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ADVISORY DISTRIBUTORS 

Monday 24 June (dinner)/Tuesday 25 June – the Meeting of Minds  

Tylney Hall Hotel, Ridge Ln, Rotherwick, Hook RG27 9AZ 

THE DRAFT AGENDA 

 

 

The preparation:  

 

 In anticipation of A Meeting of Minds which will take place on Tuesday 25 June with a dinner on the 

predeceding evening, 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, please do not hesitate to contact Sofia Aldatz on 01483 861334 

or sofiaaldatz@owenjamesgroup.com   

 

 

The format:  

 

Following the success of holding the dinner on the preceding evening, we will repeat that on this occasion. So 

dinner will take place on Monday 24 June and the Meeting of Minds will take place the following day finishing at 

4.30.  

 

The day is a blend of: 

 

 Keynote sessions geared to encouraging new thinking – typically from outside the industry;  

 Roundtables – small facilitated groups addressing the carefully researched agenda. The whole day is 

Chatham House and therefore participants are able to speak openly and freely.  

 Plenty of networking opportunities including the formal dinner and luncheon during the Meeting itself. 

Accommodation is available at a subsidised rate. 

 

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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YOUR CLIENTS   

1. IT’S A FAMILY AFFAIR – AN INTERNATIONAL PERSPECTIVE ON INVESTING 

TRENDS. 

Acording to a report published by Deloitte, expectations are diverging between investor segments. Most 

Millennials and Gen Z (born from 1995 to 2010) have made a quantum change in their investment practices 

from those of their parents. These cohorts will eventually hold a significant share of global investable assets 

as the multitrillion-dollar intergenerational wealth transfer progresses in the United States and Europe. 

They tend to prefer engaging with online and mobile channels, a low minimum initial investment amount, 

and 24/7 access to investment advice on smart devices. Meanwhile, more experienced segments (Gen X 

and Baby Boomers) are often expecting elegant interactions through their mobile and online investment 

accounts and professional advice on demand.  

 

Inter-generational wealth transfer is a growing opportunity for advisers, but the key question was what the 

entry/engagement point should be? How is your business adapting to deal with your future clients? Or 

should your be dealing with them already? 

 

Did you know the Italians call advisers “Family Bankers”? Terminology matters to deliver the right 

message. 

 

What other lessons could we learn from other countries on how to deal with a multigenerational/family 

client base? What is the US doing?  

 

Expert: Goldman Sachs Asset Management  

 

2. 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 decade on from the financial crisis, how do you engender trust in your firm when the wider financial 

services industry has been tainted so much? 

 How do you maintain trust in the digital age when there’s less face-to-face contact? 

 How can the trusted relationship you have with your clients be passed on to future generations of 

clients? 

 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.  

 

Expert: NS&I 
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3. 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! 

 

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. 

 

4. 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?  

 While clients have always had the ability to vote with their feet, or with their wallets, they now have 

more power to influence not only what they buy, but also what others buy. 

 Empowered by social networks and digital devices, clients are increasingly dictating when, where and 

how they engage with companies. They have become both critics and creators, demanding a more 

personalised service and expecting to be given the opportunity to shape the products and services 

they consume. 

 Clients have been given a voice and they expect it to be hear. They also increasingle willing to share 

their opinions and experiences with others. 

 As a result, a gap is emerging between clients expectations and the ability of businss to meet them. 

Business are struggling to keep pace with an ever more fickle client. 

 In this session we'll discuss how businesses can start to close this gap, including rethinking the way 

they engage with clients. Businesses not only need to gain deeper understanding of consumer 

behaviours, they also need to allow for more open and transparent relationships with them. 

 Can we learn from other industries? 

5. LET’S TALK SEGMENTATION STRATEGIES.  

 

 Do you segment your clients by FUM? Age? Or by complexity and profitability? 

 Do they all pay the same?  We all know corporate clients take a lot more work… 

 

A look at charging structures …. Again.  
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6. LET’S TALK SAVING, WHY AN ENCOURAGING NUDGE IS THE BEST WAY TO 

INSPIRE RATHER THAN SOME OF THE NEGATIVE MESSAGING THAT IS 

CURRENTLY BEING USED. 

