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A MEETING OF MINDS IN A NUTSHELL 

The twenty-eighth Meeting of Minds Advisory Distributors took place on 28 
November 2019 at The Berkeley Hotel in London. This document seeks to 
capture the key issues raised in the programme of 15 roundtables which took 
place on the day.  
 
A Meeting of Minds Advisory Distributors is a strategic forum organised on a biannual basis by 
Owen James. This was the 28th in the series. It brings together some 60 plus CEOs/Managing 
Directors - who are responsible for setting the business strategy of their organisations - and 
CIOs/Heads of Investment - who set the overarching investment strategy for the organisation to 
work through the key challenges facing their individual businesses and the industry as a whole. 
 
Participants enjoy access to strategic insight and networking at the highest level. In addition, three 
external speakers are invited to provide keynotes which spark debate and encourage fresh and 
original thinking. 
 
At the core of these Meetings is the series of roundtables addressing the pre-researched and pre-
agreed agenda. These provide an opportunity for open discussion led by an expert on the matter 
alongside an objective and professional facilitator.  

THE SPONSORS 

We would like to thank all our sponsors whose support enables the Meeting to take place. The 
following groups sponsored and participated in this Meeting and their motivation for taking part is 
threefold: 
 
 To be, and to be seen as being supportive of the industry; 
 To understand the stresses and strains being placed on the industry and, where possible, 

respond to them; and 
 To talk openly with these business leaders with a view to ensuring that their own businesses 

are strategically aligned.    
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THE FACILITATORS:   

The Roundtable Sessions were moderated by: 
 

• Rod Bryson, Capgemini Invent 
• Dave Edwards, Esperto Business Solutions 
• Dorian Hughes, Independent Consultant 
• Richard Clarke, Independent Consultant 
• Colette Dunn, Milliman 
• John Chapman, Orion Consultancy Ltd 
• Richard Parkin, Richard Parkin Consulting 
• Paul Miles, Silverback Consultancy 
• Martyn Laverick, Soprano Consulting 

 
We are very grateful for the time and energy they have expended on making A Meeting of Minds 
Advisory Distributors a success and hope you will consider this report an interesting, thought-
provoking and accessible read. As ever your feedback is much appreciated. 

 

THE DELEGATES – PROFILING AND SENTIMENT DATA:   

In the run up to each Meeting, we seek profiling and sentiment data on the invited audience. The full 
report is available upon request; however, the following are the key takeaways:  
 
1. The make-up of the audience is a blend of Financial Advisory Distribution Groups, Wealth 

Managers, Discretionary Fund Managers and Networks – the majority represented by their Chief 
Executive Officers and/or Chief Investment Officers.  
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2. They prioritised their key concerns. We have produced the following table which also 
introduces a comparison with other financial segments: 

 

 
 
3. On average, firms represented at this Meeting have £ 3.8 BN funds under management.  
 
4. We asked them how they think the value chain will be split in 2022. Again, we have been able to 

compare this with other respondents:  
 

 
 
5. The average age of their client base is 58. 
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6. On average they influence 65.91 Directly Authorised and 22.57 Appointed Reps  
 

7. They are still the most positive community we work with but they are not feeling as bullish 
as they were the last two years.  

 
8. The core functions they outsource the most are Tax Advice followed by Legal.  

 
9. They vast majority of the funds they use are active (73%). 

 
10. When asked what support they are looking for from a strategic partner, key is training 

(50%) closely followed by technology - front end (42%) and back end (38%). Distribution 
support and products are at 33%. We plan to dig a little deeper here.  

 
11. The majority are either already working with the Wealth Managers and Private Banks 

(52%) or considering doing so (7%) – primarily to cover client needs not catered in-house.   
 

12. Contrary to what the Wealth Managers and Asset Managers believe, the group doesn’t believe 
that ESG is already the norm. They do see an increasing demand but believe investors are 
still motivated by returns and they don't believe they are achievable solely through 
ESG investments. 
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THE FINDINGS: 

BUSINESS DEVELOPMENT 

1. MAKING YOUR BUSINESS RELEVANT AND VALUABLE FOR THE NEXT 
10 YEARS – FOR YOURSELF OR FOR A SALE! LEARNINGS FROM THE 
US FINANCIAL ADVICE INDUSTRY. 

