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Introduction:  
 
The sixth Meeting of Minds Asset Management took place on Thursday 5 March at The Berkeley Hotel, 
London.  
 
These Meetings bring together the Chief Executive Officers and Chief Operating Officers from substantial 
asset management firms – both retail and institutional. The goal is to provide a platform for these very 
senior men and women to address the big issues they are grappling with in the boardroom. The Meeting is 
Chatham House and thus participants are encouraged to speak openly and frankly and share insights and 
learning in the knowledge that any comments they might make will be non-attributable.  
 
This Meeting was held against the backdrop of rising concern around the Coronavirus. Firms were already 
shying away from substantial gatherings. So, the group who met were smaller in number than had been 
hoped but they were rewarded by the opportunity to hear David Heymann, Professor of Infectious Disease 
Epidemiology, London School of Hygiene and Tropical Medicine, who generously shared his insights into 
the pandemic which was beginning to affect all aspects of our lives. We felt he gave us a head start!  
 
The Format:  
 
A Meeting of Minds Asset Management is a biannual strategic forum organised by Owen James in 
association with Lansons.  
 
The half day (breakfast through lunch) is a blend of roundtable sessions addressing a pre-researched and 
pre-agreed agenda with open discussion led by objective and professional facilitators; keynotes provided by 
external speakers whose remit is to spark debate and encourage fresh and original thinking; plus substantial 
networking both structured and unstructured. 
 
The Findings:  
 
This document summarises the key issues raised in the topics discussed during the roundtables held last 
month. As has already been stated, the Meeting abides by the rules of Chatham House, no names are given 
other than that of the facilitator and the expert who led each session.  
 
1. ESG: The momentum is there – we now need some standardised metrics to measure 
performance. ......................................................................................................................................... 2 
2. Maintaining our position as a world leader in Investment Management. ................................. 5 
3. Stewardship – the safe investment of capital to create sustainable value.  When it comes to 
measuring a company’s value, traditional metrics are no longer fit for purpose – discuss! ............ 6 
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4. Providing value for money? It certainly isn't just about growing the pot. A look at the FCA's 
Assessment of Value. ............................................................................................................................ 8 
5. Categorising your clients: Retail, Wholesale, Institutional – aren’t they just clients? ........... 10 
6. Talking about client engagement…thinking about your future clients… now here is a good idea…
 12 
7. Is your business match fit? Indeed, are you? ............................................................................. 15 

 

1. ESG: THE MOMENTUM IS THERE – WE NOW NEED SOME STANDARDISED 
METRICS TO MEASURE PERFORMANCE.  
 
Expert: Anne Reaney, Head of Sales EMEA at Truvalue Labs  
Facilitator: Ralph Jackson, Lansons 
 
As this was the most well-selected session, it was run with two groups. The findings from both groups has 
been combined.  
 
The state of play: 
 
• ESG has become mainstream, and its popularity is only going to grow. 
 
• Techniques for assessing asset managers’ ESG performance are becoming increasingly sophisticated, but 

there is no commonly agreed method of applying them. 
 
• Indeed, there are more than 100 ESG data providers, and approaches to the methodologies behind ESG 

ratingsvary significantly. 
 
• While standardisation comes with challenges, it is deemed important for both investors and investment 

managers to allow investors to accurately compare funds’ ESG performance and mitigate 
‘greenwashing’.   

 
Raw input: 
 
• When it comes to standardisation and the measuring ESG performance, the first issue to address is the 

raw input: where the ‘information chain’ begins. Traditionally, this has come from companies disclosing 
to the market themselves, and there has been a successful effort in recent years to increase corporate 
disclosure. However, third-party frameworks which aim to precisely codify ESG principles have become 
increasingly sophisticated and prominent.  

 
• The second issue to understand is, of course, the output. It is well-documented that ESG ‘scores’ from 

different rating providers’ systems correlate little with one another and aren’t subject to regulatory 
oversight, unlike credit ratings agencies, for example. This lack of clarity has deterred and confused 
investors. What is needed are consistent, more scientific approaches to managing raw information that 
make use of innovations such as ‘big data’ and artificial intelligence to assess companies’ supply chains, 
treatment of customers and more.  

 
• This lack of clarity is as important to investment managers as to investors. It is felt by some that by 

implementing a standardised framework, the relationship between ESG and the investment manager’s 
fiduciary duty becomes clearer. 

