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SUMMARY 

The inaugural Meeting of Minds Asset Management took place on Thursday 2 November at The Ned 

in the City of London. This document summarises the key issues raised in the topics discussed during 

the four roundtables that took place on the day. 

 

A Meeting of Minds Asset Management will now become a biannual strategic forum organised by 

Owen James in partnership with Lansons and bringing together the Heads of Retail in Asset 

Management. 

 

The agenda addresses those issues which affect the asset management industry for example, regulation, 

clients, distribution trends, business models, product innovation etc. The day is a blend of roundtable 

sessions addressing a pre-researched and pre-agreed agenda with open discussion led by objective and 

professional moderators; keynotes provided by external speakers whose remit is to spark debate and 

encourage fresh and original thinking; plus substantial networking. 

 

Participants enjoy access to strategic insight, active involvement in shaping the industry and networking 

at the highest level.  

 

To find out more about taking part, please contact Maisie Nowroz at Owen James: 

maisienowroz@owenjamesgroup.com or you can contact her on 01483 861 334. 

 

 

THIS REPORT 

The Roundtable Sessions were facilitated by Lansons: 

 Ralph Jackson 

 David Masters 

 Tony Langham 

 

We are very grateful for the time and energy they have expended on making A Meeting of Minds 

Asset Management a success and hope you will consider this report an interesting, thought-

provoking and accessible read.  

 

As ever your feedback is much appreciated. We would also like to thank the independent experts 

who were part of the sessions for sharing their knowledge and giving us their time and energy both 

in the run up to A Meeting of Minds Asset Management and on the day. 
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THE CONNECTED INVESTOR – UNDERSTANDING THE PATH TO ENGAGEMENT 

 

Expert: Jasper Berens, J.P. Morgan Asset Management  

Facilitator: Ralph Jackson 

 

Key message 

 

It is no longer about the quantity more about the quality of relationship. Understanding your end 

customers and what makes them tick is now a critical component to your success.  

How well do you understand the end customer and their motivations? Are you connecting with your 

customers beyond transactions and building true engagement? 

 

Headlines 

 

 Retail value chain - issue we all face together. Where are we in this value chain: If you lose sight 

of the end consumer, the price is only going to go down because perceived value will become 

less and less and less.  

 When we say collective engagement with whom are we engaging, what is it and what is our 

value. Asset managers need to look at how we describe our value.  

 Real question is who should we engage with? Is it equipping the advisers to better engage with 

the end investor? Huge challenges in going D2C. 

 Increasingly more retail focused.  Direct investors targeted either directly or indirectly – can buy 

our product themselves on platforms.  

 Increasing consolidation and fewer decision makers. Large IFAs becoming discretionary, informal 

networks and morphing into Wealth Managers. Process for due diligence is key i.e. use of 3rd 

party influencers. 

 UK investment market is incredibly competitive. Manufacturers increasingly looking at how they 

can control value as fee pressure increases. 

 As an industry we don’t hold ourselves to a high enough standard. 

 Terminology and language around investment needs to change. The industry is elitist. 

 Asset Management can benefit from learning and delivering better outcomes. 

 People don’t dare to innovate e.g. banks have all the consumer data but they don’t dare to tell 

them what to do. 

 Overall it was felt there was a bigger problem around FS products simply being intangible to 

most people to be able to connect/build engagement. 

 Need to carefully consider the customer journey and the touch points they have with ‘us’ and 

others. 

 While language needs to change there needs to be a bigger shift around product innovation and 

designing products that customers understand and which will meet their needs. 

 

Challenges and opportunities:  

 

 What drives client engagement?  

 Vertical integration of the large platforms is a real threat to the market.  They have been buying 

IFA distribution and in some cases networks. The platforms are manufacturers and control the 

message at point of sale. 

 What do we mean by engagement? - Is engagement being involved, participating and/or sharing?  

 We need to better understand how people want to engage – intermediaries or end investor e.g. 

Millennial’s use social media to research investment decisions.  

 MIFID II teething problems - will present challenges for the industry.  

 Investors are more confident when they have an adviser. What does this mean for companies?  



 

 

4 | 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 Maisie Nowroz at maisienowroz@owenjamesgroup.com 

 

 Hargreaves Lansdown is a good example of how to engage effectively. Their proactive 

engagement means their clients know what they think, their views and see them as experts. 

They are expensive but people don’t care as they are perceived to be worth it. 

 Companies have issues over providing content for the end investors - do consumers see 

content as guidance?  

 Pressure from passive on active is changing the active industry - low risk funds are going to 

disappear, really high conviction products are going to be the way forward. 

 Know your customer – how are you using data?  

 Millennial community - technology could enable engagement with them. What is the benefit of 

engaging for the consumer? How much engagement do you want? 

 Blame is the biggest problem stopping companies from innovating and revolutionising product 

development. Investors need a sand box to play in to test innovation. Need more flexibility to 

engage product.  

 Collective action! No point creating something for 2018 – create for 2020/22.  

 

SO ARE YOU PROVIDING YOUR INVESTORS WITH VALUE FOR MONEY? 