Expert: Julia Rees, Goldman Sachs Asset Management 

Facilitator: John Chapman, Orion Consultancy 

 

Main points of discussion: 

 Pricing for all aspects of the value chain will come under pressure within the next 10 years. We 
have seen price pressure in the US and that is a trend that’s expected to continue. What 
happens in the US definitely doesn’t necessarily follow into the UK market but, there are 
concerns on pricing where we have already seen pressure on asset management and platform 
pricing as a result of MiFID II disclosure of costs to clients. 

 Technology is a recurring theme and there is no doubt that technology will have its role in 
driving pricing to clients down but, advisers do not see any threat from robo-advisors and their 
ability to engage with clients. However, all advisory firms see technology playing a big role in 
client communication and increasing productivity within their businesses. 

 We are seeing an increased level of trust in financial technology, evidenced by the huge increase 
in usage of Banking mobile apps over the last few years. We cannot be blinkered and clients will 
want a similar interaction with all their financial products. 

 Improving the asset weighted average age of client books to have a younger demographic is seen 
as a key challenge over the next 10 years. Retired clients are obviously in decumulation and the 
challenge is to attract new/younger clients that are accumulating. Interacting through technology 
will be a communication method of choice for millennials but, research has shown that 
millennials will pay for advice. 

 Developing an inter-generational advice strategy is key. 
 A strategy to remove legacy assets and focus purely on platform assets that will enhance the 

client experience. 
 Long-term health care will become a key product with ageing client banks and providing relevant 

tax advice. 
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2. ARE YOU PAYING YOUR FUND MANAGERS TOO MUCH FOR ACTIVE 
MANAGEMENT? 

Experts: Nick Rosenblatt, Mercer Global Investments 

Facilitator: Rod Bryson, Capgemini 

 

Key message: 

 Mercer’s expert presented some press data points which highlighted the challenge and raised the 
questions around the perception that fund managers have underperformed and the high margins 
they have for active management. 

 Our expert presented Mercer’s model for a fairer approach linking performance to fees and cost 
of passive alternatives. 

 From the adviser group circa 50% felt they were overpaying for active management. 
 The group agreed it was a complex challenge linked to clients, advisors and the structure of the 

model. 
 Potentially there are too many funds created to sell/drive revenues for fund management firms. 
 It is likely that fees will be reduced in the future due to the challenge from the younger 

generation of clients who do not understand the value of the revenue and only see the price. 
 Performance and transparency of value exchange between charges for funds and relative 

performance is becoming harder, particularly when performance is not great and client have a 
range of other issues where they would prefer to invest. 

 Currently clients don’t question fund fee levels but this is likely to change and firms need to 
consider the future models. 
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3. WALKING THE TIGHTROPE OF INCREASING ADVISER 
PRODUCTIVITY AND REVENUES WHILST FUTURE PROOFING YOUR 
BUSINESS  

Expert: Nick French, Marlborough Fund Managers 

Facilitator: Rod Bryson, Capgemini 

 

Key message 

 The expert leading this session highlighted the key challenges around productivity particularly as 
firms grow their advisor numbers. The negative press coverage and the fact that advisors had 
benefited from a long number of years of positive investment performance; given we haven’t 
seen a bear market of 30% return for nearly 19 years. 

 It was suggested firms look to future proofing and growing revenues based on things such as 
revenue segmentation. 

 Overall in this roundtable we covered- Improved segmentation, identifying revenue generating 
activities, fee levels relevant to business costs, the proposition for clients and improving 
efficiency overall. 

 Agreement segmentation and moving clients to different proposition when they did not align to 
segmentation target is happening and it is important to improve productivity and revenues. 

 Likewise, referrals are important to get advisers to attract new clients to support this target 
segmentation. 

 Understanding clearly who the key clients were and which were the most important to the 
business owners is critical. Eg. Top 30 client drive 75% of revenue. 

 Also highlighted was the importance of understanding the costs within business and especially 
activity based costing where possible. 

