo-advice movement and believe 

its solutions are no match for human personalised investment advice.   

 As clients increasingly demand a more digitised, personal, cost effective and accessible service is robo-advice 

the only solution? 
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 What exactly are clients looking for in a digital era? Can you deliver on their expectations? 

 Developments around the gamification of advice. 

 Will robo advice firms really challenge the traditional advice model and change the industry landscape beyond 

recognition?  Will this be the catalyst to see the Retail Banks step back into the game? 

 What innovations are robo advice firms really offering and what are their aspirations for the future and can 

this be achieved given our regulatory environment?  

 Is a hybrid i.e. technology and human-based service model more likely to deliver real benefits to consumers 

and sit comfortably with the regulator; what can you do to your business to ensure you are amongst the 

winners? 

 Is the answer advice, guidance or neither? 

 Reporting on total aggregated wealth held by different providers across customer and account hierarchies is a 

time consuming and resource intensive process. With increasing digitization, competition and regulation, how 

can you provide ‘client-centric’ holistic services, manage costs and access the digital tools needed to support 

your business? 

 

UNDERSTANDING THE CONSUMER EXPECTATIONS 

8. All hail the over 50’s - Tapping into your most economically powerful customer 

segment to take advantage of the pensions revolution 

A third of the population are 50 plus controlling 89% of all disposable wealth in the UK.  With someone in the 

UK turning 50 every 40 seconds and more than 50% of the UK’s population predicted to be over 50 by 2020, the 

economic benefits of this segment are well documented. 

Research has shown that those aged 50 and over feel excluded by brands and misrepresented in advertising.  Is 

this a missed opportunity and what are you doing to target the over-50s?   

Couple this with the life and pensions market in a state of flux and major changes still on the horizon, is your 

business gearing up to make the most of the new pension freedoms? With greater access to funds comes more 

complex choices, how does this align with your propositions? 

This session will explore the following: 

 Understanding what makes the over-50s tick – insight around the behaviours, trigger points and buying 

habits of this cohort, and explore opportunities to tap into this market effectively. 

 Getting your message heard - How to reach the over-50’s effectively through technology and social 

media?  Examples of great omnichannel customer experiences in this market?  Why are Brand Heroes M&S 

and John Lewis doing so well in this segment?  How should the over-50s be segmented? 

 What are the challenges around generating income for retirement? – What are your clients’ needs 

in the lead-up to retirement?  Are the pension freedoms a threat or opportunity? What decisions need made 

by clients to ensure positive outcomes? 

 How do you tap into this market effectively? – Business as usual or will you need to bring in pension 

re-enforcements?  How will you adapt your service offerings?  Addressing the baby boomer retirement and 

intergenerational wealth transfer events?  How do you work with an aging population?  Adapting your 

offerings to the physically and mentally disabled?  

 So what’s stopping you from doing it? – Do players in the market generally feel the need for different 

life stage propositions? Or is a multi-life approach best? 

Expert:  Jim Best, Product Innovation Director at Just Retirement 
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9. How can the Millennials money habits shake up the Financial Services sector? 

The Millennial (Digital Native) generation - comprised of those people born between 1982 and 2004 - is 

challenging and reinventing notions of trust in financial services.  Growing up during the financial crisis and during 

a sluggish period of economic recovery has made Millennials particularly mistrustful of established financial brands 

and institutions.  Coupled with a propensity towards using technology in every aspect of life, this lack of fidelity 

towards traditional financial services makes the Millennial Generation the single largest market opportunity for 

start-ups and innovative corporates seeking to build FinTech businesses. 

Financial Services needs to crack the code to targeting Millennials by understanding their mindset & then revamp 

their digital marketing strategy.  During this session, you will have an opportunity to: 

 Understand Millennials’ Money Habits to Tap into Their Accumulating Wealth specific to your business 

model and offering. 

 Identify profitable segments: Critical insights to help you target the right Millennials.  Discover new branding 

strategies to build loyalty for life. 

 Create products to meet their needs and grow your business. 

 Insight into mobile offerings and integration to capture, nurture and retain Millennials.  Understand how to 

delight and wow Gen Y with digital-centric customer experience. 

 How do you integrate innovative technologies and provide cutting-edge services? 

 

10. Building a culture of innovation – putting customers and employees at the heart of 

your organisation 

A customer culture cannot exist without the people that encompass that culture. This culture is brought to life by 

the employees that enable the service. However, often the importance of customer experience is not resonated 

across the entire company.  

This session will help you enable your employees to embrace putting the customer at the heart of the operation 

through various initiatives, such as empathising with the consumer or motivating all of your employees 

to strive for customer experience excellence in all aspects of the business – whether they deal directly 

with the customer or not!  

You’ll also uncover how to ensure cross-departmental understanding of the customer experience message and 

how to measure whether employee engagement initiatives have successfully impacted the customer experience. 

Expert: Cris Beswick – Future Foundation 

 

THE CUSTOMER JOURNEY 

11. Building long-standing relationships: How can you enhance customer engagement 

in an increasingly digital world? 

The financial services industry is fragmenting as consumers have more choice and challengers take on traditional 

institutions. Customers expect flexible, innovative, digital services that are personalised to them in all facets of 

their lives and want the same from their bank. But, the ability to keep pace with digital innovations can often jar 

with organisational constraints. As customers are increasingly influenced by best practice e-commerce innovations 

in other sectors, we ask whether large, well established financial services providers can meet evolving customer 

expectations.  