 Brewin Dolphin’s latest Family Wealth Report highlights how many Britons have given up on saving; 

and yes, especially “Millenials” but it is not them that worry us at the moment, it is the ‘Gen X’ 

demographic (aged 35-54), with 37% saying they are ‘making ends meet’ and 19% admitting to 

‘struggling’. Out of those who are struggling, 70% of them worry about money all the time and a third 

(33%) sometimes go without to provide for the rest of the family. 

 How difficult or easy is it to get on the housing ladder? 

 Beyond pensions, the report also highlights how many Britons now recognise that they are going to 

have to draw on other available assets to finance their retirement, particularly property. Our homes 

are an ongoing national obsession with around £3.9tn out of a total of £11.1tn of UK family wealth 

tied up in property, according to the Resolution Foundation. 

 As Brewin’s Liz Alley, divisional director, financial planning, puts it: “There needs to be a shift in the public 

discussion from simply insisting people save more, to making them feel more inspired, informed and 

encouraged to help them get their hard-earned savings working harder.” 

 How can technology/digital motivate and lead us to have a saving habit? 

 

YOUR BUSINESS   

7. THE FUTURE OF ADVICE 

 Last November, it was agreed that trust and satisfaction are key factors determining the difference 

between “good” and “great” advice amongst wealth management clients; and that the successful future 

adviser will harness technology effectively to enhance their existing proposition while differentiating 

themselves in the areas of holistic financial planning and behavioural coaching.  

 Trust and reputation is something we will be covering in another session so this time we will focus on 

how to harness technology effectively to enhance your existing proposition while differentiating 

yourselves in the areas of holistic financial planning and behavioural coaching. Easier said than done 

perhaps. 

 People have become used to the comprehensive services offered by aggregators like Uber, which 

work with a mash-up model, incorporating payment gateways, Google maps and Appstore distribution 

to create a network application that delivers an end-to-end taxi service. The customer need not seek 

out a taxi, directions, or even money to pay the driver, Uber handles it all, in one place.  

 How will you deal with your clients? Are they going to require a hybrid of tech and client facing 

interactions or is that not the right question? Should we just discuss how you are going to provide 

consistency of service? 

 FT confirmed in October that Nutmeg was launching an over-the-phone financial advice service. Is this 

a sign that robo-advice is failing to appeal to the public? 

 

Expert: AKG 

 

8. LET’S JOIN THE 10 YEAR CHALLENGE AND LOOK AT OUR BUSINESS MODELS.   

 But instead of 2009 vs 2019, let’s talk 2014 vs 2024. The 10 Year Challenge is meant to give us a useful 

time frame for collective self-reflection, long enough to see meaningful change and share in a moment 

of presence, yet not long enough to overwhelm our capacity to contain our emotions and trigger a 

flight from reality and avoidance of serious issues which are not just going to go away.  

 So let’s reflect on where we were five years ago and where we are heading. What are the serious 

issues that are not going anywhere? 

 What has been the biggest change? Has it come from regulatory pressures? Through the accelerated 

growth of fintech?  

 Also, the client vs customer conversation is worth having – it sets up a slightly nuanced mindset. Ask 

the retailers. It introduces words like journey, experience, frictionless, multi-channel, brand! 

 Where will we be in 2024? Will you be actively managing their money or will it be an algorithm? Will 

WeChat have taken over the whole world? Will you have been “commoditised”? Will all 

communication be online? There must be a human element in there – what will it be?  

 The growth of Lifestyle Planning as value proposition 
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9. DUE DILIGENCE, HOW DO YOU DO IT? DO YOU HAVE THE SKILLS IN-HOUSE? 

 During the Brexit debate a lot of the rhetoric was written and spoken about migration into the UK 

and the millions of people being attracted to living and working here. The overwhelming majority of 

people who came did their homework and made a conscious choice to uproot everything and move 

to the UK. They did this because they clearly perceived it to be the right decision on lots of levels, 

particularly when you take into account the difficulties of moving to a new country with a different 

language. Certainly not something to be done on a whim. The logistics of organising such a move are 

horrendous. By definition they must have believed they would be a lot better off. 

 What, you might ask has this got to do with financial services due diligence? Well, we all know how 

onerous it is to carry out regular due diligence on everything from investment providers to platform 

providers to SIPP providers; the list goes on. 