 These days firms do not do enough marketing to drive awareness and attract the right clients. 
 It’s also about motivating advisers to know the importance of this and encourage them to help 

drive the business forward. 
 It was acknowledged that is harder to motivate older advisers who are looking to their own 

retirement; But it was reminding them they have a key role in helping to mentor younger 
advisers and help drive revenues that way. 

 Having metrics was important but also for firms to have SMCR and staff champions to bring 
different perspectives to the topics within the firm. 

 Finally, only way to really drive culture and activity was to establish clear and measurable 
advisers’ KPIs linked to salary and bonus.  
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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? USING 
INSIGHTS CAPTURED FROM A GLOBAL SURVEY OF CLIENT 
PREFERENCES, THIS SESSION WILL PUT FORWARD SOME METRICS 
TO HELP YOU WORK OUT THE SORT OF IDEAL CLIENTS YOU NEED 
TO BE WORKING WITH AND HOW. 

Expert: Steven Greenfield and Martyn Chappel, Dimensional Fund Advisors 

Facilitator:  Martyn Laverick, Soprano Consulting 

 

A. SESSION 1 

Headlines 

 The majority of firms had some form of client survey in place whether it was Net Promoter 
Score or some other form. 

 Some of the most useful and interesting feedback is where clients are allowed to ‘free format’ 
 Firms conducted annual surveys as well as surveys after the client had joined. 
 Firms had taken the new MiFID II and PRODs rules to build a much richer annual review service 

which focuses on what the client’s needs are and a gap analysis of where they are. Shows a much 
greater level of client understanding than before.  
 

Key challenges 

 Avoiding client survey fatigue. Many companies used ‘cohorts’ to break groupings down to give 
more focus and relevance to the surveys but firms must be constantly aware of keeping this 
fresh to keep clients engaged. 

 The use of IT is critical in being able to survey effectively but the challenge is to still make it feel 
‘humanised’ and not just a process. 

 Clients often prefer to remain anonymous when providing feedback so if it is negative it is 
difficult to be able to respond to a client. 

 Getting the right questions in a survey – the use of client goals needs to feature more 
 Most firms are fairly poor on either obtaining referrals or having any form of structured referral 

process in place. 
 

CONCLUSIONS/SOLUTIONS  

 Very impressive adoption of the new regulations to create a richer and more meaningful client 
experience. Will be interesting to see if smaller firms are doing the same as there is a significant 
cost to implementing this. 

 Vitally important to keep asking your clients about what they value from you, how well they 
think you are doing and what else could you do. A few firms shared this data with their clients 
which was felt to be a positive idea. 

 Be aware of the medium you use in surveying clients. Whilst many use online/email surveys 
some others phoned or sent out hard copies. Try different mediums and measure the responses. 

 Referrals should be part and parcel of your culture and it should not just be left to advisers to 
do this on their own. Training and central support are important aspects in making this work. 
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B. SESSION 2 

 

HEADLINES 

 The majority of firms had some form of client survey in place whether it was Net Promoter 
Score or some other form (as per session 1). 

 Some of the most useful and interesting feedback is where clients are allowed to ‘free format’ 
and some viewed clients that were detractors that could be converted round to be very good 
promoters 

 Firms conducted surveys at a variety of different times some as much as quarterly with specific 
group of clients. 

 Firms had taken the new MiFIDII and PRODs rules to build a much richer annual review service 
which focuses on what the client’s needs are and a gap analysis of whether they are. Shows a 
much greater level of client understanding than before (as per session 1). 

 Annual review the worse time to ask for referrals. Highlights the need for training in this area. 

 

KEY CHALLENGES 

 Using IT to deliver a survey has its plusses and minuses as it could be felt to be a bit ‘cold’ but 
helped deliver a time consuming process which would be costly to do manually. 

 Firms felt it was good to share the information from a client survey across the company, but 
some were concerned that if the scores were bad what would the impact be. 

 More information now goes to clients for the annual review and where it comes direct from a 
provider or platform it can be misleading and cause client confusion. 

 Clients often prefer to remain anonymous when providing feedback so if it is negative it is 
difficult to be able to respond to a client (as per session 1). 