The commercial benefits of a digital engagement with your clients are accepted. However, as we all know, clients 

can be wedded to the face to face relationship and moving them towards some level of online engagement will 

require a change in mind-set.  

We look at:  
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 How will the relationships between institutions and their clients be transformed over the next 5 years?   

How is the channel mix changing? How do you take your clients with you?  

 How large financial institutions can compete with challengers when it comes to innovation; 

 What are the biggest challenges in transforming digitally (internal, external and regulatory)? 

 Which emerging fintech solutions are capturing customers’ imagination?  What lessons can be learnt from 

innovation models across other industries? 

 How do you create more comprehensive and seamless e- and m- and omnichannel experiences?  Is the 

"multichannel customer" a myth or a reality?  

 Does the role of digital innovation change in customer acquisition vs customer retention strategies? 

 How do you combine the best of both the physical and digital world to drive a better customer experience? 

 

12. The commerciality of customer experience (CX) – Does it drive revenue and who 

is doing it well in Europe? 

There is a measurement evolution taking place with many businesses having multiple metrics to try to understand 

customer experience. Ultimately, what’s more important, to see a trend improvement of CX. in your business or 

to improve you benchmark on your competitors? 

Three-quarters of companies want to improve their CX. Yet Forrester's Customer Experience Index (CX 

Index™), which covers more than 200 brands in eight industries across the UK, France, and Germany, found that 

most European brands deliver mediocre experiences. That is a problem in an era when customer-driven change is 

remaking every industry. Forrester's CX Index™ data also proves what many people instinctively believe: Certain 

industries are better at CX than others. This session will cover:  

 How do you measure CX in the right way?  Identifying those metrics beyond CSAT and NPS that can drive 

business performance 

 How much data is enough 

 How can you turn insight into profit? 

 What is the business impact of superior customer experience?  

 How good is the CX offered by financial services firms in Europe? 

 What's driving this performance?    

Case study:  Atom Bank 

 

13. The rise of convenience at the expense of loyalty – what can we do? 

As face-to-face interactions become a thing of the past, making sure your brand values are not in the background 

becomes more difficult when customers increasingly act through convenience rather than loyalty. The more the 

digital revolution takes over, the lower your chances of creating a meaningful relationship between your brand 

and the customer.   

This session will examine the following topics to address how you can create a long-term, trusting relationship 

with your customer while meeting their need for convenience and accessibility across different channels:  

 Ensuring that your customer experience is seamless across all channels of your business   

 Measuring the impact of the digital economy on your customer relationships 

 Aligning your digital customer experience with your brand and brand values to ensure a closer connection 

and customer loyalty  

 Recognising the role of personalisation in building a trusting relationship with your customer based on 

customer insight" 
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14. The Voice of your Customer - overcoming analysis paralysis and turning insight 

into impact 

The Voice of the Customer (VoC) is extremely important to the modern business. Not only does it represent 

the most valuable arbiter of future financial performance for an organisation, but if nurtured appropriately, it can 

also provide an unrivalled source of innovative ideas that will help you deliver the outstanding experiences that 

customers demand. A positive customer experience can improve customer retention, attract new customers, 

increase revenues, and improve employee engagement. This session will outline how you can enjoy such benefits 

by organising your company’s customer experience initiatives alongside a well-planned VoC program.  We will 

break it down into four parts: 

 Plan – How do you align your VoC programme with your business goals and ensure it is built to stand the 

test of time?  What KPI metrics should you be using? Does it tap into your technology? 

 Listen – How do you collect data at every touchpoint to build a holistic picture of your customers’ 

experience…not forgetting mobile of course?  How do you create a platform where your customers can 

speak freely and openly?  What impact does employee engagement have? 

 Analyse – Understanding what negatively impacts your business?  Effective reporting to ensure you are 

getting a clear picture and knowing where to deep dive? 

 Act – How to take action on customer, employee and market feedback quickly and identify new 

opportunities?  How do you get the whole organisation involved?   

Using AIG as an example, we will explore how customer feedback drove cost savings throughout the business.  

Case study: AIG & Confirmit 

 

15. Big Data - initiatives to accelerate growth, engage customers and achieve 

competitive advantage 

As consumers demand more from their user experiences across industries, institutions need to develop strategies 

that will leverage data to better understand and serve customers at all stages of their financial lifecycle and in all 

channels. The result will be lower costs to serve, increased product sales and greater loyalty.  Simple!  Or not… 

this session will explore the following: 

 How do you achieve great customer data flows and quality without building a giant database which runs the 

risk of being hacked or becomes impossible to manage and maintain? 

 Using data as a strategic asset to drive monetisation in an increasingly regulated landscape 

 Where do AI, machine learning and data mining fit into the world of analytics? 

 Broadening and democratising the use of big data across the business to achieve and prove ROI quickly 

 Building the business case for ‘data as an asset’ 

 How can we drive data monetisation in financial services? 

 Big Data enabling Financial Intelligence 

 Exploring the key regulatory and privacy changes that will dramatically change the way financial services store 

and analyse data 

 What does the future hold for Block chain technology? 