 
• It was noted, however, that there is a danger in applying rigid metrics. BP, for example, could be 

considered both a problematic and ESG-friendly stock: some argue that it should score poorly due to 
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its carbon footprint; others argue that BP is one of the companies leading the drive towards renewable 
energy sources. It is important that nuance is not lost, and that investment institutions remain able to 
take differentiated approaches to ESG performance analysis.     

 
Setting the standard:  
 
• Going back 15-20 years, there were not many standard-setters, let alone clear ‘winners’. Recently, 

however, some have come to the fore, notably The Taskforce on Climate-related Financial Disclosures 
(TCFD) and the Sustainability Accounting Standards Board (SASB), which are increasingly recognised as 
leaders in setting the standards for corporate disclosure and investment analysis.  

 
• SASB’s framework outlines a ‘taxonomy’ of 26 different themes from which companies can choose the 

most relevant to their business and define the key areas on which to disclose. Crucially, SASB has gone 
further than peers by bringing in the concept of ‘financial materiality’, which identifies, by industry, 
which of the 26 categories are genuinely financially material for that company. This is particularly helpful 
for organisations of limited resources, who can use this to identify what matters most to investors in 
their types of businesses. 

 
Greenwashing:  
 
• The subject of greenwashing was important to delegates, who noted that some of the larger asset 

managers had been accused of this. This issue is critical from a reputation management view, not just 
for individual firms but for the asset management industry more broadly. Developments such as the 
EU’s taxonomy for sustainable finance - which is introducing ‘labelling’ standards for green bonds; low 
carbon ETFs; and other explicitly ESG-branded products are therefore welcome.  

 
The need to differentiate:  
 
• The key consideration for asset managers is how they differentiate themselves from their peers in what 

is an increasingly crowded market. 
 
The momentum is with ESG:  
 
• It’s undeniable the momentum is with ESG, but where does this momentum go? Whilst some will 

continue to view the extremely low correlation among traditional providers of ESG metrics as 
problematic, as it does not provide a consensus around individual companies’ ESG performance; others 
recognise that there is an opportunity for differentiation by exploiting these differences in the ESG 
landscape and taking proprietary approaches to analysis which leverage a range of data inputs, for 
enhanced investment decision-making. 

 
• Delegates were interested to discuss how firms will differentiate themselves as ESG continues to grow, 

and whether ESG ratings providers should be regulated. ESG may cease to exist as a label, instead 
becoming so tightly integrated into the asset management industry that it becomes akin to food 
standards: funds are vetted for adherence to a basic set of ESG principles. Differentiation would 
therefore occur after, with asset managers scrapping ‘ESG funds’ in favour of fully ESG integrated funds, 
or thematic funds dedicated to specific issues, such as carbon reduction or water quality.  
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The need to rally around a specific benchmark comparison.  
 

• One practice we have seen from clients is ‘multi-vendor’ sourcing, by which a number of providers’ 
methods are synthesised to build a composite model. If this grows, however, we could theoretically 
arrive at a situation in which every single asset manager applies a different methodology.  

 
• A solid understanding of what constitutes good performance is, of course, critical to this debate. As 

well as the performance of holding companies, the ESG credentials of investment managers themselves 
are increasingly scrutinised, with some managers seeking to prove that they have been strong in this 
area before it was popular. There is, however, no benchmark to do so and delegates agreed that the 
industry needed to rally around some sort of benchmark comparison. 

 
What is happening in other countries? 
 
• An area of interest to delegates was the differences among countries. In some European countries, 

notably France, ESG is seen as a form of accreditation which, once achieved, requires little further 
discussion. It is, in this sense, akin to a regulatory obligation – or a ‘ticked box’. In the UK, however, 
the conversation is much more fluid and analysis is deeper; funds’ credentials are interrogated more. In 
the US, the conversations between asset owners and asset managers on ESG are much more primitive, 
with such products treated with much more scepticism – this contrasts with Europe where there is a 
‘race’ to lead this market.  

 
Clients want different things:  
 
• A challenge that comes in such a burgeoning market, though, is that clients all want something different. 

Some are arguing for divesting from oil companies, for example, while others are encouraging asset 
managers to engage and affect change. It was agreed that, in the experience of delegates, engagement 
does work, although it requires a coordinated and long-term effort on the part of investors.  

 
Do ESG strategies outperform the market?  
 