 Producing greater detail for an annual client review is challenging. Firms that had centralised this 
operation were achieving far greater uniformity across their clients and had got good adviser buy 
in. 

 Most firms are fairly poor on either obtaining referrals or having any form of structured referral 
process in place (as per session 1). 

 

CONCLUSIONS/SOLUTIONS  

 Very impressive adoption of the new regulations to create a richer and more meaningful client 
experience. Will be interesting to see if smaller firms are doing the same as there is a significant 
cost to implementing this (as per session 1). 

 The industry is not joined up with regard to annual statements with the provider statements 
coming out the worse. Larger firms are taking the challenge into their own hands and producing 
a service and documents centrally which are client centric and far easier to understand and are 
more meaningful. 

 Referrals should be part and parcel of your culture and it should not just be left to advisers to 
do this on their own. Training and central support are important aspects in making this work (as 
per session 1). 
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PENSIONS REVIEW 

5. CENTRALISED INVESTMENT RETIREMENT PROPOSITIONS – 
MANAGING THE INVESTMENT CHALLENGES OF DECUMULATION. 

Expert: Dave Fewtrell, Aberdeen Standard Investments 

Facilitator: Richard Parkin, Richard Parkin Consulting 

 

Introduction 

This roundtable was run across two sessions with lively input from participants in both. The key 
talking point was to consider the challenges of advising clients in retirement and, in particular, to 
discuss how advisers are thinking about managing the investment risks this involves. 

 

The expert leading this roundtable session gave an upbeat presentation on the opportunity 
retirement presents for advisers. Pension freedom has already created a significant opportunity for 
advisers, but the best is yet to come: 

 

 The 2020s will see the largest proportion of baby boomers hitting their 60s. 
 In 2020, half of the UK population will be over 50 and in 15 years’ time a quarter of the 

population will be over 65. 
 There will be around £1 trillion of assets passed between generations. 

 

Against this positive backdrop though, retirement advice is complex. Clients have multiple goals and 
successful retirement planning needs to deal with significant uncertainty around future needs, life 
expectancy and investment performance. On top of this there are inevitable regulatory challenges 
from PROD and a general pressure on advisers to demonstrate they are adding value. 

 

Aberdeen Standard Investments’ team concluded with a look at retirement investment risks, 
particularly sequencing risk and “pound cost ravaging” and considered some of the approaches 
advisers might follow: 

 

 Natural income – avoids sequencing and ravaging risk but income is uncertain. 
 Asset harvesting/”bucket” approach – mitigates risks but can be challenging to administer. 
 Volatility managed – has potential to avoid sequencing risk and mitigate raging risk but can 

involve more complex investments. 
 

Key themes from the discussion 

 

Client expectations and adviser understanding: 

 Clients often do not have realistic expectations of what can be achieved in retirement and this 
makes advice more difficult. Clients are understandably risk averse but need to take on risk in 
order to create sustainable income. The challenge for advisers is explaining not just the basic 
concepts of risk but the more subtle complexities of retirement risk such as sequencing risk. 
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Good advice should ensure that clients have an early understanding of what is achievable so that, 
when it comes, retirement is not a shock. 

 There was a concern that many advisers, particularly those in smaller firms, don’t fully 
understand these concepts. Currently benign markets have also perhaps meant that the impact 
of these risks is not being fully appreciated and that a significant market correction could 
highlight shortcomings in some of the advice being given. 

 Most participants were using cashflow modelling and scenario analysis to help frame client 
expectations. However, many use these behind the scenes rather than exposing clients to the 
full complexity of these models. 

 

Use of centralised retirement propositions: 

 Most of the firms represented had implemented some form of centralised retirement 
proposition. In particular, most agreed that retirement required a different investment 
proposition from accumulation. A useful analogy was that not having different investment 
approaches was like trying to use the same engine in both an SUV and a Formula 1 car! 

 There were concerns though that having too rigid an approach could make it difficult to adapt 
advice to individual client circumstances and stop advisers from “thinking outside the box”. One 
large firm has taken a radical approach of centralising the formulation of advice to ensure 
consistency across their advisers and to reduce regulatory risk. 