 

Expert: Heather Hopkins, formerly Platforum 

Facilitator: Tony Langham 

             

Key message 

 

This is the headline finding from the FCA’s recent Asset Management Market Review. The FCA is 

recommending that both industry and investor representatives agree a standardised template for costs 

and charges. So are you working on it? 

 

Headlines 

 

 Value is always at inflection point. Looking at the industry as a whole, the current environment 

is that margins are resilient but profits are down. There are significant changes in distribution, 

profits from traditional fund houses fell 2.9% whilst assets grew 3%.  

 Rise of passive - according to the IA passive fund sales between 2012 -2016 doubled. The 

market is still way behind US but is growing. However according to Platforum research both 

advisers and investors prefer actively managed funds. A very small proportion of D2C assets are 

in tracker funds. It is from professional advisers that we are seeing more of a push to passive 

assets. 

 When it comes to value for money there is a wider value chain that needs to be taken into 

consideration 

 Importance of scale - not convinced it’s the answer - doesn’t deliver efficiencies. Scale more 

effectively responds to pressure from distribution and technology. 

 Providing outcome orientated solutions for investors is of increasing importance but outcome is 

always hard to measure. 

 The fund management industry needs to improve its overall reputation.  

 The key thing is the focus on total cost for the end investor. What is fair value? Need to find a 

better way to measure fees. 

 There is a real need for managers to impress the importance of long-term investing and better 

articulate contrarian investing. 

 FCA – overall it really comes down to ‘What is it you are actually selling?’ And ‘Why should 

investors pay for something different?’ There is a narrative built around outperformance, but 

little is being said on the value of risk management and downside protection. 

 

 

 



 

 

5 | 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 Maisie Nowroz at maisienowroz@owenjamesgroup.com 

 

Challenges and opportunities: 

 

 Growth of passive - is there a possible crisis coming?  

 “Platforms will eat the asset managers’ lunch”. Asset management industry needs to get back to 

being closer to the customer. 

 Brand is of increasing importance. Creating a consumer brand is hard. Asset managers who can 

create a solution to make an adviser’s life easier could see more business but ultimately all still 

have to deliver something that works for the end investor. 

 What is the point of differentiation - fees, collaborative approach, and tech? What is the story 

you have to differentiate yourself to convince people to pay a premium? 

 Asset managers need to look at the way they communicate or don’t communicate with the end 

consumer. Younger investors are much more tuned in to social media. Even advisers are no 

longer interested in detailed analysis and white papers; they want short pieces of information to 

pass on to the end investor.  

 Providing value to the customer is about genuinely turning them into long term investors. 

 RDR caused a significant number of orphaned clients and this is an issue because it doesn’t help 

breed long term investors.  

 Fund management as a skill. This is something that the industry needs to articulate.  

 FCA criticism is that asset management is too focused on costs not on value for money. But 

value for money is a really hard thing to measure. How can we move towards doing that?  

 Who should the audience be? Research houses, intermediaries or end investor – surely it 

doesn’t matter as communicating and managing money well will contribute to better outcomes 

for investors however you get there. 

 Legacy issues - back book vs front book challenge. Could this lead to dramatic changes?  

 

 

THE CHANGING FACE OF DISTRIBUTION: DIGITISATION, PRODUCT 

INNOVATION, VERTICAL INTEGRATION? WHAT DOES THE FUTURE LOOK LIKE? 

 

Expert: James Alexander, KPMG  

Facilitator: David Masters 

 

Key message 

 

Often we talk about innovations across the value chain, but how can we be sure that as an industry we 

are building and designing products and services that meet investors’ evolving needs? Indeed, are today’s 

business models fit for purpose?  

 

Headlines 

 

 According to KPMG, the asset management industry has seen impressive growth over the past 

six or seven years and predicts that this will continue for the next twenty years. 

 The industry is evolving, with players moving from a product push, investment centric and 

benchmark driven model to that of a client centric solutions provider. 

 The wealthy are getting wealthier but the power of scale means that low-level investors are 

becoming increasingly important targets. 

 There is a generational shift going on – Millennials are very different investors to their parents 

and grandparents. 

 There is a real lack of engagement – people are just not saving enough for their retirement. 
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Challenges and opportunities: 

 

 What is the future for advice? The average age of the IFA client is going up. How do we replace 

the man from the Pru?  

 Who will advise Millennials? Will social media mean that peer advice becomes more important? 

 Millennials are very different creatures to their parents – they are led by instant gratification. 

How they will engage with their careers and pension savings is still not fully understood.  

 Can big data provide the solution here to understanding Millennials and their saving habits? 

 Asset managers need to work with those organisations that can acquire customers. Google and 

Amazon are happy to be the interface – they just don’t want the regulated end investor 

relationship.  

 Attitudes to financial services still need to change – as an industry we do a lot of good and we 

need to communicate that better. 

 Are asset managers becoming content providers now? 

 How can fund managers influence the fund choices made between advisers and the clients? After 

all other considerations, the actual fund choice is often the last consideration. 
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