• Delegates also debated whether there was any evidence that ESG strategies outperformed the market. 

There is no doubt that some strategies have but the picture is not yet clear. Related to this, delegates 
questioned whether enthusiasm for such products would endure during a bear market or an economic 
downturn, as this would really test investors’ true appetite.  

 
Conclusions: 
 
• There is great work being done in the standardising and refining of ESG metrics, but this needs to 

continue. There is currently no perfect system, and we won’t see a ‘silver bullet’ in the near future. 
• To refine credible, standardised metrics, it is imperative that asset managers talk to clients to 

understand what they want. 
• Ideally, these should be digestible and easily understood by clients: perhaps a handful or so categories – 

such as diversity and impact investing - which clients can pick and choose to model products around. 
• In the meantime, we should accept that the market is currently imperfect but work towards constant 

improvement. 
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2. MAINTAINING OUR POSITION AS A WORLD LEADER IN INVESTMENT 
MANAGEMENT. 
 
Expert: Bella Caridade-Ferreira, CEO, Fundscape     
Facilitator: David Masters, Lansons    
 
The state of play:  
 
• Our expert opened the meeting with the well-known quote ‘lies, damned lies and statistics’ and how 

they can be misleading and used to bolster weak arguments. According to EFAMA, the European trade 
association, there is £9.5trn (€11.5trn) in assets under management in Europe. The problem is that the 
data is gathered from domestic trade associations and no attempt is made to remove the double-
counting. Why is there double-counting? Consider German asset managers which have funds domiciled 
in both Germany and Luxembourg — the German-owned Luxembourg-domiciled funds are counted by 
both the German and Luxembourg trade associations – repeat that across all the markets and you 
begin to understand the scale of double-counting. 

 
• The UK fund industry has £1.3trn in assets under management, which represents 14% of Europe’s 

assets according to EFAMA, but based on the above, it could be significantly higher. Unlike other large 
European markets, the UK has been home to strong growth because it is an advice-dominated 
distribution market.  European distribution is generally bank-dominated with a sell mentality and less 
regard for consumer outcomes. Equally, banks see funds as part of their product range and will sell 
other products if the time is not right for funds or if they need to repair their balance-sheets.  The UK 
has seen assets grow 153% in the last ten years, compared to Europe’s overall 112%. But individual 
markets had very different experiences. Germany’s growth was much lower and France has been home 
to asset shrinkage over the ten-year period.   

 
• So, the fact that the UK is an advice-dominated market is a good thing. Advisers have learned their 

lessons from two big crashes (the tech boom and the global financial crisis) so when corrections 
happen, they do not panic (like now for example).  That is not to say that it’s plain sailing for the UK. It 
faces a number of challenges including Brexit, the rise of passive investment in the low interest, low 
return environment and digitalisation. Robo-advice has been slow to catch on but once big UK banks 
get behind it (probably by acquiring an established robo-adviser), then the switch to fintech could be 
significant. But this is still a long way off.   

 
Will the UK lose its EMEA head office role? 
 
• When discussing their expectations for the UK in a post Brexit world, delegates largely agreed that the 

UK will lose its EMEA head office role and this will impact its place as a global centre. But when the 
question was turned around – if not here as the global centre, then where – delegates all struggled to 
pinpoint a market. Instead, delegates agreed there would not be a European centre, and instead we will 
have small clusters of power (with London remaining a prominent one of these clusters).  

 
Will Brexit impact the UK’s ability to attract talent?  
 
• One delegate who did emigrate to the UK for work noted that, previously, the UK was able to attract 

talent like no other country in Europe had been able to do. He stated that London’s ability to 
appreciate talent above all else was its major selling point, however we cannot supply that talent 
through homegrown employees alone. He noted that the UK which attracted him at the start of his 
career is not the same UK we are living in now, and in future young people would be burdened with 
barriers such as visa applications and applying on a points system.  

 
Remote working will become more central to our working patterns:  
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• Conversely, while debating the influence the UK could have in 10, 20 or 30-years’ time, delegates 

touched on the importance location will have in the future, as remote working* becomes more central 
to our working patterns. In fact, being a ‘global centre’ might be much less about where we are 
physically, but rather more about world leading outputs in terms of innovation, regulation and 
consumer outcomes.    

 
* and this is a trend which must be exacerbated by the impact of Covid 19. 
 