 

Investment approaches: 

 Unsurprisingly, there was no real consensus on investment approach and many participants said 
they would use different approaches in different circumstances. Natural income was not realistic 
for many clients and there was a concern that generating sufficient income could involve focusing 
on a narrower range of riskier investments. 

 There was a lively discussion around volatility-managed investments and, in particular, whether 
smoothed return funds really delivered protection against retirement risks. While these 
products appear to avoid sequencing and ravaging risks, some felt that advisers using these 
solutions were perhaps being naïve about how these products work and the true costs of the 
limited protection provided. 

 Some saw a role for structured products but suggested the distribution risk involved in using 
these made it difficult to recommend them. 

 There was agreement that advisers retain responsibility for managing retirement risks when 
using DFMs. However, there is a danger that some advisers aren’t setting the mandate for DFMs 
but instead accepting what the DFM is offering. 

 

Platforms and asset managers: 

 Generally, participants felt that platforms were delivering what was needed for them to manage 
retirement income.  

 There was a concern that many asset managers don’t really understand financial planning and 
were too focused on pushing their own solutions. Advisers wanted more support from asset 
managers in understanding how their products worked not just in an investment context but in 
supporting retirement planning goals. 
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6. GIVE ‘EM ENOUGH RISK… WHILE THE CLASH OFFERED US “GIVE ‘EM 
ENOUGH ROPE”, THIS SESSION WILL ASK WHETHER WE ARE 
OFFERING CLIENTS ENOUGH RISK 

Experts: Jerome Nunan, Aviva Investors 

Facilitator: Dorian Hughes, Independent Consultant 

 

Key discussion points: 

 The session centred around the “100 year life” book co-written by Andrew Scott and Lynda 
Gratton with the thesis being that as we all live longer and retirement pots need to work 
harder, given the fundamental shift from DB to DC, so accepted wisdom surrounding de-
risking and gliding into a conventional retirement needs to be re-assessed. 

 Traditional retirees like “Jack” who was born post war and retired on a fully funded pension 
scheme made up perhaps by a combination of DB, DC and state, are an increasingly rare 
breed. Post millennial (Gen Zers) like “Jane” might expect to live 100 years or so, with the 
state and company funded schemes contributing little or nothing to her retirement pot of 
the future. Consequently, “Jane” will likely need to be inventive and flexible in her approach 
to investing, ensuring she maintains a suitable level of risk for longer in order to maximise 
returns and provide the funding she needs in a longer later life. 

 The question is how much risk should she take and how is that to be managed to meet her 
needs? 

 The point was made that “Jane” should look to start to save and invest as early as possible 
and a long way before retirement, with the Aviva team stressing the point that a key element 
to be considered was to maintain a suitable level of managed risk near to retirement (and 
indeed beyond) rather than de-risking into so called safer assets which, with bond yields as 
they are for example, may well not be as low risk as they are traditionally understood to be. 

 The point was made that, all things being equal, it would likely be a missed opportunity (or 
even mistake) not to take on investment risk early; higher risk with the expectation of 
higher reward over time, is really the only option. 

 The group discussed the fact that in 10 years’ time more people would be in decumulation 
than accumulation and indeed only 1 in 5 appear to understand that they are invested at all. 
The regulator has not done a good job in helping the public truly understand the issues they 
will likely face and has been quick to shut down bad practices but less good in endorsing 
good ones perhaps for fear of being seen to endorse strategies that may seem complicated 
or involve risk. 

 “Alternative” ways to fund retirement might be considered with equity release being one of 
the potential solutions the group discussed. There was a robust suggestion that any bad 
press surrounding equity release is ill-founded. 

 The absence of quality risk profilers was also discussed, with suggestions that there are few 
if any credible suppliers of risk profiling tools for de and accumulation. The question as to 
whether they might be fundamentally flawed was mooted. 

 The group felt that understanding individual clients’ needs remained paramount with the 
questions being more of “what are your priorities?” and “what do you want to achieve?” 
rather than “what products do you want?”.  
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 Whether a client is prepared to weather a storm is crucial with a lack of simple quality 
“sales” aids to help clients understand the likely speed and strength of a market recovery 
needed to recoup paper losses. 