 The thing is, what happens when for whatever reasons, you as a Financial Advisory practice decide 

that it's time to move to another provider whether it be for investments, platform or SIPP and 

pension? Not a decision to be taken lightly, however if you do decide to make a change your primary 

duty of responsibility is to do what's best for your clients. 

 It's a bit like Banks with current accounts or Utility providers, once the inertia and loyalty is taken 

away and its made easy, people move. This is the new migration of the next decade as Firms do what's 

best for clients. 

 

10. WHEN, AND WHEN NOT TO, VERTICALLY INTEGRATE 

 The discretionary dilemma: does your firm need new permissions? 

 What are the advantages and drawbacks for advisers seeking DFM permissions? 

 Where discretionary solutions could fit in an advice firm's business model. 

 The keys to model portfolio construction. 

 

11. APPARENTLY COMPANIES WITH A HIGHLY ENGAGED WORKFORCE ARE 21% 

MORE PROFITABLE. SO WHAT SORT OF PEOPLE ARE YOU LOOKING TO HIRE 

THESE DAYS AND WHAT ARE YOU OFFERING THEM THAT MAKES YOU SO 

SPECIAL?  

Your office is a cost centre but maybe it is now time to think of it as a driver of sustainable value. The 

challenge is to transform the workplace to give employees experiences that are at least as good as the 

ones they get as customers.  

 

 It would appear that we need more tech savvy data scientists, sales people who are consultative and 

value add rather than product floggers, people who are “gender blind” and not likely to behave 

“incorrectly”.  

 As a participant at a recent meeting said: “How do you know what the market wants when you are not 

necessarily reflecting the market?” 

 There is definitely talent out there but when employment is at such a high level, you are competing for 

the best against the best.  

 So what are the buttons you need to be able to press to attract and keep the talent? It won’t be just 

down to the money – although that will be key … it will be about the reputation, the working 

practises, the culture and the opportunity to progress.  

 No longer are people grateful for a job …  they are interviewing you.  

 

12. AGILE IS SO THE NEW BUZZ WORD…. SO HOW ABOUT A FUN WORKSHOP TO 

ENSURE YOU UNDERSTAND HOW IT WORKS? 

If you have heard of ‘agile’ but are not sure what it is or how it works, this session is a must. You will 

participate in a fun, interactive simulation which will leave you with a practical understanding of the process 

and ways of working that you can apply to deliver outcomes faster, more efficiently, more effectively whilst 

reducing risk. 
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13. INNOVATIVE DISTRIBUTION CHANNELS. FRIEND OR FOE? 

 The rise of digital marketplaces: is this a viable strategy for all products? 

 “OK Google, open a LISA”: how is voice-tech disrupting the industry? 

 How has GDPR impacted distribution strategies to date? 

 OpenBanking: how can the industry encourage customers to share their data? 

 Creating a holistic marketing and distribution strategy: where are the greatest examples of innovation? 

 Which emerging distribution channels will be the most fruitful in the next five years? 

 

TECHNOLOGY 

14. IS HUMAN SERVICE BECOMING THE LUXURY END OF THE MARKET? 

 We can all enjoy the benefit of digital convenience but contact with an agreeable and sensible human is 

actually a bit of a luxury. Please note the use of the word “sensible”.  

 Last November we heard Dr. Eliza Filby tell us how Millennials view a human service as being the 

luxury end of the market. How times are changing.  

 

This session is designed to challenge the provision of non-advised sales. It will demonstrate that in all cases 

not only does financial advice drive the best outcomes for your clients but it also manages the risk for your 

organisation.  

 

We will look at: 

 

 The regulatory perspective in terms of advised versus non-advised 

 How to ensure the best customer outcomes 

 Ensuring you are looking after the needs of vulnerable customers 

 Can we provide advice for all? What are the economics? 

 Protecting and enhancing your brand. 

 Building the relationship with your customers. 

 

15. PARTNERING WITH THE 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 third party are (allegedly) faster time to market, competitive 

advantage, decreased costs and improved profitability.  

 What is the impact of third parties in creating a seamless customer experience.  

 This session will explore the motivation for using third parties, how to ensure you pick the right 

partners and how to manage the relationship.  

 

16. CYBER SECURITY; YOU’RE ONLY AS STRONG AS ITS 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 its 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. 