So, what is the future of asset management in the UK?  
 
• One delegate suggested ESG. Consumers want their capital stored in companies with careful 

stewardship and the UK active fund management industry is in the best position to get that stewardship 
right, and in fact a wall of passive money follows immediately behind active allocations that get it right.  

 
• Another delegate suggested it was more about transparency. New investors, namely millennials, want 

as much information as they can get. They want to know what their pension is invested in, who is 
managing it and how much it is costing them. However, they aren’t getting the information they need 
right now. When they call advisers, they are told to ‘go away’ because they don’t have enough money. 
Distributors need to factor in this new audience, even if it’s a loss leader, because they are the 
investors of the future. After a lengthy discussion about millennial behaviour, a third and final suggestion 
for the UK’s future came out – Fintech – as it is these platforms younger investors are turning to, and 
the only companies who are successfully getting millennials saving.  

 
Conclusions: 
 
• The UK currently has a substantial portion of the European assets under management (although the 

numbers should be viewed with caution due to potential double counting as rehearsed above).  
 

• London will not be replaced as an EMEA centre. Rather, we will see lots of small clusters of power. 
 

• London will need to invest in talent in order to stay a relevant and attractive place to work, as Brexit 
risks placing barriers in the way of young talent. 

 
• The future of the UK asset management comes down to three things: ESG investments, offering 

transparent and reliable service and further developing our Fintech offering. 
 

3. STEWARDSHIP – THE SAFE INVESTMENT OF CAPITAL TO CREATE 
SUSTAINABLE VALUE.  WHEN IT COMES TO MEASURING A COMPANY’S VALUE, 
TRADITIONAL METRICS ARE NO LONGER FIT FOR PURPOSE – DISCUSS! 
 
Experts: Loree Gourley, Director of Regulatory & Public Policy &  
Nina Emordi, Regulatory Affairs Manager, EY 
Facilitator: David Masters, Lansons  
 
The state of play: 
 
• Rising economic inequality has caused public trust to decline and that, combined with the huge amount 

of company data in the public domain, has left companies vulnerable to reputation issues.  
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• As we enter the third decade of the 21st Century, a company’s value can no longer be based on just its 
short-term profitability. To ensure a company maintains that public trust, it needs an effective 
accountability framework and stewardship is a key plank within this framework. 

 
• Greater transparency over investor expectations, how investors engage with investee companies and 

their areas of greatest priority help to drive stronger governance and more effective corporate 
reporting. 

 
• Investors no longer just base their decisions on numbers, they want to see a clearer focus on social 

impact, environment, human capital, governance, trust and reputation. 
 
• In this roundtable, EY shared some of the findings from their recent research amongst asset managers 

and owners to see how they are embracing the responsibility of stewardship.  
 
Long-term value creation: 
 
• Two years ago, EY embarked on a research project across 30 businesses from around the globe 

boasting US$30 trillion in assets under management. The initiative sought to answer a series of 
questions including how to define the term “long-term value creation” and which ESG metrics matter 
the most in the current climate.  

 
The World Economic Forum (WEF) International Business Council Metrics:  
 
• Ultimately, the aim for EY was how they could use this information to help companies better articulate 

their long-term equity narrative. Published last year, the report forms one of the four pillars for the 
WEF International Business Council Metrics. It has also been used by the FCA in the launch of their 
new stewardship code, as well as published by Harvard.  

 
• In terms of ESG, EY worked with the Financial Planning Council to understand what the new principles 

and provisions were which then formed the baseline of their research.  
 
Key observations are as follows:  
 
• The study found that while governance is strong in the UK, EY found that, overall, the industry is 

operating across a “very shallow pool” when it comes to both the S and G across the 
value chain. 

 
• Having conducted one-to-one interviews with each of the asset management houses on both the 

stewardship side and fund managers, EY found that not all houses are integrated leading to a gap 
between the buy and sell side.  

 
• Originally, the team used a three-point scale system of red, amber and green but found that the model 

was overwhelmed by too much red. Therefore, they revised the system to a five-point scale to add 
more depth and nuance. 

 
• Once the results were published, the team received a high number of calls from various asset managers 

they had interviewed asking why they had ranked so poorly in certain areas which, again, points to a 
discrepancy between a tick box approach to ESG and marrying these to tangible actions. 