 The group felt there was a need for a simple cash flow modeler with a lot of solutions on 
the market being somewhat over-complicated and engineered.  

 A key is to reform/restate issues so they are better understood by clients to help the 
industry engage the dis-engaged.  

 The Aviva investments team is keen to engage further and discuss investment options for 
clients mindful of a different way of approaching their retirement needs in taking a more 
risk-on focussed approach.  
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7. REGULATORY IMPACT WITHIN THE NON WORK PLACE PENSIONS 
MARKET. 

Expert: Jon Hogg, Old Mutual Wealth 

Facilitator: Colette Dunn, Milliman 

 

Key discussion points: 

 There has been huge growth in the retirement income market since the introduction of 
Pension Freedoms.  The retirement landscape has become more varied and complex with 
retirees facing far greater choice around how and when to retire and, in particular, how to 
secure the income they need to sustain them in retirement.  An increasing number of clients 
are trying to make these decisions for themselves. 

 The new retirement landscape is in its infancy and much change is still to come.  In July 2019, 
three regulatory papers were released in one hit.  That is a huge amount to get through but 
they contained items that could have a big impact on the market. 

 Jon suggested that contingency outcomes may be banned.  He also highlighted that whatever 
has been discussed for the non-advised part of the industry should be studied as there are 
likely to be ‘read acrosses’ to the advised market. 

 Investment pathways will be in place from August 2020 and with it will come a downward 
pressure on costs.  Providers will need to come up with four investment pathways or, if they 
are smaller providers, outsource to those who can.  As the wrapper and fund costs have to 
be less than 75 bps, the underlying investments are most likely to be passive trackers rather 
than managed funds.  If a client asks to take their fund in cash, their Adviser will need to 
inform their client about investment pathways. 

 Jon’s view is that the already considerable advice gap will increase as a result of investment 
pathways. 

 There was a view that investment pathways do not take into account a client’s wider 
circumstances and that the conversation may become “which pathway do you want?”  The 
pathways may also encourage clients to focus on a single route, which may encourage people 
to either cash in or continue with existing investments. 

 It is thought that Master Trusts are seeing investment pathways as a good model of what 
they should offer their clients. 
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TECH FUTURES 

8. HOW TECHNOLOGY IS GIVING ADVISERS TIME, EFFICIENCY AND 
GROWING REVENUES. 

Expert: Paul Morley, Intelliflo 

Facilitator: Paul Miles, Silverback Consultancy 

 

Headlines 

 Robo and Digital are very different things. 
 The pressures for becoming digital are: 

o Regulatory. 
o Operational efficiency. 

 Investors are on a journey from Advised to Advised/Robo to Robo. 
 Onboarding of clients’ needs to become digital. 
 Make sure your technology suits the service your clients want. 
 The Robo models that have succeeded have done so by converting existing customers and not 

in attracting new customers. 
 The hybrid models of Robo have been successful and therefore IFAs are ideally positioned 

should they introduce a digital solution to complement their existing business. 
 Parts of the advice process lend themselves to being automated. 
 There is no truly digitalised solution in the UK yet. 
 A digital experience needs to offer more than just a product. 
 It is recognised that there would be a lower cost to providing a digital solution. 
 Behaviours are changing. 

 

Key challenges 

 When should you make the investment to incorporate more digital into the business? 
 Cost of implementation. 
 Pain of switching technology, particularly back office systems. 
 Trusting that the technology will be relevant in the future. 
 How to deliver two types of service. 
 The definition of a ‘Digital Solution’ and of ‘Advice’ is not consistent. 

 

Conclusions/Solutions 

 If you don’t make a decision to become more digital now, you will get further and further behind 
the service offered by your peers. 

 Look towards modern technology that has good integrations and can support your business in a 
post RDR world now and in the future. 

 Implement technology that can be bespoke to your business. 
 Don’t underestimate the importance of DATA and the power of having one truth. 
 Digitalisation should be encouraged, it will create efficiencies to improve profits, but also it will 

enable employees to do the tasks that they enjoy and really make a difference. 
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 Businesses should be indifferent to their advice offering as long as price and services are 
appropriately aligned. 