 

mailto:sofiaaldatz@owenjamesgroup.com


 

8 | 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 please call us on +44 (0)1483 861334 or email sofiaaldatz@owenjamesgroup.com. Thank you for reading … 

  

REGULATION 

17. 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? 

 

INVESTMENT 

18. CUSTOMER LOYALTY ISN’T ENOUGH. GROW YOUR SHARE OF WALLET 

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. What 

additional products and services are there to increase share of wallet for advisers? 

 

19. PLUGGING INTO THE CRYPTO OPPORTUNITY. HOW ARE OTHER ADVISORY 

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 Advisory firms servicing clients with crypto wealth? 

 How do your clients using crypto to launder money and how can it be applied in client life events? 

 How is crypto taxed and regulated? 

 

20. DELIVERING A SEAMLESS INVESTMENT JOURNEY 

 What are the Next-generation investment platforms? 

 Cutting out the noise: what are the trends for simplifying end-to-end customer experiences. 

 Which elements can be personalised? 

 Developing user-friendly interfaces: what are the strategies for success? 

 The evolution of platforms: Who are the players successfully innovating in this space, and what sets 

them apart? 

 Fast, reliable, simple: what roles will AI and RPA have to play in this transformation of platforms? 

 A glimpse into the future: what other services might platforms provide in years to come? 
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If you have got this far, thank you! 

 

If you would like to make any suggestions to the content of the roundtables or put forward case 

studies or indeed any additional thinking, we would love to hear from you. 

21. INVESTMENT PRODUCTS OF THE FUTURE: WHAT CAN BE EXPECTED? 

 According to the 2019 Investment Management Outlook published by Deloitte, investment managers 

are pursuing a variety of organic and inorganic strategies to achieve their overall objectives. AI has 

graduated from a buzzword to an enabler that offers differentiated capabilities across the investment 

value chain. We have discussed in the past the role of AI algorithms in understanding maket patterns 

and making investment decisions. The technology has now found promising applications in enhancing 

wealth advisory services, offering customised portfolios and digitising customer service. 

 Aside from expanding capabilities across the value chain, investment managers have worked to keep 

their product offering from becoming stale. For example, the availability of products with an 

investment mandate that complies with ESG issues is seeing a strong uptick. 

 A new pricing model for passive funds has emerged: the announcement of a no-fee fund was a seismic 

shift for the industry. With other investment managers also following suit with the launch of zero-

commision platforms, firm’s revenue-generation focus now moves towards securities lending, order-

flow payments, and shareholder-servicing fees. 

 

PENSIONS 

22. IS YOUR RETIREMENT ADVICE TRULY HOLISTIC?  

 Let’s put things into perspective and have a good look at today’s retirement market compared to four 

years ago.  

 It’s true a lot more work needs to be done before we have a retirement system that can be relied 

upon to deliver great retirement outcomes, but we must not forget how far we’ve come in a very 

short period of time.  

 It seems when people talk about retirement innovation, the focus tends to be on new products but 

the reality is that innovation shouldn’t be coming just from them but as to how these are used; from 

choosing the right mix for your clients, from your communication skills and from your relationship 

with the client and the trust they put in you. 

 It’s about introducing your clients to a brand new world, helping them understand what they have to 

play with, what they’ll need, what are their options to get there and making it happen. So you’ll need 

them on your side and thinking outside the box.  

 

23. HERE WE GO AGAIN!!! THE FCA IS CONSULTING ON NEW MEASURES TO STOP 

CONSUMERS LOSING OUT ON PENSION INCOME WHEN THEY ACCESS THEIR 

PENSION FREEDOMS. 

The Retirement Outcomes Review found that full encashment is the most popular option among 

consumers. The vast majority of fully withdrawn pots (88%) continue to be relatively small (under £30k). 

As before, around 30% of drawdown sales are non-advised.  

 

 Now that defaulting to cash is not considered a good outcome for the customer in the context of 

retirement; what happens when we remove cash from the equation? 

 Will a cap on drawdown be the push the industry needs to be a bit more creative. Is there anyone 

already ahead of the curve?  

 The introduction of investment pathways creates an obvious alternative for those clients unable to 

make an investment choice, but they’ll still need to identify what they plan to do with their savings in 

the future.  

 What happens with all those who don’t know what to do? 
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