 
• The theme of trust and reputation was also noted. EY stated that, while many of the participants 

openly agreed that the industry is facing a reputational crisis, there was a distinct lack of 
communication between asset owners, managers and their investee companies. 
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• While it was agreed that people are the most strategic asset for all organisations, it was pointed out 
that very few asset managers and owners disclose on corporate culture. EY suggested that we 
may see an increased focus on this over the next year beyond the current methods of assessments e.g. 
employee engagement surveys. 

 
• The balance between what a company keeps private vs. public disclosure was debated and 

the extent to which being more vocal about your own ESG practices can help shape 
competitive differentiation and explain value for money. 

 
• Practices of engagement, specifically whether it is better to divest completely or engage 

and influence from the inside or take collective action to directly or indirectly bring about change, 
and the problems this could pose for companies engaging with the emerging markets e.g. small-to-mid 
caps in Nigeria.  

 
• Confusion over whether a company could adhere to “ESG” and “impact” investing if it 

were also operating in oil and gas companies and whether MSCI analytics and models are fit for 
purpose.  

 
• Friction between ESG and different areas of the SDGs i.e. the use of polluting industries to help 

power economic development in emerging countries and differing standards of what it means to be 
environmentally friendly.  

 

4. PROVIDING VALUE FOR MONEY? IT CERTAINLY ISN'T JUST 
ABOUT GROWING THE POT. A LOOK AT THE FCA'S ASSESSMENT 
OF VALUE. 
 
Expert: Shiv Taneja, Founder & CEO of Fund Boards Council  
Facilitator: Ed Hooper, Lansons 
 
Key message: 
 
The FCA’s assessment of value initiative will likely not change behaviour significantly in the next few years 
but marks an interesting step in the drive for improved standards of governance, transparency and 
accountability in the asset management industry. 
 
Headlines 
 
• The assessment of value initiative is not going to lead to significant changes, but will likely bring about 

some sort of rationalisation over the next five years. 
 
• Ultimately, it will become a ‘hygiene factor’: a small part of the broader trend towards greater 

governance and transparency in the asset management industry. 
 
• Firms’ approaches have so far differed significantly, and some are doing a much better job than others. 
 
Key themes 
 
• The FCA was wise to avoid being prescriptive as this prevented it from becoming a ‘box ticking’ 

exercise. This poses an interesting challenge to the industry: it both has to consider and define value to 
itself, perhaps for the first time, and then has to consider how to articulate it to the marketplace. 
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• Importantly, companies have a certain amount of freedom. The FCA has outlined seven criteria that 
companies ought to measure their fund against, yet they are able to choose a smaller number of them, 
provided they credibly justify their decision.  

 
• We have seen a handful so far, and they vary in both style and quality. Some are poor: they have not 

clearly explained the thinking behind them, and have adopted a legalistic, ‘templated’ style with no 
reference to the Board’s input.  

 
The common features of the best reports:  
 
• Delegates were interested to discuss the common features of the best reports. One key criterion is 

that the Board’s and Chair’s roles should be very clear, with a thoroughly-explained review 
process for funds, should they underperform.  

 
• It was noted that one firm put the photos and contact details of the Board members at the outset, 

which sends a positive signal. It is crucial that reports include an appropriate level of detail, as 
some have been bloated, and others too brief. It certainly should not be hidden in an obscure corner of 
the company’s website.  

 
• In the short-medium term, however, we are unlikely to see fees being slashed, at least not significantly. 

We won’t see mergers, either. What we are likely to see, however, is some kind of rationalisation over 
a 3- or 4-year period. 

 
• Looking ahead, we will inevitably see similar regulations emerge across Europe, with the 

ESMA leadership having been advocating greater cost transparency and evaluation in recent months. 
The advent of cross-border considerations will be a headache for asset management firms, 
and inevitably lead to some major commercial decisions.  

 
• While the assessment of value is undoubtedly important, the other, and more significant, aspect of the 

FCA’s market study is its look at governance.  
 
• When considering the well-publicised issues in recent years, the common ingredient is an abject lack of 

governance over conduct. Boards’ increasingly important role in overseeing funds on a product level is 
going to be much more materially significant than the assessment of value.  

 
• Indeed, while there has been much discussion of what asset managers are doing in terms of ESG, the 

focus has been firmly on what they invest in and the products they are creating and managing. 
However, the spotlight is set to be shone on how they are encouraging good governance in their own 
companies, with investors likely to apply pressure here in coming years. While this is not a natural 
consequence of the market study, it is something that will be talked about in relation to the increased 
role of governance in coming years.  