 Consideration should be given to providing a digital solution to compliment Advice. Care should 
be given to how this is introduced to clients. 

 We may see the larger providers of Digital Solutions providing white labelled versions to help 
strategic partners. 
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9. A MASTERCLASS IN UNDERSTANDING THE DIFFERENT POTENTIAL 
OFFERED BY AI, RPA, BIG DATA, MACHINE LEARNING, THE CLOUD 
AND VOICE. 

Expert: Alex Sbardella, GDR Creative Intelligence 

Facilitator: Paul Miles, Silverback Consultancy 

 

Headlines 

 We live in a tech savvy world. 
 Clients can be affected by other brands, ie Google, Tesco, etc… 
 No one really knows how many jobs will be taken by AI – reports conflict one another 

BUT every job will have some form of automation. 

 It is already part of our lives – train tickets, Costa are examples. 
 Be careful of firms telling you they use AI when they don’t – they do so for marketing and fund-

raising purposes. 
 Human contact is now seen as a premium service. 
 Data is the new oil, arguably more important – you should have a single source of Data and 

great integrations. 
 Data is about: scale – need to have enough to be able to make decisions / quality – crap in 

means crap out / actionability – great if you have dashboards but so what. 
 The elderly use voice activation more than the young. 
 Don’t make the mistake of thinking the elderly do not use the internet. 
 Customer experience is now more important than price. 
 Is your technology for you or your client? 
 At the centre of it all should be better customer experience. 

 

Key challenges 

 Knowing what technology is best for your business and clients. 
 Joining up systems to support processes and become more efficient. 
 Cost of implementation. 

 

Conclusions/Solutions 

 Human contact is now seen as a premium service. 
 No clarity re AI replacing jobs as the many reports written on this subject differ. 
 Most people use the Cloud but make sure you also have a back up. 
 Use technology to optimise processes. 
 Firms asked when they should begin – tomorrow and spend the money. 
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REGULATORY UPDATE 

10. COMPLIANCE NIGHTMARE. HOW TO CREATE MIFID II COMPLIANT 
EX-ANTE AND EX-POST ILLUSTRATIONS AND REPORTS? 

Expert: Eric Armstrong, Synaptic Software 

Facilitator: Dave Edwards, Esperto Business Solutions 

 

 

Background/Introduction: 

 Compliance Nightmare. How to create MiFID II compliant ex-ante and ex-post illustrations and 
reports. 

 Building business processes and efficiency in a post MiFID II world.  
 The need and demand for advice is growing, but how can we service the masses and more 

clients when the cost of servicing is also increasing.  
 Has MiFID II influenced how business owners structure their business – more admin resources, 

greater use of technology or both?  
 Is technology playing a more significant roles in keeping clients updated and engaged? 
 How has MiFID II impacted the way advisers work with new and existing clients? 

 

Points discussed and debated 

 MiFID II is driving change in business processes – key disruption as more time being spent on 
reviews and report production. 

 No single data source or solution available in the market – integration strategy is at the centre 
of what good looks like. 

 Integrations are not always as robust and detailed as we are led to believe by system providers.  
 Platforms are slow to integrate and or provide data for reports to be developed in-house. 
 System providers slow to deliver integrated solutions – client demand determining development 

roadmap. 
 Increasing number of firms building their own solution in-house.  
 More administration involved in servicing clients – technology is helping but not enough time to 

serve all clients. 
 Productivity levels are increasing but profit margins are tight – fixed overheads including 

additional staff are biting. 
 PROD rules are also impacting amount of administration on serving clients. 
 Metrics now starting to show value vs. cost of implementation and delivery.  
 Future business values being impacted by poor data quality and reporting capability. 
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Learning and Actions   

 Review existing processes and solutions – where are the value points and costs. 
 Post MIFID II remains a strategic initiative – MIFID III may still be on the horizon! 
 Identify areas where technology can deliver efficiencies in process – gift of time! 
 Mapping the processes to make marginal differences – benchmark quantity and quality. 
 Engage with systems suppliers and providers to improve integration services – prioritise two-

way integration strategy. 
 Conduct data audit – quality of data will drive quality of reporting and outputs  
 Investigate use of RPA technology to replace repeatable process   
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ESG 

11. ARE YOUR CLIENTS EXPECTING YOU TO ENSURE THEIR 
PORTFOLIOS ARE ESG? OR DO THEY STILL JUDGE SUCCESS UPON 
THE BASIS OF PERFORMANCE? AND IF THEY DO ASK FOR ESG JUST 
HOW JUDGEMENTAL ARE THEY? THERE IS A LOT OF 
“GREENWASHING” GOING ON – ARE YOU FOR REAL? 

Expert: Ula Carota, Schroders 

Facilitator: Colette Dunn, Milliman 

 

Headlines 

 There is a growing awareness amongst the general population about climate change and 
environmental impacts of various activities.  This increasing awareness has a knock-on effect to 
conversations many clients are having with their financial advisers.  There was a view that this 
interest is more prevalent amongst female clients.  Often these clients are not sure of exactly 
what to ask about but they have a general interest and desire to be ‘environmentally friendly’ in 
their investments, or, at least, to have the options outlined for them.   

 ESG (environmental, social and governance) was important to the financial advisers in the room 
and they were keen to understand, and to do, more.  Many already incorporate ESG questions 
in their fact finds so that the question of client interest in ESG-friendly investments is addressed 
formally and in all cases.  Increasingly, the view was, ESG capability and a robust approach is 
becoming a hygiene factor for Advisers and the investment process. 

 It is important to be positive about ESG even though the essence is about exclusion and can 
therefore seem to be a negative story.   

 It is a difficult task to monitor investments to ensure that they are doing no harm to the planet 
or the local environment.  It is important to verify that the selected ESG funds consider E, S and 
G, not just the G.  Robust investment processes are needed including strict due diligence – such 
as meeting fund providers, not just relying on secondary information.  Selected funds need to be 
strong on ESG and ESG process but must also have strong investments. 

 There is a need to educate clients on ESG and Ula’s view is that in the future there will be more 
consistency in terminology and independent verification of equities and funds. 

 There was a wariness of ‘green-washing’ which occasionally crops-up in the market.  Relying on 
DFMs and investment houses with robust ESG processes and analysis is valuable. 
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ARE YOU THINKING DIFFERENTLY? 

12. WE NEED TO HELP CHILDREN AND YOUNG PEOPLE UNDERSTAND 
MONEY...  

Expert: Michelle Heywood, MyBnk 

Facilitator: Richard Clarke, Independent Consultant 

 

The dynamics of the problem 

 There is a huge lack of financial education in the UK and there is no compulsory school 
curriculum coverage of this topic and a lack of information available to teachers who want to 
teach it anyway.   

 Financial education is therefore largely left to parents and to charities like Maybank who have 
interacted with 33,000 children and young adults which is great but is only 0.5% of the number 
of the UK’s school aged children. 

 Girls tend to be more comfortable than boys in talking about saving money but in practice 
money is not a cool topic for any children and patterns of actual spending behaviour don’t really 
have a gender bias. 

 In a survey of young adults (up to age 25), 59% couldn’t understand their pay slip, 18% don’t 
understand their bank statement, 39% have no current account and 40% have never been to a 
bank.   

 The FCA admits that the general public don’t understand compound interest and therefore the 
benefits of long term saving. 

 We discussed the importance of persuading parents of the need to educate their own children 
and improve awareness of financial matters in the same way parents help children with their 
academic homework. 

 We must acknowledge that level of financial education is not linked to wider academic abilities 
or wealth of the family – this was anecdotally supported by the roundtable delegates. 
 

Commercial considerations 

 Lack of financial education poses a risk to clients unable to understand advice that they receive. 
 In the long term it is in the commercial interest of advisers to get more involved in helping with 

the financial education of the next generation of future clients, particularly when discussing 
intergenerational wealth transfers.   

 Helping explain monetary matters in a way people can relate to rather than using financial jargon 
is a key aspect of financial education but it also a vital skill for many a cash flow planning 
conversation with a client  

 It would be good PR for the financial planning profession as a whole; and individual firms to be 
seen to be supporting charities promoting financial education for children. 
  