 
• In 3 years’ time, we are likely to see something approaching a template, or at least some sort of 

convergence in style. The assessment of value will never become an important consideration; 
it will likely become a ‘hygiene factor’ usurped in importance by other governance and transparency 
considerations.  

 
Conclusions: 
 
• The assessment of value is to be welcomed, but will likely not fundamentally change the behaviour of 

investment managers or investors in the short-medium term. 
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• Firms need to approach it in an open and accountable style. 
 

• After a few years, it will likely become a ‘hygiene factor’ and the conversation will have moved onto the 
wider issues of governance and transparency. 
 

5. CATEGORISING YOUR CLIENTS: RETAIL, WHOLESALE, INSTITUTIONAL – 
AREN’T THEY JUST CLIENTS? 
  
Expert: Magnus Spence, Managing Director, Distribution Insight, Broadridge 
Analytics Solutions  
Facilitator: Ed Hooper, Lansons 

             

State of play: 
 

• Across the board, asset managers are seeing changes in how they think about their clients, and this has 
huge implications on the organisational structure of their sales and distribution teams.  
 

• Increasingly, client categorisation looks more at the complexity of client needs, revenue, scale and 
client behaviours, as opposed to the classic distinction of retail vs institutional. 

 
• This roundtable discussed how this is actually happening within asset management, and the challenges 

asset managers are facing when adapting to this new world.  
 
Headlines: 
 
• The ways in which asset managers categorise clients is evolving. Increasingly it depends on the 

complexity of their needs and overall revenue and/or scale. 
 

• We are increasingly segmenting clients according to their behaviour as opposed to what kind of 
institutions they come from. 
 

• Distribution and client servicing teams must adapt to change as the market becomes more dynamic – 
teams within teams is not hugely beneficial to clients or asset managers. This will, in time, have a 
profound impact in organisational terms on asset managers and how they organise their sales and 
distribution teams. 
 

• We also now see a very different type of sales-person, people with technical understanding who can 
talk across asset classes and products and understand the value each product has to individual 
customers across a broad range. 

 
Key themes: 
 
The way in which asset managers categorise their clients is evolving but in differing ways:  
 
• The roundtable opened with almost unanimous agreement that the ways in which asset managers 

categorise their clients is evolving, however there is differentiation in how this is happening from group 
to group.  
 

• Delegates provided an overview of how they each were approaching the situation and how this differs 
in different markets (where applicable).  
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• In terms of challenges, delegates agreed that the biggest hurdles have been pricing this into their 

distribution models and coordination (or lack of) amongst sales teams, which were traditionally divided 
and remain somewhat competitive. 

 
The differences:  
 
• Our expert laid out the traditional audience categorisation model for asset managers, which scales 

clients based on size, decision complexity, the degree of customisation they required and the fees they 
are prepared to pay. Within this traditional model, the ‘line’ between retail and institutional clients 
generally falls half-way down the scale.  
 

• Across Europe, the split between these camps is roughly the same in terms of asset size, however 
there is a distinction in flows. Where the institutional market has seen a steady upward trajectory, 
there is much greater volatility in the retail space.  

 
• Similarly, whilst there are parallels between the asset classes used, in the institutional space there is a 

much greater use of complex liability driven investment structures, which are not seen so much in the 
retail space, whereas retail portfolios are more reliant on multi-asset products.  

 
• In running through these environments, our expert reiterated that these are two very different types of 

customer with different behaviours, and as a distributor, you cannot move neatly from one path of 
demand to the other.  

 
Asset managers are overwhelmingly ‘moving their line down’ and treating family offices, 
private banks and wealth managers like institutional clients: 
 
• Nevertheless, changes are happening, and asset managers are overwhelmingly ‘moving their line down’ 

and treating family offices, private banks and wealth managers like institutional clients, because they are 
behaving in a more institutional way.  
 

• One delegate added the importance of influencers or gatekeepers, and how in many cases, 
categorisation should be more about who is influencing the flows as opposed to the type of customer 
themselves.  
 

• With 70% of the UK platform market under influence of some kind, through funds of funds, buy lists or 
model portfolios, these gatekeepers are now some of the most influential customers and 
need to be serviced and priced accordingly.  

 
Different forms of categorisation:  
 
• One delegate also highlighted the ability of categorising clients by longevity. For example, while you 

have long-term treasury or pension fund mandates, which you ‘really have to screw up’ to lose, direct 
to consumer retail investors will also stick with you for a long time.  
 

• Instead the ‘middle ground’, based on the traditional scale outlined above, can be the less reliable and 
have a much higher turnover of assets. In terms of how this changes distribution behaviour, the 
delegate noted this is something they consider when thinking about segmentation. For example, high 
turnover clients needed to be sold different products which they are less likely to turnover. 

 
• Furthermore, within the current trend of wealth managers moving into segregated mandates (and in 

doing so getting lower fees) there is an expectation that they will stay in the fund for longer (especially 
due to the technicalities involved in setting this up.) Overall, this is the fundamental change to the 
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sector brought about by RDR, and means asset managers are increasingly looking at 10, 20- and 30-
year windows and the inter-generational transfer of wealth.  

 
So how does this work in terms of pricing?  
 
• One delegate noted that this is where private and listed asset management companies differ. Where a 

private company could accept a large mandate on a very small fee based on their expectation of the 
mandate to significantly grow and stick with the firm for the long-haul, listed corporations are often not 
in the position to be able to accept such low ball offers from wealth managers or similar buyers.  

 
So, what does this mean for distribution teams?  
 
• Sales people now need to be much more technical. The ‘old guard’ days of the sales over Twickenham 

and Gin and Tonics are long gone, and sales need to be brutally competitive, thinking about why buyers 
would want to make the time to see them. That can either be because you have a strong range of 
products, or that you can bring an insight that others can’t.  
 

• We are now seeing a much savvier, sophisticated type of sales-person in asset management, who can 
talk across asset classes and capital markets, as well as the technicalities of each product and the value 
it has for that individual investor.  
 

• Brand is also an increasingly important focus  
 
Conclusions: 
 
• There is general agreement that the ways in which we view clients is changing. 

 
• Client behaviour is more important than ever, as opposed to evaluating servicing levels and based on 

the ‘type of’ institution they come from. 
 

• Influencers or gatekeepers are increasingly important, and this needs to be considered in pricing. 
 

• Longevity of funds is also a huge factor when it comes to pricing. 
 

• This has a wider implication on the ways in which we structure our sales and distribution teams, as well 
as the skills we look for when hiring for those teams. 

 

6. TALKING ABOUT CLIENT ENGAGEMENT…THINKING ABOUT YOUR FUTURE 
CLIENTS… NOW HERE IS A GOOD IDEA… 
 
Expert: Georgia Stewart, Co-founder, Tumelo   
Facilitator: Ralph Jackson, Lansons  
             
Why should you engage with your clients and why now?  
 
• The way in which asset managers communicate with clients is evolving due to digitalisation, and 

increased demand for transparency, and ESG products. 
 

• Investors are looking for an experience not just products. 
 

• The intermediary model is often an obstacle for asset managers seeking to develop a relationship with 
their end customers. 
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Clear communication and transparency are key: 
 
• ESG products can be viewed as a way to engage with a younger audience. 

 
• It is becoming increasingly more important for fund managers to directly engage with their end 

customers.  
 

• How this engagement should look is embraced in different ways as businesses implement technological 
innovations, launch new products and embark on an ESG journey.  
 

• There is also an ongoing debate around the importance of solutions rather than a product-focused 
approach to meeting clients’ needs. 

 
Engagement trends: 
 
• Our expert counselled that fund managers should be transparent when communicating with their 

clients. 
 

• However, it is equally important that the information clients can access is easy for them to understand. 
 

• One of the participants noted that most of the communication channels are focused on retail clients 
and that it is important to ensure institutional clients are not overlooked.  

 
The role of intermediary:  
 
• The discussion started with an analysis of the intermediary model and the obstacle it poses for fund 

managers to build relationships with end clients and promote their brands.  
 

• One participant argued that advisers want to own the relationship with end investors, to ensure asset 
managers are left out of the equation and not to pose an additional threat.  
 

• Other participants agreed with that view and added that this is why the materials fund managers give to 
their intermediary clients needs to be very clear, so that it can be easily passed on to end investors. 
This is how fund managers can control how their story is being told - to ensure the narrative is 
consistent with their brand, values and what they want to sell.  

 
Clients should know enough to be able to act:  
 
• One participant argued that it is important to empower the end client so that they understand their 

pensions savings and how to manage their investments appropriately. Clients should know enough to 
be able to act.  
 

• Another participant pointed out that at the moment, there is too much information out there which 
causes confusion for clients.  
 

What clients really want:  
 

• The discussion then moved on to a debate around how to sell a product and a communications piece 
to deliver a superior experience to clients. The expert highlighted that asset managers do not have to 
jump over an adviser but can help them give the right experience to their end investors.  
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• One participant felt that what clients really want is for their investments to deliver good returns. They 

want this information communicated in a straightforward way and do not really pay too much attention 
to anything else.  
 

• To build on the point of effective engagement and delivering outstanding experience, one participant 
debated the idea of apps and that there are concerns around how the older generation responds to 
them.  
 

• Some participants argued that it’s not always easy to engage with clients through digital channels.  
 

• Is ESG the way for fund managers to engage with younger generations? Participants agreed that the 
industry is on a journey and it is important to prove to new clients that asset managers are accountable 
when it comes to ESG, and that customers should be able to easily access information about where 
their money is invested. Performance is important but there are also other factors that need to be 
considered and addressed. 

 
The last point of the debate was focused on the language asset managers use:  
 
• Participants stressed that there are so many different channels through which asset managers 

communicate a lot of information, clients have to navigate this somehow and so it is even more 
important to ensure that what they receive is easy to understand and action if necessary.  
 

• It is not just about providing information but also about accountability.  
 

• When choosing the most effective channel, the group agreed it depended on the audience. Are you 
communicating direct or via intermediary? What topic are you commenting on? Knowing what language 
and channel to use helps create a two-way communication which is very important and what the 
participants want.  
 

• At the end of the discussion participants agreed that they are not necessarily satisfied with the way they 
engage with their clients at the moment. Our expert reiterated the message that it is important to 
communicate your experience as your brand is often more important than your product. 

 
Conclusions: 
 
• Engagement is not just about communicating products, but also brand and values. It is about selling an 

experience. 
 

• The right channel and way of communicating / language depends on the target audience. 
 

• Providing the right materials to advisers and working with them, rather than competing with them, 
helps improve client engagement between fund managers and end investors. 
 

• ESG and digitalisation are helpful in engaging with younger audiences  
  



 

15 | P a g e  
This document is the copyright of Owen James. If you have any questions about any aspect of this document, do please call us on 
+44 (0)1483 861334 or email John Hall - johnhall@owenjamesgroup.com 

 

 

7. IS YOUR BUSINESS MATCH FIT? INDEED, ARE YOU? 
 
Introduced by Tony Langham, CEO, Lansons  
 
Overview: 
 
• Managing change is the most common thread amongst senior management, and business resilience is 

ultimately linked to the personal resilience of you, the business leader. 
 
• In terms of managing business change, there is the decision-making process itself, as well as the role of 

the next generation in shaping these changes.  
 
• Is your style stronger on deeds than words? Do you have a clear vision and a set of goals accompanied 

by a clear list of actions, timelines, accountabilities and incentives? Do you favour consensus building at 
the early ideas’ generation stage and a hard-nosed approach at the implementation approach?  

 
• Who will be the innovators? Beware the tendency to focus on enthusiastic new intakes and overlook 

the middle set who are often at a pivotal time in their careers, learning how to become accountable. 
 
Summary:  
 
• Succession planning was identified as one of the main risks to business match fitness according to 

delegates, particularly when considering how the needs and expectations of new generations are 
changing. Another topic that was flagged was cognitive diversity and how to evolve recruitment 
practices to ensure individuals from all backgrounds are captured in the process. 

 
• Participants debated how to make the asset management industry attractive to new talent in 

comparison to the technology and investment banking sectors at a time when it is attracting a lot of 
attention from the regulator on profit margins and value for money. The situation is also further 
compounded by the fact that asset managers have reduced the number of graduate programmes on 
offer, and whether London can retain its place as the global destination for talent in light of Brexit. 

 
• It was also noted that the industry remains disconnected from its end customer and it is this group 

who are driving change from below and ultimately pay the salaries of people working in asset 
management.  

 
• One participant suggested that ESG could be used as a recruitment tool and a point of differentiation, 

as well as provide a strong rationale for active management. This of course ties in with the wider trend 
of newer generations looking to make a positive change with their careers.  
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